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Put up as follows: 


, ¥ ; ence Se 00—100 Sheets 
Each grit e a a 0O—100 Sheets 
in its own SC ae 1,—-100 Sheets 
stout Box 1— 75 Sheets 
plainly ' ——_ : ; 144— 50 se 
— 2— 50 Sheets 

labeled 21%,— 50 Sheets 
3— 25 Sheets 


Buy Sandpaper by the BOX 


Instead of the Ream, Quire or Doren Sheets 
Stock It “Show It and Sell It” 


In these neat pro- In our wonder-Working Counter Display 
tecting packages in a Case. 
compact section of Already adopted by 50% of all Hardware Stores 
in the United States and gomg strong! 
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Your sandpaper stock is 
carried in neat boxes. 


A box for each grit, plainly 
labeled. 


your shelving. 

Sell contractors 
and quantity users by 
the box. 


Tell your Jobber you must have Ruff Stuff in the Boxes. 
Also order a Counter Display Case and the assortment to 


fill it. 


Users report sales 
doubled, and tripled and a) 
spoilage losses reduced “mE Stale” 
to practically nothing. Bee setron natornes 
| AQuatity Prodact-Tryit. 
Hee peer e 
. a - > 


‘Wesar Abrasives @ 


Brane h Houses WAUSAU 


New York City, 45 Warren St. 
Cleveland, 1235 St. Clair Ave. 
Philadeiphia, 
Los Angeles—Sprake Sales Co., 
San Francisco—-Sprake Sales Co., 


ABRASIVE CoO. 


(Chicago, 612 West Adams St. 
St. Louis, 2110 Pine St. 


7th St. 


American Bank Bldg. 


Postal Telegraph Bldg. 


Sell small lots from this 
case. Large lots from 
your box-stock. 


—or by the box. 





Editorial Index, Page 145 
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ON ALL FOUR COUNTS 
MUELLER RED BAND N OZZLES 
ARE SUPERIOR NOZZLES 


1. CONSTRUCTION = Made of forged brass that’s leakproof. Has an 
extra large water way. Will cover a larger 
area in less time. Actual tests prove it. 


NO 


HOSE WASHER Mueller Red Band Nozzles are equipped with 
the Mueller “Neverlose” threaded rubber hose 
washer. It stays put. It is never lost. It saves 
annoyance and inconvenience. 





3. FINISH Mueller Red Band Nozzles have a bright nickel 
finish. They are distinctive IN appearance and 
rust and tarnish proof. Nothing else on the 

market like it. 


4. TRADEMARK The name “Red Band” is emphasized by a 
bright red band of ‘Duco”—a striking contrast 
to the nickeled surface. It’s a trade mark that 
will be remembered. “Red Band” wil] become 
a buy-word for the best in nozzles. i 
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The Washer 


(Actual Size) 








JOBBERS MUELLER BRASS CO. 


Write for prices and full in- 
formation. This wil] be 1926's Port Huron, Mich. 


: (Associated with Mueller Co., Decatur, Ill., and Sarnia, Ont.) 
outstanding nozzle. 








QUALITY BRASS GOODS SINCE 1857 





SELL THE NOZZLE YHAT SELLS | T'SELF 
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HOW A SAW CUTS 


The following explanation gives a clear, 
concise description of the cutting principle 
ofasaw. Read it carefully. The informa- 
tion will be of value to you many a time. 


Copyright, 1924 


Why cannot a board be cut by a 
knife blade edge when such a blade is 
used in the same manner as a saw? 

Of course we understand that an in- 
strument of this kind will sever ex- 
ceedingly thin stock. But when it 
comes to a board of ordinary thickness, 


. the blade merely glides back and forth. 





a a ce 


A knife edge with no means for clearance 
becumes wedged in the wood. 


If additional pressure is applied in an 
effort to force the cutting edge further 
into the work, the friction becomes so 
great that the blade “‘jams”’ or wedges 
in the board. The reason for this is, that 
there is no displacement of wood to 
allow the cutting edge to reach more of 
the wood continuously, or to allow the 
back of the blade to slide without 
binding. 
LIKE A CHISEL 

The nearest approach to the cutting 
action of a saw is the action of a chisel. 
However, instead of cutting out small 
pieces of wood as a saw does, the chisel 
separates and removes a long shaving, 
by what may be appropriately termed 
“‘paring”’ or “‘slitting.’”” Its compara- 
tively broad sharp edge separates the 
fibres of wood lengthwise with the grain 
and dces not cut on the sides. The 
wedge-shaped end merely raises the 
shaving or chip and the chisel, pushed 
ahead, tears the fibre at the sides. The 
angle at which the chisel is held, the 
amount of bevel on the cutting edge, 


How a chisel cuts. 


the pressure exerted, and the hardness 
of the stock are the factors which 
govern the thickness of the shaving. 


HOW A CROSS-CUT 
SAW CUTS 
The actions of both the knife and the 
chisel are employed in the cutting done 
by a cross-cut saw. A cross-cut saw 
moves successive pieces of material, 
not long shavings, but sawdust, by 
scoring, cutting, and tearing. 
The hand saw for cross-grain cutting 
possesses practically V-shaped teeth. 
The teeth are set or sprung over slightly 
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A WINDOW TRIM 
THAT REALLY SERVES 


No mere window decoration is this 
new Disston Window Trim. 

Instead it sorts out onlookers, se- 
lects those men who are interested in 
tools, and brings them into your 
store. 

**How To Care For Your Saw. Come 
In and Get Your Copy of This Free 
Card.”’ 

That is the invitation it offers. . . and 
few men who use tools can resist. 

So—into the store come the best 
prospects you have. You give them the 
Disston Saw Card. They appreciate it 
as coming from you. 

You can talk tools and show them 
tools and be sure they are interested. 

Over six thousand hardware dealers 
have used this Disston Window Trim 
with success. Many have used it 
twice. 





Have you had it? If not, write for it 
to Sales Promotion Dept., Henry Diss- 
ton & Sons, Inc., Philadelphia, U.S. A. 
It comes to you free—all charges pre- 














to clear the body of the blade in the 
kerf. Although the back of each tooth 
is beveled as is the front, it is the out- 
side edge of the front of the point that 
does the cutting. 
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How a cross-cut saw starts a cut. 


Take a _ cross-cutting hand saw, 
properly set and sharpened, each tooth 
of uniform size, shape, set, and bevel. 
Make with this a light short cut across 
a smooth piece of lumber. One can see 
that the extreme points on both sides 
of the cutting width of the saw first 
made parallel scorings the width of the 
set. These scorings are similar to the 
fine cutting of a knife across the face of 
the wood, thus starting the cut. Then, 
as pressure is applied, the teeth enter 
deeper and deeper, gradually bringing 
into action the cutting edge on the out- 
side front of the points. 


THE CUTTING ACTION 

The forward motion of the blade 
causes the points and cutting edges to 
strike the fibre at a right angle to its 
length, severing it from the main body 
of wood on each side of the blade, and 
crumbling the ridge of wood between 
scorings. A continuation of the thrust 
pressure carries the teeth in farther un- 
til the full bite is taken. With the points 
scoring continuously on each stroke and 
the outside edge of the tooth cutting, 
the beveled edge of each tooth performs 
its duty, chisel-like, of crumbling up 
and dislodging the upper portion of 
wood left between the cutters. At each 
thrust of the saw the pieces of wood are 
carried out of the kerf in the throats or 
gullets between the teeth, until finally 
the board is cumpletely divided. 

(To be continued ) 
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$30 REWARD 


We believe that the dealer or sales- 
clerk who sells a customer a quality tool 
when that customer had asked for ‘‘just 
an inexpensive one,” has done his cus- 
tomer a good turn. 

We want to tell others how this has 
been done. We want to tell of actual ex- 
periences of others—not theory, but prac- 
tice. The place to get this information 
is from those who have had experience. 





So—-for the best three letters des- 
cribing an incident where a cheap saw 
was asked for and a quality saw sold, 
we will pay thirty dollars: $15 for the 
best letter; $10 for the second best; and 
$5 for the third best. 

Tell clearly how you persuaded your 
customer to take the quality saw; what 
arguments did you use to sway him. 
What objections did he offer? and how 
did you overcome them? 

You have instances of this kind every 
day. Write one down and win a prize. 
There are no restrictions. Any hard- 
ware dealer or sales clerk anywhere may 
compete. 

Contest closes March Sth, 1926. 
Winners will be announced promptly 
thereafter and the winning letters will 
be published on this page. Replies will 
be judged by Henry Disston & Sons, Inc. 
In case of a tie, the prize will not be 
split, but an equal amount will be given 
to tieing contestants. 

Important—Your letter must be addressed to 
Sales Promotion Manager 
HENRY DISSTON & SONS, Inc. 
Philadelphia, U.S. A. 


Published by HENRY DISSTON & SONS, INC., Makers of “The Saw Most Carpenters Use,” PHILADELPHIA, U.S. A. 
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Always in the window 


SAYS John Fehl & Sons, Wausau, 
Wis.: “We sell all your products 
and can report since doing so we 
have more than doubled our sales. 
So far this year the window of 
which the photograph was taken 
has always contained some Na- 
tional Carbon Company products. 
We are extremely well pleased 
with them.” 


Eveready Columbia Dry Bat- 
teries have been found by Fehl 
to be profitable. “Always in 
the window” tells the story. It 
will pay you, too, to display and 
sell Eveready Columbia Dry 
Batteries. 


Manufactured and guaranteed by 
NATIONAL CARBON COMPANY, INC. 
New York San Francisco 
Atlanta Chicago Dallas Kansas City Pittsburgh 


Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 


COLU MBIA 
Dry Batteries 


-they last longer 
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ARMSTRONG 
Drop Forged WRENCHES 








Standard—all over the world 


ARMSTRONG Wrenches are favorably known in practically every coun- 
try on the globe. Mechanics the world over prefer them because they know 
that our Trade Mark on a wrench means the best in open end wrenches. 


Thirty years of scientific, dependable tool making have established for us 
an enviable reputation for tool superiority. That reputation must be guarded 
constantly and carefully—for your benefit as well as ours. We do so by pro- 
ducing Wrenches and other tools that meet every possible test of service and 
satisfaction. 

It is easy to understand, then, just why ARMSTRONG Wrenches are such 
wonderful sellers. And dealers report constantly on the many repeat orders 




















from customers who once buy an ARMSTRONG WRENCH. 


ARMSTRONG Wrenches are the re- 
sult of years of practical experience and 
scientific research. Correctly designed, 
accurately proportioned and perfectly bal- 
anced, they deliver 100% full service to 
users. 

ARMSTRONG Drop Forged Wrench- 
es are uniform to the last degree in 
quality of steel, machining and finish. 
Smoothly burnished, hardened and fin- 
ished in black lacquer. The heads are 
ground bright and are plainly stamped 


to show the principal use for which each 
wrench is designed. Day after day, they 
will stand the hardest kind of usage. 


ARMSTRONG line is complete, being 
made in all patterns, for every size nut, 
bolt, and cap screw. 


Jobbers and dealers will find the ARM- 
STRONG their most profitable line of 
wrenches. Our entire resources and rep- 
utation are behind every sale you make. 
And each sale means a repeat. 


Descriptive literature will be sent postpaid, without 
obligation to interested jobbers or dealers in any country 


ARMSTRONG BROS. TOOL CO. 


*‘The Tool Holder People’’ 
314 N. Francisco Ave. 


CHICAGO, U. S. A. 
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ehind the Seal of Approval 
stands Goop HOUSEKEEPING 
Institute 


MERICAN industry looks to Good Housekeeping Institute as an impartial 
body whose tests of household devices and appliances are accepted with 
confidence. The Institute, with its thorough laboratory engineering and practical 
domestic tests, exists for the purpose of establishing confidence between the 
buyers and the makers of such products. Millions of American women know 
they can trust products that carry the Seal of Approval.* And manufacturers 
whose goods have been passed by the Institute, realizing how much these buyers’ 
confidence means for the sale of their products, use the Seal of Approval on each 


piece of the merchandise. 


*Ask any woman whose opinion you val: 


(SOOD HOUSEKEEPING 


BOSTON NEW YORK CHICAGO 
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5,000,000 Poultry Raisers Need 
This Modern Poultry Fence 


New and scientific methods in the billion dollar poultry industry have brought an 
insistent demand for more and better poultry fence. No longer will “just any- 
thing” do. 

Flocks must be carefully segregated. Runs must be moved at frequent intervals 

to provide the birds with fresh, green ranges and to forestall disease. This essen- Rolls out 


tial practice demands a poultry fence which can be easily and quickly erected, re- Like Carpet 

moved and re-erected again and again without sagging or bagging. Cuts quickly, 

U. S. Poultry Fence alone fulfills these requirements. It is the only netting which = and 
thout waste 


can be stretched straight and true from post to post without the aid of top rail 

or baseboard. It is the only netting which can be taken down and put up time 

after time without bagging or sagging. 

Five million poultry raisers need this modern poultry fence. Buying time is just 

around the corner. Get ready now for the demand that is sure to come with the 

first signs of spring. 

And, in ordering your stock, be sure to specify U. S. Poultry Fence—not just 

poultry netting—for in no other netting can you obtain those outstanding feat- 

ures which successful poultrymen everywhere demand. ' 
Representative jobbers all over the country maintain complete stocks. Ifyou 
do not know the U.S. jobber in your territory, write us for his name. 


Indiana Steel & Wire Company 


Muncie, Indiana 
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The big demand for Simonds 
Crescent-Ground Cross-Cut 
Saws is due to their cutting and 
edge-holding quality. The 
Simonds Nos. 22, 133, 324 and 


325 Crescent-Ground are the 


Simonds Saw 


Established 1832 


World’s Fastest 
Selling Cross-Cut Saws 


Bore 





best selling Lance Tooth saws 
in the world. If you do not now 
stock this brand Saw order at 
once and get in line for profit 
and quick turnover. 

Leading jobbers sell them. 


and Steel Co. 


FITCHBURG, MASS. 
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Greetings! 
Overseas Merchants 





The American hardware merchants, through HARDWARE 
AGE, their outstanding business paper, extend their greetings 
and the hand of fellowship to you who, selling similar mer- 
chandise, also have with them similar merchandising 


problems. 


This ‘*World-Wide’’ number of HARDWARE AGE is visual 
evidence of the common bond of interest that runs through 
the hardware fraternity however widely its members may be 
scattered over the globe. In reading this issue you are in 
effect joining hands in the great friendly circle of English- 
speaking hardware dealers and stand shoulder to shoulder 
with your fellow merchants of the United States and of the 
American possessions, of Great Britain and of the great na- 
tions that are assembled under her banner. 


All find in HARDWARE AGE inspiration and advice on their 
merchandising problems; accurate trade news, reliable mar- 
ket information, unbiased editorial discussion, and explana- 
tions of methods and systems to aid them in the profitable 
buying and selling of hardware. 


Many overseas merchants are now subscribers to HARDWARE 
AGE. If you are not of that number you will be heartily wel- 
comed to the fellowship of those who profit regularly from the 
labors of the Editors of this paper to make it a practical ever- 
present help toward the more successful merchandising of 


hardware. 


See Contents Page for Subscription Rates. 


HARDWARE AGE 


“The World’s Greatest Hardware Paper” 
239 West 39th St., New York 
11 Haymarket, S. W. 1 London, England 

















HARDWARE AGE February 4, 1926 


Now-every interior painting job 


With these tubes of 
\ TINTING COLORS 


\ AE this famous paint specialty 
. becomes still more 
attractive to dealers, 
in larger volume 


and profts 












Tue Rice Process WHITE 


ERE 1sa practical idea which prom- 
See _ H 


ises to make Barreled Sunlight 
even more popular in 1926 than it was 


in 1925—and 6000 dealers know what 
that means! 






By perfecting Barreled Sunlight 
Tinting Tubes we have made it easy 
for anyone to get exactly the paint 


By simply mixing Barreled Su gps edngs nit soiksyotat 5s with nll : 
evied Buadligin, anyone ciey dlauin = qoakeariny of shades desired to match any scheme 
beautiful, delicate tints for aad nting. ‘dad ma ust " ' . : 

ctl age aes ading more of of interior decoration. 

dodeeededial: The Coo cxiralimpid— 


uring quick, even m1 with n m effort. 
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is opened to Barreled Sunlight 


Thus, by stocking just Barreled 
Sunlight in a few assorted size cans— 
plus a double handful of the Tinting 
Tubes—you can offer your customers 
a well-rounded line of interior paints 
or enamels in the delicate shades. 


The smooth, velvety lustre that 
everywhere identifies Barreled Sun- 
light in the white, gives it when 
tinted a beautiful richness and depth 
of finish. 


The national advertising campaign 
which starts in the Saturday Evening 
Post and the Literary Digest next 
month will graphically show paint 


users everywhere why Barreled Sun- 
lightis the most satisfactory paint finish 
for every interior use—either in the 
white, or tinted. 


Send the coupon for complete, 
profitable dealer proposition, and 
detailed information about the new 
counter display designed to sell the 
Barreled Sunlight tinting idea to your 
customers at a glance. 


U. 8S. GUTTA PERCHA PAINT CO. 


Factory and Main Offices 
7 Dudley Street, Providence, R. I. 
New York—350 Madison Ave. 
Chicago—659 Washington Blvd. 
San Francisco—156 Eddy Street 


Distributors in all principal cities 











The new Barreled Sunlight counter 
display which will sell the Barreled 
Sunlight tinting idea to your cus- 
tomer ataglance. Holds eighttubes 
of Barreled Sunlight Tinting Colors 
—alsoa panel painted with Barreled 
Sunlight lustrous white, and a sup- 


ply of descriptive leaflets. 
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FOR A FINISH WASHABLE LIKE TIL 


Barreled 


Reg. U.S. Pat, Off, 


Sunlight 





A unique - 








Lustrous White 
for all intertors 
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U. §. GUTTA PERCHA PAINT CO., 

7 Dudley Street, 
Providence, R. I. 

Please send me complete dealer proposition with new 
tinting feature added. 


Name 
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~ The handiest 
wrench you 
can own” 

















BUSIEST 
TOOL 


in the 
PLUMBERS KIT | 


is the bandiest wrench you can own 


HEN your plumber unlimbers his kit 

to fix a pipe, the first tool he picks out 
is his pet STILLSON. As likely as not it will 
be a ten-year veteran, battle-scarred and 
not very shiny, but with the same old re- 
lentless power in its close-set jaws. Aud if 
it is a genuine STILLSON, it will carry Dan 
Stillson’s own mark—“STILLSON'’— on its 
gray steel head. 

You'll find a 10-inch STILLSON just as 
handy for your own use. Its sharp, sure grip 
will twist the gimp out of anything round, 
square or odd-sided with never a slip nor 
a balk. Leave plumbing to your plumber; 
there are dozens of simpler jobs for a house- 
hold STILLSON that no other tool can do 
so well. 

LLSON* (like Walworth) is a trade mark which 
has been registered by its owner, the Walworth Co., 


in the U. S. Patent Office, in the several States and 
in foreign countries. 


WALWORTH 











HIS year’s STILLSON advertising cam- 
paign in The Saturday Evening Post has 
a double purpose. It is aimed to interest pro- 
fessional wrench users as well as house- 


holders. 


Householders are undoubtedly your best 
customers for the 10-inch, boxed STILLSON; 
the other sizes are naturally better suited for 
professional mechanics. Our advertising has 
therefore been planned to help you sell the 
whole line of STILLSONS. (Notice how this 
half page in today’s “Post” goes after both 
kinds of customers.) 


WALWORTH 










| 


“The handiest wrench you can own” is the 
easiest wrench for you to sell. 


WALWORTH CO. 
Boston, Mass. 


Sales Units and Distributors in 
Principal Cities of the World— 
Plants at Boston, Greensburg, 
Pa., Kewanee, Ill., & Attalla, Ala. 





STILLSO! 


= Ou Ow 


WALWORTH ropa ANY, 
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The Story of 






ODEL “K” Cletrac is 
new, different, and vastly bet- 
ter — beyond all question supreme in its big 
field! Mr. Stout’s convincing story is only one 
of scores of similar experiences! You owe it to 
yourself to get all the facts — immediately. 
Write — or wire — today. 


THE CLEVELAND TRACTOR COMPANY 
CLEVELAND, OHIO 
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PYRE X-the ideal ovenware 


because it bakes better— 


VENWARE that bakes more evenly, 

more thoroughly—that permits baking 

and serving in the same dish—that is easiest 

to keep clean—that never wears out—and 

that will not crack or break in the oven 
. in short, PYREX. 


So outstanding are these advantages of 
PYREX that both here and abroad more and 
more women are equipping their kitchens 
with this unique baking ware. 


Fea Of impressive significance is the fact that 
Qos : in the few years since PYREX has been in- 
A Gat 00s he better in PYRE troduced to the public, more than thirty 

Foods bake spew million pieces have been put in use in the 


: RSS United States alone. 
= ieee oe “ SS mse ee Recent tests by eminent cooking authorities— 


Sn cee nm eeten : tests in which every kind of ovenware material was 

aL ee tt ee eee submitted to the same conditions—proved conclu- 
Fipemeate ghee tea sively the superiority of PYREX, and are giving a 
= 5 eta new impetus to PYREX sales. 






Remarkably resistant to heat, and to sudden 
temperature changes—smooth, transparent, attrac- 
tive on the table, and made in convenient shapes and 


er sizes—-PYREX wins new friends wherever it is 
aan introduced. 


ee eal 
Guaranteed against oven breakage, PYREX 
§ has won the hearty approval of the trade everywhere 
trong as a quick moving, highly profitable line that builds 


National Advertising up its own repeat business. 


« « 


ra pe a rr : m = ae : JPYREX is distributed not only in the United 
ee Se States, but by special arrangements is 


carry the PYREX message into mil- available to dealers in many foreign coun- 
lions of homes. The leading women’s tries as well 


national magazines will carry frequent, 
impressive and convincing PYREX If you are not already handling this ovenware 


advertisements throughout the year. of tremendous future possibilities, it will pay you 
to write for further information regarding the 
PYREX line, prices, sources of supply, etc. 


Se 2S £2 eo ee eS ee eS & Ae ee Sf 8S Ss. SS SS 2 Ss eee ee. See SS 2 8 8 Oo 8 we SA SS See 2 4 SA A Oo 62 2 eee SS. eS 


} 
.S OVEN WARE | &. ft 2.8. ¢. tt 2 2.3. 2 6. tain ao mm OMMMomMjMad mate ’ eee aS 
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that modern housewives demand-— 
lasts longer—saves drudgery 


YREX is manufactured and mer- 
chandised by the largest makers 
of technical glassware in the world. 
For 1926 important changes in the 
selling policy have been announced— 
progressive changes based on recent 
widespread, thorough market investi- 
gation. 


Line Simplified and Improved 


Only the quickest moving, most popular 
items have been retained. Supply- 
ing every baking need, these consti- 
tute a greatly simplified PYREX line. 
And every item in this line meets a 
definitely established, active demand. 
New refinements have been added, 
making PYREX ovenware still more 
convenient to handle. And in the case 
of covered dishes all grooves have 
been eliminated, permitting easier, 
more thorough cleaning. 


Quicker Turnover — More Profits 


With advertising and selling efforts 
concentrated on fewer items, PYREX 
turnover will be quicker, more evenly 
distributed over the entire line. More 
PYREX will be sold—more profit 
realized on every dollar invested. 


CORNING GLASS WORKS 
PYREX Sales Division 


CORNING, NEW YORK, U.S. A. 


Increased turnover means bigger prof- 
its. Every merchant knows that. 
But simplification of the PYREX line 
means also simpler handling, stocking, 
packing, bookkeeping, displaying — 
saving time and lowering your selling 
cost. That means a bigger net 
profit on every sale. 


Easter to Display 


Concentration on fewer items makes it pos- 
sible now to display the entire line. And the 


. surest way to add new PYREX customers 


is to display the line complete—to put it 
where customers can see it, handle it, 
examine it... and buy it. 
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Dealer Helps 


Distinctive and effective sales helps— 
window and counter display material, 
direct mail literature with your own 
imprint, newspaper advertisement 
electros, and other selling assistance 


gladly supplied. Write for information. 
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KELLY AXES AND TOOLS 


ARE FORGED HIGH GRADE STEEL 
ARE THE BEST KNOWN AND ARE KNOWN AS 


THE BEST 
























KELLY AXE & TOOL CO., INC. 
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KELLY AXE & TOOL CO., INC., CHARLESTON, W. VA. 


The World’s Largest Edge Tool Factory 


COVERS 40 ACRES. DAILY CAPACITY 48000 AXES & TOOLS 









KELLY AXES are rxe BEST KNOWN 
xvown as LHE BEST 
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PERFECT 


WSS TEMPER 
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AXES HAMMERS 
ADZES PICKS HATCHETS = BROAD AXES GRASS HOOKS 
MATTOCKS GRUB HOES SCYTHES MACHETES BUSH HOOKS 
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KELLY PRESTIGE ON TOOLS 
MEANS 


QUICK TURNOVER © | \\)\//) )| 
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OMMER 


SPRING HINGES 


RE THEBEST 


= ; The Standard 
Over Fifty Years 


The reason is simple, use of 
selected materials, handsome 
appearance and perfect de- 
sign making a hinge that is 
not only efficient and quiet 





















but attractive as well. You'll Standatd Troe No. 0 





Standard Type No. 29 find them installed in the 
finest public buildings, the 
greatest office buildings and 
the richest homes. 


TRADE MARK 


BUMMER 





No. 1000 


BOMMER SPRING HINGE COMPANY 


No. 1001 BROOKLYN, N. Y. 





Type No. 1032 
Lavatory Door Spring Pivot 





ESTABLISHED 


1876 




















No. 1051 


No. “3 
No. 1005 Lavatory Door Lavatory Door 
Lavatory Door Spring Hinge Strike Strike Floor Surface Springs, Type 18 














woes 





OC eee eee eee ee 








Made in 


SIX $1ZeSs: 


$ inch 
4 inch 
Z inch 
Finch 
4 inch 
l&inch 


extra heavy 








DOZENS Display 


DOZENS 








DOZENS 


TRANGE how just a view-point can 
turn dollar profits into ten dollar 
) profits. The average home needs from 
three to five dollars’ worth of Domes. Why sell 
her Domes for a couple of chairs when she has 
thirty or more pieces of furniture? THINK of 
Domes in terms of dozens per customer--sell 
Domes by dozen packages--make profits on 
sales of dozens. On the next page is shown the 
new Display Cabinet, which stocks all the 
sizes: Domes for the dining-room, Domes for 
the living room, the bedroom and the kitchen. 
Send to your jobber for yours. 


DOMES of SILENCE 


Easily cApplied 
Save Furniture, Floors 


and ‘Rugs 





Better Than Casters ¥\ 
The Perfect Furniture 4 


Footwear 





Reg. U.S. Pat. Off. 
No. 995,758 which will 
he strictly enforced. 


DOMES OF SILENCE Division, Henry W. Peabody & Co. 17 State Street, New York City. 





Apply 
the 
Largest 
Size 
“Possible 
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“Oh! That Reminds Me” 
--Let It Remind You! 


HIS new Stock-Display Cabinet 
will remind the customer of her 
need for Domes. Let it remind 

you of her need for a dozen packages! 
This new cabinet displays Domes to the 
customer and in the back stocks Domes 
for your quick selection. It makes a five- 
inch strip of counter earn over $5 sales 
daily in an average-sized hardware store. 
There’s many a five-irich space going to 
waste now. Order one of these cabinets 
from your jobber today--and add another 
profit unit to your business. 


DOMES of SILENCE 


Better Than (asters } Easily cApplied 
The Perfect Furniture {°@j Save Furniture, Floors 
Footwear and Rugs 








Reg. U.S. Pat. OF. 
No. 995,758 which will 
be strictly enforced. 


DOMES OF SILENCE Division, -‘Henry W. Peabody & Co. 17 State Street, New York City. 
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GOOD 
TOOLS 


A beautiful example of modern tool 
design. The trim aluminum frame 
houses the entire ratchet and two speed 
mechanism, refined and simplified so as 
to be trouble proof. The steel pinions 
with their machine cut teeth are like- 
wise enclosed in this same frame. The 
wide aluminum breast plate not only af- 
fords greater comfort, but helps make a 
remarkably light ratchet drill. Ratchet 
actions and speed are controlled by half 
a turn of the very accessible knurled dial 
at the side. The accurately lathe turned 
steel spindle is equipped with a ball 
bearing and carries the three jawed 
chuck that closely centers drills from 0 to 
4 inch in diameter. 





The exposed steel parts have a high 
nickel finish, while the rest of the tool is 
in the familiar glossy black and ver- 
milion enamel that has identified Good- 
ell-Pratt Drills for years. 


There are hundreds of such tools in the 
Goodell-Pratt line. Tools for Carpen- 


ters, Machinists, Automotive Mechanics 


and general repair and household use. A 
complete catalog in English, French, 
Italian or Russian gladly sent free on re- 
quest. 
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No. 678  sreasr pri. 


Simple powerful ratchet and two speed mechanism. 
Wide aluminum breast plate and frame. Ball bearing 
spindle and steel chuck with three hardened jaws hold- 
ing 0 to 4 inch Drills. 


Weight, only 4! pounds. 


(GOODELL-PRATT COMPANY 
Sovtsmiths, 


GREENFIELD, MASSACHUSETTS, U. S. A. 
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Wrenches That Are Known 
Are the Easiest to Sell 


When a man lives to be 85 years old 
his townsfolk usually know his 
pedigree. 


The man generally confines his activi- 
ties to a certain locality—the wrench 
travels everywhere, because practically 
everybody uses a wrench. During these 
85 yedrs the Coes Wrench has become 
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_ai ss | the bese Fee. of any wrench, because 
a of the lasting service and satisfaction it 
has given on aid and water and in the 

air. 


The greatest shops, the leading rail- 
roads, the largest power plants, the 
foremost bridge and structural com- 
panies use the Coes Wrench in the size 
and model that meets their require- 
ments. 


Remember, wrenches that are known 
are the easiest to se//, and keep stocked 
on Coes Knife-Handle, Steel Handle 
and Key-Model Wrenches. 


4 WU 








If Your Jobber Cannot Supply You—Write to Us 


COES WRENCH COMPANY 


“In business since 1841” 
Worcester Mass. 


Selling Agents 
DE, GT Is 5 wo ccciaoceneee 29 Murray Street, New York 
John H. Graham & Co........... 113 Chambers Street, New York 
ee 8 Rue de Rocroy, Paris, France 
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A Tremendous Selling 
Opportunity Now Awaits 
Live Merchants Who Feature 
and Push Riverside Radionas 


Thousands of consumers are waiting and anxious 
to be supplied with these most beautiful, most pop- 
ular and most satisfactory above the floor heatjng 
appliances. 


1926 brings to Riverside Dealers a complete line 
of Home Warmers. 
Three models, three 
sizes and all finished 
in beautiful walnut 
brown porcelain ena- 
mel. Grained to imi- 
tate wood. 


They retail at a wide 
range of prices to meet 
the requirements of 
different pocketbooks 
and different homes. 





No. 2-4 Radiona 


profits. 











No. 3-6 Radiona 


_ Riverside 
Radionas 


are the most talked of 
heating appliances in 
the country. With the 
addition of the River- 
side Aeriona to sell at 
a very low price, River- 
side Dealers will be in 
position to secure prac- 
tically all of this class 
of business in their re- 
spective territories. 


They burn any kind of 
fuel — soft coal, hard 


coal, coke or wood with equal satisfaction. 


A complete merchandising plan with the River- 
side Franchise insures satisfactory sales and 


Write now for complete details 


Rock Island Stove Co. 


Rock Island, Ill. 


No. 1-4 Aerona Makers of Riverside Stoves and Furnaces 
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y @& MIDGET 
a RENCH 
SET 









Sells for L5e 


Handsome display card carries twelve of these very popular 
wrench sets made ,up of five case-hardened, conveniently 
sized small wrenches together with a sturdy screwdriver for 
small work. 


This wrench is ideal for automobile ignition systems, radios, and similar work and is a 
welcome addition to any mechanically inclined man’s equipment. Made of finely 
finished steel and gives mighty good service, in most cases one purchase selling at least 
three sets for different parts of the house and equipment. 


Also Manufacturers of PREMAX Hame Fasteners, DODSON Hame Fasteners, 
PREMAX Letters and Figures, PREMAX Rustless Steel Tent Stakes, and PREMAX 
Single Six Wrenches. 


Send This Today 


— ~ 


NIAGARA METAL STAMPING CORP., Dept. 2, Niagara Falls, N. Y. 





Gentlemen :— 
Please rush.........doz. Midget Rench Sets at your regular discount price together with descriptive literature for our 
salesmen. 
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The attractive display of “‘Velchek Tools’ on the 
““Velchek"’ Board has a great fascination to every man 
who enters your store. We can prove to you this 


is a fact. 


The attention of the man who likes tools (and what man 
doesn't?) is drawn to the ““Velchek"’ Board the moment he enters 
your store. Persuaded by the unspoken, powerful selling argu- 
ment of this attention-compelling silent salesman, he picks up 
the tool that attracts him most. He sells himself! 

Few men can resist the temptation to test the heft of a hammer 
or the balance of a chisel. The impulse to own one or more of 
these tools is almost irresistible to the average man. 

He buys! In every store where the “Velchek’’ Board has been 
displayed, the sales of tools have greatly increased. And for your 
store the ““Velchek” Board will do the same. We'll prove it to 
you—MAIL THE COUPON AND FIND OUT. 


THE VLCHEK TOOL COMPANY 


3000 East 87th Street 
CLEVELAND, OHIO 





Keep Mechanics Good Tempered 
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Your Customer Becomes 
His Own Salesman! 
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MAIL THIS COUPON", 


Jobber 





? 
2° 3000 E. 87th St. 
Cleveland, Ohio 


Please give me full in- 
formation on the ‘‘ Velchek’”’ 
self-merchandising Board. 
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After the Tool Leaves Your Store [ 
—What Then? 


You Want It to Give the 
Satisfaction That Makes | 
Each Purchaser a 
Permanent Cus- 
tomer— 































In actual use every Brown 
& Sharpe Tool has the long- 
lived accuracy and other 
fine qualities that we claim 
it has. Tool users know 
this and when you sell them 
Brown & Sharpe Tools, you 
make for your store perma- 
nent customers. There are no 
other tools “just as good.” 
































Keep your Brown & Sharpe 
Tool stock complete and 
ready for your customers. 





Send fer Small Tool Catalog No. 29. 
It lists the complete line of Brown & 
Sharpe Tools. 


Brown & Sharpe Mfg. Co. 
Providence, R. I., U. S. A. 
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BROWN ®@ SHARPE TOOLS 


Made Best —_ They Give Complete Satisfaction 


1 
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. Every Man’s Barrow 


The Merchandising Advantages 
That Sold It to So Many 


KRON 143 appealed to the trade immedi- 
ately and dealers quickly named it 
‘Every Man’s Barrow’. 

Its Black and Orange color promptly at- 
tracted their attention. They handled it, 
wheeled it and liked it. 

Its wide spaced hickory handles— 

Its three cubic foot steel tray, 
mounted to reduce spilling— 

Its strong, fully braced frame— 


And its acceptable price 
made sure the sale. 


Every Man’s Barrow is an all around bar- 
row—a man’s size barrow— built and priced 
for the barrow needs of the hardware dealer’s 


trade. 
Ask your Jobber, or write us direct. 


THE AKRON BARROW COMPANY 
3140 East 65th Street Cleveland, Ohio 
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is the Russwin 

plant with new ad- 
ditions—the home of 
Russwin Hardware, 
manufactured for 
more than eighty years 





“To Russwin-ize is to Economize — the Economy of the Best” 
YO, 


RUSSELL & ERWIN MANUFACTURING CO., NEW BRITAIN, CONN. 


The American Hardware Corporation, Successor 


New York Chicago London 
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USSWIN HARD- 

WARE enjoys a 
world-wide reputation 

for beauty of design 

and quality of materi- 

als and workmanship 


“To Russwin-ize is to Economize — the Economy of the Best’ 


RUSSELL & ERWIN MANUFACTURING CO., NEW BRITAIN, CONN. 


The American Hardware Corporation, Successor 


New York Chicago London 
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HARDWARE AGE 


OF SERVICE 
Producing Only the 


HIGHEST QUALITY 


AxEs. HATCHETS 
AND 


Epce Too.s 


For Worldwide Trade Is Responsible 
the Extensive Establishment of 


THE COLLINS COMPANY 
COLLINSVILLE, CONN., U. S. A. 


FULLY EQUIPPED TO SUPPLY 
ALL DEMANDS 


for 





ol 
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Important Notice! 
Change in Finish of 


’ yi DROP-FORGED \ ] 
S > 





SUPERIOR 
DROP-FORGED 
CARBON STEEL WRENCHES 


The three finishes we have heretofore listed and 
carried in stock; namely, Semi-Finished, Finished 
(Mottled) and Finished (Nickel-plated) will be 
discontinued as stock lines. In their place we offer 
a new FINISHED WRENCH at the old Semi- 


Finished list. 
Advantages to Jobbers 


The two most important features in connection 
with this change of obvious advantage to the Job- 


ber are: 


1. It enables us to offer our trade, at a price very much 
lower than our former Finished list, a Wrench which 
is practically its equal in appearance and certainly more 
durable. It is the greatest Drop-Forged Wrench value 
ever offered as a standard stock line. 





2. The Jobber need now carry but one stock to care for 


WILLIAMS’ his former requirements of both Semi-Finished and Fin- 
New Finished Wrench ished Wrenches. 
(Black Enameled) 
“Maximum Finish ; 
at Mottien Price” We look forward with confidence to the approval of our 
Comings cocmmntiy siliel, omncth trade of this simplified Finished Wrench standard. Liter- 
meled (baked on); heads bright with ature on request. 


sizes starmped thereon. 


J.H. WILLIAMS & CO. 


“The Wrench People’’ 
New York BUFFALO Chicago 
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Showing a few popular numbers 
from a large and varied line of 
Corbin Padlocks. 


Corbin Padlocks are known 
throughout the world for security, 
strength and durability. 


USED ON 


Garages—Tool Chests 
Factory Gates 


Warehouses — e 7 


Our W. C. | Display Card show- 
ing the above padlocks in natural 
colors will be furnished upon 
request. 


Write today. 


CORBIN CABINET LOCK CO. 


° The American Hardware Corporation, Successor 
NEW BRITAIN, CONN., U. S. A. 
New York Chicago 








Philadelphia 
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Y A real 
. 
4 Jest out Nut which 
Almost Like BERNARD PLIERS customer 
ee | €& ” can turn 
Giving Your with the 
plier 
~~ | below 
Customers — 
J <— | Plier 
SAMPLE ga | 2s 
. by chain 
Customer 
PLIERS is invited 
to cut the 
nails in 
—hbecause you the box 
give them a 
“‘taste’’ of what Selling 
Bernard Pliers Pliers 


will do in their 
own hands 


This Display Makes Them WANT to Buy! 


ee 


BERNARD 
Radio Tools 


We make a wrench 
914” long, with ad- 
justable jaws, for 
turning hex _ and 
knurled nuts on radio 
sockets, that’s a 
knockout. Also a 
neat little plier for 
eyeleting bus bar 
wire. Both retail for 
25c. 


be placed on any counter or table) has upright pockets to 
hold pieces of wire and the square pocket is for nails. 
The sign invites the customer to snip these into pieces—and 
also to try out the parallel wrench jaws on the nut at the right. 


This try-it-yourself idea is the highest type of salesmanship 
that can be used to sell anything, because it makes them want 
the pliers. And it is working out to the queen’s taste! The 
display shows a good representation of the line, saves “vocal” 
effort, and, best of all, gives customers something to do while 
waiting. ; 


The main case, measuring 14” x 19”, can be used as shown 
above, or separately—in the window or on the wall. It is the 


Te upper pari ui the display (which is separate and can 





titted tt ttt tf tte 


best thing we have ever used to sell pliers. Ask your jobber 
about it. 


BERNARD PCIERS 


THE WILLIAM SCHOLLHORN CO., DEPT. H, NEW HAVEN, CONN. 
A Pair of Pliers for Every Job 


ssc 
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TRIMO 
PIPE 
WRENCH 





TRIMO 
MONKEY 
WRENCH 





TRIMO 





Why This Name Has 
Won Respect Wherever 
(good Tools Are Sold 


——— -———_ -94ttiit>- 


Quality:—For nearly 40 years the 
name “TTRIMO” has stood for 100% 
quality. We never have and never 
will put out tools based on price. The 


same family ownership has rigidly — 


maintained this policy since the first 
TRIMO tool was forged. 


Nationally Advertised: — Realizing 
that jobbers and dealers must be 
backed by the potent power of adver- 
tising, TRIMO quality has been con- 
stantly kept before the public. 


Profit:—There is always more profit in 
handling goods of standard quality and 
value (like TRIMO TOOLS) than ‘in 


competing goods of fluctuating values. 


OUR GUARANTEE:—Not a mere 
paper guarantee, but an unqualified 
standing offer to make good any 
“TRIMO” TOOL that does not satisfy. 


Are You Handling the Four “TRIMO” 
Tools Shown HereP Your jobber has 
them. Place an order NOW. 


TRIMONT MFG. CO. 


ROXBURY, MASS. 
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C) times 1n 10 
its CRESCENT 


Back of the hardware man’s report that “nine 






Yor car or radio 


Crescent Long Nose Pli- 
ers have been designed 
to handle small pins, 
screws and nuts in nar- 
row quarters. They are 
equally well fitted to 








times in ten when a wrench is wanted for auto- 
mobile work the customer buys a Crescent” is 
the discovery by legions of car owners that a 
Crescent is the best tool for nine out of ten ordi- 
nary adjustments. It does work that would re- 
quire a whole set of fixed-type wrenches. Nat- 
urally there is a steady demand for Crescent 
Wrenches as well as other Crescent Tools. 


Our new booklet, “Making the Most of Your 
Motor Car,” tells car owners how to prevent 
squeaks and reduce upkeep expense by the sys- 
tematic use of Crescent Tools. We'll be glad 
to mail a supply for your counter if you say so. 


CRESCENT TOOL COMPANY 
204 Harrison St., Jamestown, N. Y. 


Originators of the Crescent Wrench 











L 


CRESCENT IOOLS 








meet the needs of radio 
fans in bending or cut- 
ting wire. Retail Price 
75c. 
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If it does not sell more Gillette 
Blades in that time than your 


sales in any previous like period 
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THE FEW SIMPLE THINGS WE ASK YOU TO DO— 


A. A diagram will be sent to 


you with the display. Set up 
the display like the diagram. 


B. Put the two counter displays 
on your most popular counters. 


C. Tell each of your clerks to 
say to each customer—after they 
have made their regular pur- 
chases—“ Do you need any 


Gillette Blades >?” 


D. If you do not sell more 
Gillette Blades than in any 
previous like period, take a 
snapshot of the window dis- 
play, send it to us with a state- 


‘ment of the number of packets 


of blades you sold, and we will 
send you the $5.00 immedi- 
ately. 
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Over twenty-five years of mer- Among these is the fact that 
chandising Gillette Razors and _ sales are invariably increased in 
Blades has taught us many _ a retail store if the three follow- 
things about retail selling. ing factors are used: 


1. A full window display in the 
best window! 


2. Counter displays on the most 
popular counters ! 


3. Clerk effort! 


Every good merchant attempts to use these factors knowing that they will make 
more profits for him, but too often one of the links in this important chain of 


profitable merchandising is missing. 





To help you to increase sales and to prove that if these three factors are em- 
ployed it will increase sales, we make this offer. It will be of lasting benefit to 
you because you can then merchandise other items in exactly the same way — 
after we have proved that you can do it with Gillette Blades. 


Coupon for Increased Sales 
GILLETTE SAFETY RAZOR CO., Advertising Dept., BOSTON, MASS. 

Send us the Gillette Blade Window and Counter Displays. We agree to install the full display 
in our best window for one week. We will put the counter displays on our two most popular counters. 
Every clerk will ask every customer the following question: ‘‘Do you need any Gillette Blades >”’ 
If we do not sell more Gillette Blades in one week’s time than our sales in any previous similar period 
we will send you a photograph of the window display and you will immediately send us your check for $5.00. 


We also expect to sell some Gillette Signed (firm name ) 
Razors when the display is in, and a (by) ; 
lot of shaving cream, soap, lotions and 

Street | 


talcum powder. , 
“HAL City State 
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= McKA Y— for Dealer Profits oe So iw ® oe ae | 
©) 
”n “McKay” means “good bumpers” to Ce a —_ : | 
= thousands of car owners —bumpers that 
ad add good looks and protect good looks. | 
“ Here’s reason enough for selling them. ee Cn : | oo 
> Besides the profit you make, McKays — eee Pe ! 
= protect your good name with their own. . . | 
n UNITED STATES CHAIN & FORGING COMPANY ; 
-_ Union Trust Building, Pittsburgh, Pa. | 
) 
a CHICAGO AUTOMOBILE SHOW, Coliseum ae ‘ | 
- January 30th-Feb. 6th, Spaces 115-116 Space Sn 
“ BOSTON AUTOMOBILE SHOW, Mechanics Bldg. —S | 
March 6th-13th, Spaces 558-559 | 
M KAYsz > BUMPERS 
Pa a ee, Sell the Better 
| ig eg Black Chains 


in the Red 
Band Bag. 
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THE CARBORUNDUM 
STABILIZING DETECTOR UNIT 






$3.50 
UILT around the Carborundum Fixed Detec- IN U.S.A. 
tor is this simple, highly efficient stabilizing WITHOUT 
DRY CELL 











device. By adjusting the detector resistance to 
match the circuit it absolutely controls self os- 
cillation in the radio frequency tubes. 







It permits operation at peak of regeneration. 


It gives greater sensitivity—increased selec- 
tivity —clearer tones. 
The Carborundum Stabilizing Detector Unit 


gives a potentiometer controlled booster volt- 
age to the Carborundum Fixed Detector. 











A small sized flash-light battery is all it needs. 
The Unit comes equipped with the genuine : 
Carborundum Detector. y 

f 


i. 



























The Carborundum Stabilizing 
soe Detector Unit No. 32 











The Carborundum Fixed Detector No. 30 
$1.50 IN U.S.A. 













CARBORUNDUM RADIO DETECTOR 


j HE Carborundum Radio Detector has 

created no end of a stir among radio fans. 

It is a detector that is fixed—permanent—no 

adjustments—nothing to get out of order 
and it won’t burn out. 


8) Die ee on Ow ODS. 


It is a detector, that will sharpen the tuning, 
increase the receiving range, increase the 
volume and bring true, clear tones to any re- 
} flex or crystal set. The Carborundum Detec- 
tor is made with Carborundum created espc= 
cially for radio use. It is laboratory tested 
and is sold backed by an absolute guarantee. 
To help dealers to better sell the Carborun- 
dum Detector we offer the attractive display 
done in five colors and? ing one dozen of 
the Detectors in their individual cartons. 
Why not send for one of these displays with 
a dozen detectors? 










THIS DISPLAY 
SELLS DETECTORS 



















“ 
THE CARBORUNDUM COMPANY 


NIAGARA FALLS, N. Y. 
New York, Chicago, Boston, Philadelphia, Cleveland 
Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids 
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This Biel icenietniies 
Brought Amazing Sales 
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The quick rise to nation- 
wide popularity of the Rose 
Screen Door Check is known 
throughout the trade. 

One of the greatest factors 
in this success is the uni va 
demonstrator we supply 
to our dealers. 

A miniature door on which 
a Rose Screen Door Check is 
mounted. It tells more in 
one swift, silent swing than 
500 eloquent words from 
your clerk. 


EROS 


ZoCR 34) (DOOK 
CHE, 
Z = 00 f’ 


It is animated advertising, 
working at the point of sale! 
Nearly every customer has 
screen doors that slam with a 
spring. To them the Rose 

emonstration is a revelation 
and the $2.00 price is exactly 
right. It sells easily. 

Get i in line now for a good 
season’s business. Mail the 
coupon. 


Frank Rose Mfg. Co. 


Hastings, Nebr. 









Pt ie 
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Frank Rose Mfg. Co., 
Hastings, Nebr. 

a demonstrator FREE. 
Company . 

a 


a a 





State. - 


y 
/ 
ee 


THIS DEMONSTRATOR 
FOR YOUR COUNTER 


MAIL THE COUPON 


I am interested in selling Rose Screen 
Door Checks. Please give me full 
information and tell me how I can get 
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Good 


On the best of interior 

work, Ripolin—the original 

Holland enamel paint—is the natural 
choice of old experienced master painters. 
And on jobs where low cost is imperative, 
again Ripolin is chosen because of its 
unusual hiding power and its great 


RIPOLIN F covering ability. 
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or Inside 


RIPOLIN 


THE ORIGINAL HOLLAND ENAMEL PAINT 





For exterior trim Ripolin offers a finish 
that endures wear and weather without 
losing its beauty. On exteriors of many 
of Europe’s finest buildings Ripolin has 
been used for more than forty years. “And 
in America master painters have been 
learning for twenty years that Ripolin, on 
surfaces exposed to sun and storm alike, 
retains its lustrous beauty. And forward- 
looking dealers have done much to fix 
this fact in the master painter’s mind— 
knowing Ripolin’s rare qualities. 





In our fourteen plants there 
are 1,092 paint-grinding and 2 ip 
mixing machines with nearly rf 

# Bill, Ai. 


a 


3,000,000-gallon storage ca- iM oes HHH as = BUI He 
“PAINTS — V ARNISHES — LACQUERS — ENAMELS 


pacity for finished products. 
Isn’t this evidence of the fact 
that we are meeting the paint- 
ing demands of users, large 
and small, everywhere? 





The Glidden Company - + «+ -] Cleveland 
Heath & Milligan Mfg. Company- - ~- — Chicago 
Adams & Elting Company . - - «+ Chicago 
Campbell Paint & Varnish Co. - ° - St. Louis 
T. L. Blood & Company - : . - - St. Paul 
The American Paint Works - - - New Orleans 





President. 








So. 

2<Se% 
Ch 
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Paintmansh 


s 
Like good craftsmanship of every kind, good paintmanship requires good 
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tools and good materials for a good job. Products well known for unvarying, 
dependable quality are the only kind a good painter dares trust—the only kind a 
dealer cares to sell, and can sell in volume year after year. That is why dealers 
sell Ripolin, Zinc-O-Lith, and Lacq—three well known products that not only 
insure good workmanship at the hands of the master painter, but are also 


permanently profitable to sell. 


His O-Lith j 


PURE WHITE 


INC-O-LITH is the new 
kind of paint that IS 
white and STAYS white. 
Made in a new way that costs 
less and is better. Flows on 
so much more smoothly, cov- 
ers more surface so much 
better, that it saves the paint- 
er’s time. It costs less in the 
first place, because the ingre- 
dients from which it is made 
cost less. When the painter 
wants a paint that IS white 
and STAYS white—sell him 
Zinc-O-Lith. He knows 


about it now. 


ACQ, the new brushing lac- 
quer, offers the dealer a 
new opportunity. It is astar- 
tling innovation—this lacquer 
which dries to the touch in 
five minutes, and is ready for 
use inless than one-half hour. 
A rich, satin-like finish that 
flows easily from the brush— 
every master painter is finding 
new and profitable uses for it. 
Made in a full line of colors, 
all of which can be readily 
intermixed. Neither the 
painter nor the dealer need 
have any “left over” stock. 





IPOLIN, the original Hol- 
land enamel paint, used 
as a matter of course where a 
fine finish is essential, is well 
known to architects, con- 
tractors, Owners, and master 
painters. Its remarkable 
working qualities, covering 
ability and long life as a per- 
fect finish appeal to the most 
skillful craftsman’s pride. 
True economy, is assured 
wherever Ripolin is used, 
inside or out. It represents 
an outstanding opportunity 
for dealer profit. 


THE GLIDDEN COMPANIES 
National Headquarters 
Cleveland, Ohio 


(mpanies’ 





Twin City Varnish Company - - , - St. Paul 
The Forest City Paint & Varnish Co. - - Cleveland 
The A. Wilhelm Company - - - - Reading 
Nubian Paint & Varnish Company . . Chicago 
The Glidden Company of California - - San Francisco 


In Canada: The Glidden Co., Limited, Toronto, Ont. 





Please send me complete information 
regarding the products checked below. 


[] Zinc-O-Lith [ ] Lacq [ ] Ripolin 


List other materials here 








OEE 


Address H.A.1-14 
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I wouldn't 
ask for 
a better 


hammer. 


Most of ’em say so! 





There’s no better, surer way 

to win a firm for a regular 

customer than to sell them 
a Prentiss Vise. 


8871 
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They like Cheney Hammers because— well, because they 
know by experience that they can do more work and 
better work with less effort with a Cheney than with 


other hammers. 


A man can sense the hang 
of a tool and he learns from 
experience how well it’s suited 
to his work. He may not be 
able to tell just why he pre- 
fers a certain tool, but he cer- 
tainly knows when he likes it— 
and there’s a lot of your cus- 


tomers that like Cheney Ham- 
mers. 


Isn’t that so? And there’s a 
lot more that will switch to 
the Cheney if you'll just start 
*°em thinking along these lines. 
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No. 70-25 Closed 
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A Big Present and 
—A Still Bigger Future! 


That’s the outlook for the wide awake hardware 
dealer who gets in on the ground floor now and 
pushes Green Line Tool Cases. For this high qual- 
ty line is gaining favor every day with men who work 


with tools. 

There’s a suitable Green Line Tool Case for every 
use. Carpenters, plumbers, masons, machinists, me- 
chanics and garage men all prefer these handy, wood- 
lined cases. Tools never rust in them and they are 
safe. There’s a good, strong lock on every Green 
Line Tool Case. 


The New Demand 


Now the demand for Green Line Tool Cases is 
growing rapidly in another direction. Householders 
are learning their need for a handy tool case in the 
home. The new 70-25, general household case was 
designed to meet this demand. Large enough to ac- 
commodate a twenty inch saw and other small tools 
and equipment householders need. 

All Green Line Tool Cases are finished in attractive olive 


green baked enamel. Bound on all edges with heavy angle. 
Lock and lock bolts are brassed. Hinges are steel. 

Your jobber can give you full information about the en- 
tire Green Line. Get in touch with him today or write us. We 
will gladly supply counter cards, envelope inserts, descriptive 
folders and mats or stereos of newspaper ads. Don’t delay. 
Find out about the Green Line now and start building busi- 
ness on it at once. 


GREEN-CASE, INC. 


Dept. M Racine Wisconsin 
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\ The GREEN Line/ 
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DULUTH EQUIPMENT 





WALL CASES 
SHOW CASES 
COUNTERS 
TABLES 
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WHAT THIS MAN DID YOU CAN DO 


Ben Helkema had a hardware store in Indianapolis 
known as the “East Tenth Street Hardware Company.”’ 
Just an ordinary medium sized hardware store doing 
about $40,000 yearly business. 
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= Eat = Ben is a good hardware merchant, a 
. o 
4 good buyer and a good merchandiser. 


te . After a Duluth Store Engineer 
{ . explained Duluth Methods to him 


he quickly saw the advantages. 
# ioe I As a result he increased his 
sales $26,000 the first year and 
$34,000 the second year, but 


only increased his inventory a 


total of $2,000. 


If you would call in a Duluth 
man he may be able to find a 
similar “Gold Mine” in your 
store. Mailing the coupon on 
the opposite page will start 
things. 


2 
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MEETS THE NEED OF EVERY STORE 


Some of the largest and some of the smallest hardware 
stores are using Duluth Merchandising Methods success- 


fully. 

It is impossible to tell what Duluth Methods can do 
for you without making a careful study of your present 
store and methods. 


But we have been able to help others to get larger 
sales with less expense so why isn’t it reasonable to be- 
lieve we can help you. 


Let’s get together and talk it over anyway. There ts no obligation on 
your part to buy. 





A SOUND, ECONOMICAL 
DIVIDED-PAYMENT PLAN 


Many well rated hardware merchants have 
purchased Duluth Equipment on this plan. It 
keeps working capital in the business without 
paying any fancy interest rates. 












MAIL TODAY—NO OBLIGATION— 


DULUTH SHOW CASE CO. 
Box 778—A-2, Duluth, Minn. 
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City and State 


["] Tell us how we c4n increase 
profits in our business. Send me _ information 
on displays for the 
following depart- 
ments: 





[] Tell us how we can get more 
room without enlarging our 
store. Radio l 

Tools | 

C] Show us how we can obtain] Builders’ Hardware | 
a simple and effective stock] Sporting Goods ; 
control. Enameled Ware 

Cutlery 

C] Explain your sound, econom-]| (hinaware 

ical divided payment plan. | fancy Ware 

Electrical Appliances! 

[-}] How can we make our store] Toys - 
displays more effective? Bath Room Fittings! 
































IT PAYS TO 
INVESTIGATE 








Guns and Ammuni- 















































[] How can we help our sales tion 
people make more sales? Janitors’ Supplies | 
i ur ales? Paints 
How do you know you cannot increase your s C send me your booklet.) fia Babe 
How do you know your present cost of getting business is not “Showing is selling.” [ine and Fittings | 
a g 
too high: ; ; [_] Send me information about] Silverware a 
No man knows until he investigates every phase of his merchandis- the “Duluth” Steel Nail] Stoves | 
ing methods. Drawer Counter. Plumbers’ Tools 
Auto Accessories 
Why not let a Duluth store engineeer make a study of your mer- Have your engineer call to] Glass 
chandising problems with you? demonstrate the “Duluth”| §¢. and 10¢ Goods 
System. Fishing Tackle | 





Boat Hardware 


Send “Hardware Merchan- - 
DULUTH SHOW CASE CO. | o2z.ctzezetses,| aE 


name and address. 
New York Office GENERAL OFFICES Chicago Office 
101 Park Ave. DULUTH, MINN. 180 N. Wabash Ave. 
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National Cooperage & Moodenware Co. Wrought Washer Mfg. Company 
F National Level, ~y t c A s 
6 National Smelting efining Co. 
Faultless Caster “a too, Neatway Company x 
ardware Buyers Sh gg 
te Company, Jnc » New Haven Clock Co., The ‘ . 
Folberth Aste : ca Co., whe Ney Mfg. Company, ‘The X. L. Manufacturing Company 
~ ee a. Nicholson File Comoany 
ata ‘ort Smith Rim 4 Company Niles Iron & Steel Roofing Co. Y 
Fraim (E. T.) Lock Company, The North Bros. Mfg. Co. ; 
Frantz te. Company Northland Ski Mfg. Company Yale Electric Corporation 
——o — North Wayne Tool Company Se ee © Comoany 
ost ( ,&5S Northwestern Mail Box Company ost Superior Company, 
239 West 39th St. NEW YORK eo 4 Fulton Bag & Cotton Mills, Ine Northwestern Stove Repair Company .Young (J 0.) Company 
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MORCO 





wa ORCO Pipe 
Wrenches are pro- 
duced according to exact- 
ing standards — basically 
from highest quality steel 
forgings, subjected to spe- 
cial hardening processes 
and finished to a fine de- 
gree. 


A wrench built for 
severe service, truly repre- 
sentative of the high char- 
acter of Moore Drop 
Forgings. 
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Lka Man CONWIME dDEMES DOOLS, 
WEaACh ADEM ET SE7MNON; OF NACE 
CDCWUE? NOUSC MED “han lif NELON DOL; 
ChowOh Le DUUT NY LOW EL RE WOORS, 
the World Will make a Lewlen Poth» 
lo LIS WOOK” 


MOORE DROP FORGING COMPANY 
SPRINGFIELD, ~~. MASS., —~ U.S.A. 
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Slip 


Joint Pliers 

















Expansion 
Bit 























Wrench 
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Screw 
Driver 
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Concentrate Your 
Purchases 


Does not this presentation of our most 
popular lines suggest the desirability of con- 
centrating your purchases on PEXTO prod- 
uctsr Each line is complete. 


Knowledge and experience of over 100 
years of tool making is built into each and 
every PEXTO product. They are distinctive. 
Their possession spells satisfaction to the 


Owners. 


Quality of material and workmanship is of para- 
mount importance to us and the PEXTO TRADE- 
MARK on the tools you buy is significant. Insist 
upon having PEXTO TOOLS; accept no substitute. 


The Peck, Stow & Wilcox Company 
Southington, Conn., U. S. A. 


Worth 
Whttle 


Tools 
7) 


Drawknife 
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Wrench 
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i DIETZ 


in Bottoms of 
LANTERNS 
| are coated with a 


rich mixture of 
Tin and Lead 
that resists corro- 
sion, 





odin 
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DIETZ 
“LITTLE 

WIZARD” 
LANTERNS 


DIETZ LANTERNS | 
FOR CONTRACTORS “Szame 











- j ,. ‘ 
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eggs 


LWAYS DEPENDABLE! 
That’s why most contractors use 
Dietz “Monarch” or “Little 
Wizard” Lanterns, fitted with 
solid ruby globes. 





Huge highway and public works improve- 
ments are now underway everywhere, 
requiring heavy purchases of Dietz Lan- 
terns by Contractors. 


Go after this profitable volume business! 
There’s money in it! | 


R. E. DIETZ COMPANY 
NEW YORK 


Largest Makers of Lanterns in the World—lounded 1840 
Out put Distributed Exclusively Through the Jobbing Trade 


| Dietz 
| MONARCH" 
4 LANTERN 
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MILLERS FALLS 







Nos. 51—52—57 


The purpose of these new 
N ew tools J Millers Falls tools is to 
drive screws—and lots of them. There must be 
millions more screws driven than withdrawn— 
these screw drivers are made accordingly. Spiral 
action to drive screws; rigid action for the oc- 
casional withdrawal. Exceptionally strong and 
long-wearing. 


The new numbers correspond to Millers Falls 
Spiral Ratchet Screw Drivers Nos. 61—62—67— 
two years on the market and already estab- 
lished as the leading automatic screw driver 
line. They have been simplified for their par- 
ticular uses—that’s the difference. 
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Section of Spiral 
of No. 52—actual 
size. To withdraw 
screws:—compress 
spiral fully in 
handle, and turn 
knurled sleeve to 
left as far asit 


Show them to customers who use screw 
drivers hard—or who want a differ- 
ent tool for different kinds of 
work. There’s a real market — 





































will go. 
waiting—if you just reach out 
for it. tiene eee Seas 
a 
Specifications: 


Improved chuck—extra strong. Spiral nuts extra long, 
of manganese bronze. 

Ratchet pawls—tool steel, hardened. 

Handle —stained hardwood. Exposed metal parts— 
polished and nickel plated. 

Nos. 57 51 52 
Length extended (bit inserted) 12%" 20%” 27%” 
Length closed (bit inserted) 94%” 13%” 18” 
Weight each (without blades) 8 0z 1 lb. 11)b.80z. 
Weight of three blades 1% 0z. 2%0z 3 oz. 
Nos. 510,520, 570 are similar, but with spring in handle - 
for automatic return after each push of the handle. 


MILLERS FALLS COMPANY 
MILLERS FALLS, MASS. 


28 Warren Street 9 So, Clinton Street 
New York Chicago 


MILLERS FALLS ~ 
TOOLS 







No. 52 is illustrated. 3 blades 
furnished with each tool. 
Blades individually tested. 
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fussy when it 
comes to tools 


And they’re especially particular about the 
tool they use the most—their hammer. 


That’s why there’s so much satisfaction and 
profit in selling Maydole Hammers. Three 
generations of tool users know it for the 
finest hammer that human skill and experi- 
ence can produce. They know that no other 
hammer head is press-forged of tool steel and 
no other handle air-dried for years like the 
Maydole’s. And they never fail to appreciate 
that marvelous Maydole “hang.” 


Your customer’s continuous appreciation of 
the Maydole Hammer that he buys at your 
store is a real asset to you. Make sure your 
stock of Maydoles is complete. Your jobber 
will supply you. Write for Catalog and 
Pocket Handbook 23 “C.” 


The David Maydole Hammer Co. 


Norwich New York 
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A Maydole Hammer taken 
from stock struck 1,002,540 
blows on a hardened anvil, 
each blow several times 
heavier than a man would 
ordinarily strike. There was 
no sign of wear at the con- 
clusion of the test. 

Another stock Maydole 
Hammer withstood a pull of 
3,200 pounds and the claws 
were not sprung nor the 
handle loosened! 

Aren’t these the kind of 
hammers you want to sell? 
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With the three-incl: 
hack saw blade it is 
easy to reach behind 
projections. If you 
break your last blade 
you can still use it 
with the K-D frame. 
Pressed Steel Pistol 
Grip Handle. 
‘The solid steel, one piece frame 
goes clear to tip of handle. 















































OTHER K-D 
PRODUCTS 





The Famous K-D 
Parallel Jaw Valve 
Spring Lifter 





Visionite 
The Non-Glare Rear 
View Driving Mirror 


K-D Brite-Steel 
Washers 


Made of cold rolled steel in 
S.A.E. and U.S.S. sizes, \%” 
to 1” inelusive in one and 
five pound boxes. Beveled 
Edge in S.A.E. only. 

















CONVERTIBLE SAW FRAME 


Every mechanic who sees this frame can think of a hundred 
times when it would have been just what he wanted. And no 
other frame can possess the same features of design and con- 
struction found in the K-D Convertible Saw Frame—it’s pat- 


ented! : 

With these new exclusive features the K-D Frame will save 
many hours’ work on jobs which are inaccessible with other 
tools. The gap between the 3” blade and the handle makes it 
easy to span obstructions or to reach behind projections when- 
ever space will permit a two-inch stroke. 


It’s convertible—a 3-inch Hack Saw Blade and a 12-inch Wood 
Saw Blade are furnished with every K-D Frame. The frame 
will accommodate 3, 6, 8, 10 and 12-inch blades which can be 
adjusted quickly and conveniently. 


It is finely balanced and sturdily constructed. The solid, non- 
collapsible nickel plated steel frame extends all the way to the 
tip of the Parkerized steel pistol grip handle. 


Individually packed in heavy cardboard boxes, it retails profit- 
ably at $1.50. 


K-D MANUFACTURING COMPANY 
LANCASTER, PENNA. 


Export Department—Woolworth Building, New York City 
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Order through your Favorite Jobber. Instruct him to sup- | 
ply you with a Counter Carton of Estwing 
Hammers and a Coun'er Car- - 5 

ton of Estwing Hatchets. ; 


that Creates 
UNBREAKAB 














iser-cé which is furnished to help you sell Estwing Tools 
e of passing buyers—it reminds them of needed tools— 
patented features —closes many profitable sales. 
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Estwing Hammers are made 
with 16 oz. and 20 oz. heads. 20 
oz. with smooth or scored face. 


The Most 
Comfortable GRIP for 
the Man on the Job 
EVERY Day 


In addition to saving its cost through 

preventing broken handles, lost time and 

trouble the Estwing Hammer has the 

most comfortable, long-wearing grip on 

the market. Made of leather, this grip 

is shaped for and clings to the hand. 

Prevents the palm from getting sore or 

; cold. Non-breakable, it is the ideal grip 

The Estwing Straight for Estwing forged-and-tempered-steel- 
Claw Hammer. One- one-piece-head-and-handle tools. 


piece- forged-and-tem- Here is a product which warrants a 
pered-steel- special sales drive. It will make more 
head - and- sales and better sales than is possible 
handle. with any other type of hammer. Your 

é . other unin jobber’s salesman will be glad to tell 
dfs a you of our merchandising plan which 
. helps you to close Estwing sales. 


ESTWING MANUFACTURING CO. 
ROCKFORD, ILLINOIS 








Heads can’t come off. 
Handles won't break. 
Hardest work done. 
Highest value given. 
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Stock This Fast-Selling Sure-Profit Line of 


ALL-STEEL INDESTRUCTIBLE WHEEL GOODS 


Jobbers and Retailers thruout this country are profuse At the Toy Fair 
in their praises of what they term: ‘The finest line of ° 
in New York 
All-Steel Juvenile Vehicles on the Market.”’ ee 
See Complete 


MERIT HAS ITS REWARD line of 


Increasing demands have forced us to move to a big samples 


new factory on R. R. tracks, with greater facilities for HOTEL BRESLIN 


manufacturing and shipping. Room 507 


WRITE FOR CATALOG AND SAMPLES 


METALCRAFT CORP. 4215-23 Clayton Ave., St. Louis, Mo., U.S. A. 
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No. 04810 
“olid Brass Case, Highly tuffed: Steel 
Shackle, Case-Hardened; an Exceptionally 





Serviceable Padlock, with Pin-tumbler 
Mechanism; Case is 1% in. diameter, 1', 
in high Practically unlimited ey No. 04811 





~olid Brass Case, Highly Buffed; Steel 
Shackle; Case Hardened; Pin-tumbler 
Mechanism, VParticularly Sultable where 
heavy duty is required, Case is 1%-in. 
diameter, 1%-in. high Practically Un 
limited Key Changes. 


changes 





A PAGE OF 
PROTECTION 
AND PROFIT 
FOR YOU 
aon AND YOUR 
oe eo CUSTOMERS 


Steel Shackles: D’ractically Unlimited Keys 
Changes; Embossed Nickel Silver Keys 














No. 04255 iY inch. 


(ast Bronze Case and Shackle; 3 Secure 
Levers, 43 ‘ey Changes; Embossed, 
Nickel Silver Keys. 
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Ne. 04282 134 inch. 
Pin-tumbler Mechanism: Etruded Brass 
Metal Case; Made with either Brass o 
Steel Shackles; Practically Unlimited Key 
Changes; Embossed Nickel Silver Keys 














No. 04259 134 inch. 
Cast Bronze Case and Shackle; 4 Secure’ 
Levers, 72 Key Changes; Embossed, Nickel 
Silver Keys. 
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No. 03510 


\ New Jimmy Proof Rim Night Latch, 
with Pin-tumbler Cylinder: Cast Bronze 
Case and Strike; Extra Heavy throughout 

a good seller where real security is 




















desired. 
Ne. 04283 2 inch. Write us for our complete apenas 
Pin-tumbler Mechanism; Etruded BKrass 72 o. 0 nen. 
Metal Case: Made with either Brass o1 catalogs of Padlocks or Night Cast Bronze Case and Shacile; 4 Secure 
Steel Shackles: Practically Unlimited Key T atches Levers, 144 Key Changes; Embossed, 
Changes; Embossed Nickel Silver Keys - sail Nickel Silver Keys. 


©) EAGLE LOCK CO. 


General Sales Office: 26 WARREN ST., NEW YORK 





"8 Mus ear ore @ea mus ear ore. 


Nicgut Latcurs . Casinet Locks . TRUNK Locks . Front Door Sets . Store Door Sets . Paptocks . Woop Screws 
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Good Spring Business is coming 
on these STANLEY Lines 


Here are the leaders in some = STAN LEY 















money-making lines that will | Onappy Cateh —— 
be featured this spring by | for | ready 
dealers everywhere. These for 

profitable items should be in Screen display 
the stock of every hardware on your 
merchant. Send for catalog Doors nde 


covering complete line. 





[ STANLEY ] 


(sw) 










Each catch is packed in an individual box with 
the necessary screws included. All working parts 
of the catch are enclosed. The rubber roller is 
bushed so it turns easily. The phosphor bronze 
spring will not rust. Real Stanley quality. 








Screen 
Door 











Couplings and Braces 


To hold together the sectional screens of 
a porch, Stanley wrought steel screen 
couplings and braces are ideal. 


Ready for 
Display 
on your 
counter 









Each Stanley Screen Door Set is 
complete. The 1750 set includes 
wrought steel loose pin butts, 
the necessary screws, a wrought 
steel pull, a wire spring and a 
2'/ inch hook and eye. Each set 
is packed in an individual box, CORNF 

12 boxes to a carton. MENDING 
In the spring, there are a hundred and one uses « 
for these handy corner irons and mending plates. 
They are attractively displayed in a counter 
carton which attracts notice and illustrates the 
use of the five different items included. 


The STANLEY WORKS, New Britain, Conn. .. . New York . Chicago . Seattle . Los Angeles - San Francisco 


STAN LEY SCREEN HARDWARE 
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OMETHING has happened in the retail firearm field. 
new method has been found by which the dealer will in- 
crease his profits on a decreased investment. 

A plan providing a firearm line in which there is not a single “rack- 
loiterer.” A plan that allows the dealer to cut his firearm stock down 
to 25% of the number of models he formerly carried. 

A plan allowing his salesmen to master completely and understand- 
ingly the selling points of every gun in the line. A plan protecting deal- 
ers against the price cutter and mail order competition. 

A plan that provides the backing of continuous, consistent, creditable 
advertising, that carries on the banner of five decades’ prestige. 

Send the coupon for details of the new Marlin Merchandising Plan 
for 1926 and the future. 

THE MARLIN FIREARMS CO., NEW HAVEN, CONN. 


| 1870—1926 
“A Gun for Every American Shooting Need” 
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| 4 varnish makers im the world, not | 
ne ee ry pose the only makers of good varnish, but 
. ong — pager es merely the detcrmination that ofl 
) ae colgenteg ee pagers the varnish they make shall be good 
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p= to go with the rest of the dec- 
/ 4 * 
e ’ . oration in your home. By select- 
. 


ing the right color you can 


improve the appearance of any 


room Selecting the right color 


63 tand is made easy with the Murphy Color 
face. Book. This book includes an automatic 
—" - color finder and a color chart, and tells 
ene par - how to use both. With these three things 
mane mat es . 
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ade ’ | hard color for any furniture to pro- 

duce the best color effect in 
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MURPHY VARNISH 





tive new one that adds delightful color 





any Wath the right color 


room, 
scheme and finish so easily 


applied as Murphy Brushing Lacquer 


you can in a short time add beauty to 


your home. Write us to matl vou this 


Murphy Color Book, or ask 


your dealer for it It Js 


free. If it is easier, just clip 


the coupon and send it to us. 


you will 


After reading this book 


know exactly what colors of Murphy 
Brushing Lacquer to ask for 
at your paint or hardware store. 


With the lacquer you | 


iv you 
will be given a novel instruc- 


tion book which makes tt easy 





to pet good results. 


Murphy 


BRUSHING 


NEWARK, NEW JERSEY CHICAGO - 





One book to help you select the ri 
color to harmonize with the exist 
furnishings of your room. 

One book which tells in sim, 
terms how to put the Lacquer on. 

With these two books and a can 
Murphy Brushing Lacquer you c: 
make your home up to date wi 


color, 


To the professiona 
painter 


Murphy srushing Lacque 
offers you a remarkable oppof, 


tunity. A quick-drying Lacquer, mad¢ 


by a house \N hose reputation you know 2, 


has a great many uses in the paint 
trade, where a quick job is necessary 
A second coat can be applied in half 
an hour, and a whole interior can be 


refinished, ready for use, in one day. 


Hlere is the coupon which will bring ; 


you our free Color Book. Mail it today. 


— ae me ——-: cna 
Murphy Varnish Company i 
Dept. A., Newark, N. J. } 
Picae ond me your free Murphy Color Book to '} 
| bh ip me choose the proper color of Murphy Brush- }} 
} ung Lacquer to we ina min my hee 1 
ij 

| i 
; NAME _ _-- ——— | 
| 

ADDF ——n 1} 


acquer 


SAN FRANCISCO MONTREAL 
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This advertising 1s selling Murphy Brushing 


Lacquer—are you: 





This new Murphy product has such remark- 
able qualities of its own that it almost sells 
itselt. It comes in twelve colors and clear, 
and from these almost any color of the rain- 
bow may be made by easy mixing. It 1s 
easy to apply. It flows on evenly and any 
inequalities, such as brush marks, immediately 
level themselves out. And, of course, the 
big feature is that within half an hour after 
application it is dry enough for a second 
coat, and within an hour or two is suthciently 


drv tor anv but the most severe use. 


But we are not leaving the selling of 


the product to its unique qualities or to your 
efforts. The opposite page reproduces a few 
of the strong advertisements we are running 
in national magazines. These advertisements 
monthly reach almost 4,000,000 homes. 
They contain an offer of a color harmony 
chart and mixing guide which we will fur- 
nish you to supply to your customers free. 


We furnish you also with a novel instruc- 


Mur 


tion book which illustrates with simple 
drawings and text the correct, easy way 
of applying Murphy Brushing [acquer. 
Then, too, we have prepared two striking 
window trims, yours for the asking, which 
will enable you to make a most unusual 
window display. 

If you have not yet stocked this phe- 
nomenal new product, which is already 
establishing retail sales records, you are 
overlooking what many dealers consider the 
biggest bet of the Vear tor additional spring 
business. Your name and address on the 
coupon will bring you full particulars. Mail 
it to-day! 


a eo a a — ee cee EN 
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| Murphy Varnish Company 


Newark, N. J. 


Please send me a color card, price list, and full information about 


Murphy Brushing Lacquer. 


NAME 


ADDREss 
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BRUSHING Lacquer 


NEWARK 


MURPHY VARNISH COMPANY 


CHICAGO SAN FRANCISCO MONTREAL 
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THE BRAINERD LINE 


The Brainerd Line of Special Hardware com- 
prises more than 1,500 different items and 
| sizes which have proven steady profitable 
No. 482 sellers. 


These goods include Brass and Steel Trim- 
mings for Radio Cabinets, Chests, Tool 
Boxes, Suit Cases, Fancy Boxes, Medicine 
Cabinets, Refrigerators, etc., etc. 





Particular attention is called to our Tool 
Chest Trimming Sets, each set containing a 
full set of corners, hinges, catches, etc. 
Screws wrapped with each article, all in a 
small, convenient size box weighing 15 
ounces. 








Further Information and Literature Upon Request 


THE BRAINERD MFG. CO. 


East Rochester, N. Y. 























No. 1123 No. 614 





- “No. 1001 
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FOSTER 
400 


Home Heater 














Intense Radiation 
Plus Rapid 
Circulation 

Self Cleaning 


Attractive Mahog- 
any Finish 
Minimum Fuel 
Consumption 
Cleanliness 











Beauty and Efficiency Combined 


The Foster 400 will grace the finest homes and heat 
them. Attractiveness is combined with practicability 


in this modern heater. 


You can sell the “400” to the customer who wants a 


heater that is “‘different’’ in appearance, economical in 
fuel consumption, easy to clean and one that distributes 


the heat evenly and generously. 


You can guarantee the performance of the Foster 400 
to the utmost. Put one in your window and see how 


it attracts the passer-by. 


Let us send you our proposition. 








THE FOSTER STOVE CO. 





Makers of ““The Foster Line’”’ 


Parlor Furnaces, Cooking and Heating Stoves for Wood, Coal or Gas, Steel and Cast Ranges 


Ironton, Ohio 




















New Standard Win-Dor Case- 
ment Operator (Flush Type) is 
practically invisible when handle 
isdetached. Works under the 


HARDWARE AGE 
TO THE BUILDER’S HARDWARE MAN 
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BEAUTIFUL 
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‘ame. 
Win-Dor Casement 
Hardware Products 
‘are advertised in 
House & Garden 
and House Beautiful 


in full-page space 
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these advertisements 
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Tie up with them 
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screen. For use with metal-framed 
screens, or where it is desired to 
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The new easy-acting, positive- Bz 8 . + 3 . 
° @e Be eve i e 
locking, burglar-proof Win-Dor + e< -s. ’ 
, --—o Re ee 
Bolt-Fast. Large handle, easily 
grasped. Tapered bolt-nose easily 
finds thesocket. Cam-action helps t 
close the casement or French . 
door. Made in varied lengths for a> ae 2¢ 
: 267 a2 = se 
all purposes. The most satisfac- Re ee F 
tory bolt on the market. — es 
> to «he @ » 43 
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ard surface operator mounted on ———— —(i‘“‘“‘“‘“‘ézxrr ee 
the stool as distinct from the | . 
flush type set in the stool. In the 
oval are shown the simple, good 
looking parts of a surface opera- 
tor. Note their plain, graceful 
lines. All standard finishes. Note 
also the screen hardware de- 
scribed below. 
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Now! A complete line of improved 
Win<Dor Casement Hardware 


Here is a line that sells ata veryreason- pensive hardware he can get. Win-Dor 
able figure,carriesagood profitandisso has supplied it. Win-Dor Equipment 
good looking that it wins the instant ap- _ will help sell houses for every builder 
proval of thehome-ownerandarchitect. who installs it. 


At last, contractors and builders Take particular notice of the new 
can afford to use Win-Dor Operators _Bolt-Fast, typical of progressive Win- 
freely, for we have not only reduced Dor design. The finest all-purpose bolt 
their price but we have perfected a on the market. 
simple and very inexpensive method Our products and policies are 
of installing screens. planned to increase your profits. That's 

Operator and screen fasteners taken why so many important dealers are 
together now cost no more than an__ pushing Win-Dor. Ask us to send full 
ordinary stay plus hinged screens. information without putting yourself 

The builder of today wants the under the least obligation. Drop us a 
most convenient, substantial and inex- _ line today. 


The Casement Hardware Company 
224 Pelouze Bldg. - Chicago, Ill. 


aA 
In-Vor 
over ordinary designs, being op- 


Sreneta CASEMENT HARDWARE 


one hand and locking as soon as 
released. FROM CASEMENT HARDWARE HEADQUARTERS 











Inexpensive Win-Dor Screen 
Fasteners are absolutely effective 
yetextremelysimple. Brass spring- 
clips on either side snap over 
screw-heads at sides of sash. Top 
of screen fits behind small brass 
angle-plate. Screens snap in or 
out instantly. 














Win-DorAutomaticLockingStay 
offers a very inexpensive means 
of casement control where no 
screensare necessary. Is not asub- 
stitute forthe Win-Dor Operators 
because it does not work through 
the screen. But it is an advance 
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‘Why worry, the floor 1s Valsparred!”’ 


Suppose you hadn’t sold them Valspar ! 


FeARY radiators aren't the only accidents Valspar is that it fills every need. Clear 
likely to attack the finish on floors Valspar,Valspar Varnish-Stain and Valspar- 
and furniture in your customers’ homes. Enamel—a finish for every taste and pur- 
Unexpected spills and accidents may pose — a complete range of clear and 
occur at any moment in any part of the — colored finishes for every surface where 
house. And you'll get the credit when — varnish may be applied. 
= alspar co va sia <0 tt Then, too, Valspar 1s so easy to apply— 
without sign of cracking or turning white: flows freely from the brush, dries smooth- 
That’s one reason why Valspar is such a ly and quickly. No danger that an amateur 
splendid business builder; it always makes _ will spoil a Valsparring job! 
good your claims. That, of mane Wine” And experienced painters everywhere 
your prestige and creates good-will toward are turning more and more to Valspar for 
other articles that you recommend in your all Sine finishine, indoors and out. This is 
on because their customers demand it, and 


A further advantage in standardizing on _ because of the prestige it builds for them. 


Simplify your stock with Valspar and Valspar in Colors! 


VALENTINE’S VALENTINE & COMPANY 


New York Chicago Boston 
Toronto Paris London 
Amsterdam 


The Varnish That Won't Turn White W. P. Fuller & Co., Pacific Coasy 


VALENTINE & COMPANY 
Established 1832 






Largest manufacturers of 
high-grade varnishes 
in the world 
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Machine Screws 
Stove Bolts 
Tire bolts 
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American Screw ‘Co. 


PROVIDENCE , 


WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, ILL. 
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BUILT FOR WORK 





Here is the very last word in a low-priced, all- 
purpose wheelbarrow. It is a steel tray barrow 
light enough for individual use and sturdy enough 
for heavy duty service. This new and improved 
Bull Frog No. 101 represents the culminating 
point in wheelbarrow engineering. Note how the 
legs support the tray—also, the strong cross piece 
under the rear wheel where the strain comes—also, 
The Bull Frog non-breakable, easy running pat- 
ented wheel, seamless roll rim tray and other ex- 
clusive Bull Frog features. All wooden parts are 
painted in a flashy red which gives this barrow a 
distinctive individuality most attractive to pur- 
chasers. Here is the lifetime barrow for every 
man and for every job. 


The Toledo Wheelbarrow Com pany 
Toledo, Ohio 


Branch Offices and Warehouses 
Philadelphia, 233 North 12th St. Chicago, 337 River §S 








“Bull Frog’ barrows are made in 
specialized models for gardeners, 
florists, contractors, miners, and all 
mill and factory purposes. There 
is a “Bull Frog’ barrow specially 
designed for every wheel-barrow 
job. Write for catalog. 


BULL 





-WHEELBARROWS 
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A deeper, sturdier 
base gives greater 
strength. Notice 
how the clean, firm 
lines of the new case 
add to its stalwart 
appearance. 
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The Ne ew y Corbi n 
Night Latches 


When good night latches can be 


bettered Corbin betters them 
- improvement. All Corbin Night Latches are 


now equipped with a reversible cylinder collar. This 
distinctive Corbin improvement brings the face of the 
cylinder flush with the door’s surface. No more project- 
ing cylinders to tempt burglars’ powerful pliers and pry- 
ing irons. 
But, being reversible, the collar can be attached in the 
usual way if preferred, or where the door is less than 
































normal thickness. See illustrations above. 


And a new oval knob too! It 
fits the fingers. Supetior in de- 
sign, appearance and finish to 
any we have seen. Now stand- 
ard equipment off .all Corbin 
Cylinder Night Latches. 


The lug passes too! This pro- 
jection on the front of certain 
night latch cases has been 
eliminated. A clean front and 
no cutting of doors make this 


change another Corbin better- 
ment. 


Another improvement? Yes,a 
new case which will.make it 
easier than ever to sell Corbin 
night latches and harder than 
ever to oppose their security. 
Stronger, tougher and with a 
deeper, sturdier base. Its edges 
and lines have been greatly 
strengthened, greatly improved. 
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Here’s how the new 
Corbin reversible 
cylinder collar ap- 
pears when fitted 
flush with the door. 
An improvementin 
both security and 
appearance. 








It is an example of the finest Number 456% has a trip that 
casting. stops the trickster. When the 


Number 472 has a double. three-part latch bolt of this lock 
throw latch bolt. Takes care comes incontactwith the strike 
of those “great open spaces” be- _itscentersection slidesback and 


tween doorand frame. Givethe _ releases a trip lug which holds 
knob an extra turn and the fast the outside sections of the 
latch bolt is projected twice the bolt. No pressure or prying can 
usual distance, which enakles force the bolt beyond these lugs 
the bolt to securely reach the of sturdy brass. To show this 
strike. latch is to sell it. 


® * * 


HESE improvements of Corbin Night Latches are 

but further indications of Corbin progress. Having 
made good hardware for seventy-five years, P. & F. Corbin 
can always be expected to keep at the job of making it 
better. No wonder Corbin means Good Hardware, be 
it a night latch, a cupboard turn or full equipment for a 
skyscraper. 


Dealers who have always featured good hardware know 
there is a Corbin Night Latch for every call and need. 
And there are no near-duplicates and no slow-sellers to 
needlessly increase your stocks and decrease your profits. 


P.@F.CORBIN “e#" Conneericut 
The American Hardware Corporation, Successor 


NEW YORK CHICAGO PHILADELPHIA 


When doors are too 
thin to invert the 
reversible cylinder 
collar it can be ap- 
plied in the usual 
fashion, as shown 
here. 
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It’s as new as 1926! 


You are 
invited 


to visit us at Booths 210- 
211 (right at main en- 
trance) when you attend 
the exhibition of the Penn- 
sylvania and Atlantic Sea- 
board Hardware Associa- 
tion, at the Philadelphia 
Commercial Museum, Feb- 
ruary 16-19. At that time 
we will be pleased to show 
you our lines of new and 
exclusive patterns in both 
American and _ imported 
china and porcelains, in- 
cluding the justly famous 


Johnson 
Brothers’ 
PAREEK 


For your advance informa- 
tion, we are picturing— 
above—four popular pat- 
terns decorated on this 
wonderful, new PAREEK 
body. Reading from left 
to right, they are: The Se- 
ville, The Rossmere, The 
Chatham and The Dudley. 


HARDWARE AGE 
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sistent demand for dinnerware with bright and 
attractive patterns decorated on a rich, cream- 
colored body. 


As leading importers of exclusive earthenware, we 
have searched the world’s markets to satisfy this 
demand. And now—just in time for you to get off 
to a flying start, on your 1926 selling campaign, we 
are privileged to offer deliveries on the four charm- 
ing English patterns pictured above... All decorated 
on Johnson Brothers’ new PAREEK body, which 
we believe to be the finest cream-colored semi- 
porcelain body made. 


Make this a truly prosperous year in your store! 
Nothing has greater appeal than attractive displays 
of the newer, more distinctive dinnerware patterns 
... And our wonderful warehousing service permits 
you to keep your china department alive and bus- 
tling without tying up a whole lot of money in 
either stock or space. 


sie all parts of the country has come an in- 


If your city is not already closed, we can offer you 
the exclusive selling rights on a number of very fine 
new patterns. Write us today for details. 


FISHER, BRUCE & CO. 


Importers and Wholesalers 


Sales Office: 219-221 Market Street, Philadelphia 
Warehouses: 225 Church Street; 210-212 Filbert Street 
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“Gop MEDAL 


TRADE MARK REC 


_ Folding Furniture 
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Comfort “Yor ‘Home 
and ‘tor Camp 


“Gold Medal” folding furni- 
ture was originally designed for 
use in camps and in the out-of- 
doors. That is today its larger 
market but products have been 
refined and improved to the end 





Selected ianiwere ob with poet ae that it is now extensively pur- 
steel braces. Cover, 12 oz. double filled, 

specially woven duck. Open, 6 ft. Gin. long, chased for home use. 

27 in. wide, 18 in. high. Folds to 34 in. by GOLD MEDAL CAMP FURNITURE MFG. co. 
4 in. by 7% in. Weighs 16 pounds. RACINE, WIS. i U.S. 
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similar yet heavier construction. 


The Famous 
“GOLD MEDAL” No. 1 COT 
ECAUSE of its sturdy sim- 


plicity and its known quality, 

this is the most popular cot on 
the market. Frame of selected 
hardwood,cover of extra quality 
12 oz. (34 inch) double filled, spe- 
cially woven, brown duck. Open 
6 ft., Gin. long, 27 in. wide, 1634 

in. high. Folds to 3 ft.3 in. wt 
4in. by 6in. Weight 17 pounds. 
No. 60. A 36 inch wide cot of 
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No. 109 Double Width Automatic Cot 

An ideal cot for tourists or wherever a 
comfortable, bed for two persons is needed. 
Similar in construction to No. 108. Center 


rail prevents middle sag. 


Cover, 17 oz. 


brown duck. Open, 6 ft. 6 in. long, 50 in. 
wide, 18 in. high. Folds to 34 in. by 8 in. 
* py®10 in. Weighs 27% pounds. 


The Junior 
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strong and 
Cot Style oe Ave 


Chair Style “B” 
Stool Sigle “C” 


iL Ite built for 
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my 
ba —t for children and is 
he home or in camp. 


en §QReRE: 54° x 21° x 12". 
Weis: itt "x 4" x 6". 
aa 12" x 13° x 1236". 

senate : 7 Ibs. 

2 Ibs 


: 28" x 18" x 20°. 
i: 11 Ibs. 


— Ola: 


parately 
one each vot four 
40 ibs 


y be gets 
dierent items packed in carton. Wt. 


These are only a few of the most popular tines im our complete bine of folding furmture for camp and home. 
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No. 35 Porch or Lawn S 
Chair 
* 
§ 
Very popular everywhere ‘ 
Unusually comfortable, neat y 
appearing, strong and weather naw 


proof deal for porch, lawn, 
sun parlor, motor boat, yacht, 
club or summer hotel. A blue 
and orange striped slip cover can 
also be furnished. Slip covers 
as shown at the left above, add 
greatly to the attractiveness of 
this chair. Weighs |4'4 pounds. 
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The led to's high prog. set lowes 
line and i 2 folding cot, chair, 
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202 Cotten 6'4"x25"x15" 6 
203 Cottan 6'4"x 27" x 1634" z 
204 Steol, 
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36"x27"°x28" 6 
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‘GoLD MEDA 


Folding Furniture 
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ness. No. 6 is same 
construction 















No. 5 Stool and No. 6 
Chair 






Unequalled for 
and sturdi- 
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Thoroughly seasoned hardwood frame mite 
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NEW STANDARD CORPORATIO S MOUNT JOY PA.U-S-A: 


OU chain is as strong 


as its weakest link, — 


One poor item can spoil the reputation (and sales) of the others. 
The New Standard line, however, has no weak link. Every prod- 
uct performs in a way that makes friends and boosters for the 
rest—and for you. Each sale 
4 NE dard product 

* QiTwCnce 

ALL the merchgay othe 
vou offer for s@fe,milih 
quick-sel lipid 
fying itefagr< 
individ | 
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No. 2 . — inal No. 600 

No. 2 Dandy Chopper with Se- No. 600 New Standard Triple Ac- 
lective Knife Head. Openings in tion Freezer with wood tub, embody- 
knife head regulated by lever to cut ing all the popular features of the 
coarse, medium, fine or pulverized. famous N. S. Triple Whip AIll- 
No wing nuts to take off or cutters to Metal Freezers. Heavy-galvanized 
remove and change. Knives are self- steel bottom (patented), improved 
sharpening. gear —_— with — — — 

Oating drive, side crank 
Sloping clamp permits attaching to and reserve ice space. 
narrow ledge table. Long, easy-feed- 
ing barrel, removed by a 7 Triple Action 
simple turn of the wrist for i Can rotates one direction, 
cleaning. Locks automatic- As Advertised in dasher rotates the other, 
ally with crank on assem- Good Housekeeping spiral dasher whips cream 
bling. Approved by from bottom upward. 

Good Housekeeping ‘i 
Institute 
NeStandardy 
TRIPLE 


C Freezer 


(/ MOUNT JOY PA.U-S-A 
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Aocks & Hardware 


Foremost among the items 


THESE profitable Sargent goods are on the spring order 
sheets of the nation’s busiest stores. Logically too. 
Many merchants know from inventories recently made 
that Sargent locks and hardware, planes, squares and 
specialties sell steadily right through the year. 





Others turn to the Sargent line for more profitable 
turnover—realizing that years of consistent quality 
manufacture and constant advertising have gained, in 
fullest measure, the good-will of the buying public for 
goods that bear the Sargent name. 





Include these items in your spring buying plans. 


Sargent Door Closer They are profitable. They are sales-getters. Customer- 
nd —” wert 
os. to ’ * + . 
aa lenin keepers! Folders on each, imprinted with your name, 


are furnished free for counter and mailing use. 


» | Be 


Sargent Day and Night f F 
atch — fast-selling, 
profitable 





Sargent Closer ‘*520”’ 
for home doors 





Sargent Padlocks 
insure security 


Most of the Sargent specialties shown on this page are 
featured from time to time in Sargent national adver- 
tising. Each of them has a reputation for speedy turn- 
over. Every customer who comes into your store is a 





Perfection Oil Gate 
—absolutely leak- — prospect for at least one of them. Show them in your 


proot 
windows and display cases. Tell customers about them. 
There are talking points which make selling easy. 


Sargent door closers are unusually easy to attach be- 
cause of a clear installation diagram packed with each. 
Sargent night latches and padlocks are as carefully 
made as those famous locks in the Sargent Builders’ 
Hardware line. Gem Food Choppers have self-sharpen- 
ing cutters and are a real necessity in any home. Per- 
fection Oil Gates are equally good for handling oil, 
gasoline or molasses—and are guaranteed not to leak. 





Gem Food Chopper, 
chops everything 


SARGENT HARDWARE IS PACKED AND PRICED BY THE DECIMAL SYSTEM 
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ools & Hardware 


on the lists of knowing buyers 


Sargent planes and squares are used by carpenters every- 
where. They are all that good tools can be. Like every 
product which bears the Sargent name, they must mea- 
sure up to inflexible standards. You can stake your 
reputation on their excellence in every single detail. 


Sargent framing squares are regarded by many car- 
penters as the most complete and helpful squares on the 
market. The scales and tables stamped on them are 
absolutely correct and final. They do most of the 
calculating for their users. The Sargent Take-Down 
Square illustrated here is a big seller. It can be carried 
in the popular shoulder kit. It can be taken apart or 
put together in a few moments. It is as complete and 
accurate as the Sargent one-piece squares. 








Every carpenter needs 
a Sargent Square 










Sargent Stee! Block 
Jane No. 5206 


Sargent Adjust- 
able Iron Bench 
Plane No. 414 






Sargent Auto-Set 
Bench Plane No. 714 








In all Sargent planes the cutter is of chromium 
steel—one of the toughest metals obtainable. 
It takes a keen edge and holds it. In the Auto- 
Set, the cutter may be removed, sharpened and 
replaced without changing original adjustment. 
Yet, in place, the cutter never chatters no mat- 
ter how tough the wood may be. The Auto-Set 
and the Block Plane are also widely bought 
by folks who do odd jobs about their homes. 

Sargent planes and squares are constantly 
advertised to professionals in Carpenter, the 
craftsman’s paper, and in the foremost build- 
ing magazines. Planes No. 714 and No. 5206 
are regularly advertised to amateurs | 
through Popular Mechanics and Popular e 


Science Monthly. Write for complete @@& 

information today. 

SARGENT & COMPANY, Hardware Manufacturers eines ated aint 
NEw HAVEN, CONN. pose and preference 


New York: 92-98 Centre St. Chicago: 221-223 W. Randolph St. 




































































‘The “SHOCK PAD* 


NATIONAL SHOCK PAD BALLOONS and 
REMINGTON SHOCK PAD CORDS alone 
can give you the advantages of the shock 
pad design and principle of construction— 
the greatest single stride in tire building 
introduced in the past quarter of a century. 
In every respect, as to material and work- 
manship, NATIONAL SHOCK PAD BAL- 
LOONS and REMINGTON SHOCK PAD 
CORDS are of the highest quality it is pos- 
sible to build. Considering the excess value 
offered, the prices are decidedly attractive. 










































The SHOCK PAD is an 
inner wall of live rubber 
vulcanized as an integral 
part of the inner section 
of the carcass. It protects 
the inside of the tire 
against internal friction in 
the same manner that the 
outer tread protects the 
carcass against the wear 
and friction of the road. 
Greater strength, greater 
flexibility, greater ability 
to withstand hammering 
and concussion, greater 
ability to withstand low 
air pressure, greater pro- 
te | tection of the tube against 

PO Been . friction and wear—these 
"tt Silla IIIS, : 4 are a few of the SHOCK 

i SS PAD advantages. The 
Result is amazing cool- 
ness while running, which 
means many thousands 
more of trouble free miles. 
Internal friction is the 
ogg enemy of long tire 
ife. The SHOCK PAD 
prevents this to the great- 
est possible degree. 
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makes Price § econdary/ 





OUR reputation, your progress, your profit and your success in the tire business 
depends upon the quality of the merchandise you sell and the satisfaction this 


merchandise gives your customers. 


Not only that, but to draw more customers to your store you must offer them some- 
thing beyond price, which anyone can give,—something beyond mere high quality, 


which many good dealers can offer. 


The exclusive, distinctive SHOCK PAD features, the remarkable value which the 
SHOCK PAD stands for, will put you in a class above competition. You offer a 
value, in terms of extended mileage and superior service, that price alone, no matter 


how high or how low, cannot equal elsewhere. 


Build up Your Business on Super-Satisfaction 
that Makes Price Cutting Unnecessary 






















Make your place the center of the trade of 
motorists who want service and value more 
than they want price—who appreciate the 
fact price is never a substitute for quality. 
Thegreat majority of discriminating buyers 
are willing and waiting to be shown some- : 
thing better and to learn the reasons why. Pe A SHO CK RALLOON 


Write today for our booklet, P RLMINGTON PAD (ORD HIRES 
‘*The Plan, the Plant and the 
Purpose back of the SHOCK 
PAD, the New National Idea 
in Tire Construction.”’ Fill 
out and mail in the coupon. 
It will bring you this book + 
without obligation and the . Mi Me 4 
detailsof our proposition and | i 
franchise. 







THE NATIONAL TIRE & RUBBER CO. 
East Palestine, Ohio 

Gentlemen: Send me without obligation 
a copy of ‘*‘The Plan, the Plant, and the 


Purpose back of the Shock Pad, and jnew 
‘National’ Idea in Tire Construction,” and 


THE NATIONAL TIRE J iecmsconcextss, 
& RUBBER COMPANY  § pam iicccccccccecscssseee 


Fast Palestine, Ohio «-_—-_—«_ Address oo... ce ec ec ecececesccceeees 


























HARDWARE AGE February 4, 1926 











Every Hardware Buyer 





Needs Hardware Age 





No sane business man would think of 
buying stock in Wall Street without first 
looking up the market quotations in his 
daily newspaper. 


Real hardware merchants are just as careful to look 
up the current market prices in an authoritative 
Hardware paper. Money can be made at the dbuy- 
ing end of your business as well as at the selling end. 


Keep posted each week on the hardware market 
prices which are quoted in HARDWARE AGE. Just as 
you consult your thermometer to see how hot or cold 
the temperature, so should you consult this reliable 
business barometer to obtain information that will 
enable you to buy at or near‘the bottom every time. 


# 


HARDWARE AGE 


* The weekly text book of hardware merchandising ” 
239 West 39th St. -:- New York 





YEARLY SUBSCRIPTION RATES: United States, $3.00: Canada, $4.00: Foreign, $6.00 
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Hardware Cloth 


If It’s Worth Selling 
It’s Worth Selling Well 


VERY good merchant and every ambitious clerk 
knows the value of intelligent selling talk. If you 
can tell your customer about the merits of his purchase, 
in a convincing way, you win his confidence and bring 
him back to the store. 














Here's the story on Clinton Silver Finish Hardware 
Cloth: It is made by the Wickwire Spencer Steel Com- 
pany, which owns its own mines, and controls every 
process of manufacture, from the ore to the finished 
product. It is the oldest and best known brand on the 
market, having been made for 80 years. 


The Standard Hardware Grade is heavily galvanized 
after weaving, by passing the cloth through pure melted 
zinc. This makes it absolutely rust proof and solders 
the wires firmly together at each intersection. 


Tell your customer this; show him the Clinton tag on 
the roll and he will leave the store proud of the purchase. 
You will have made a sale that counts, the kind that 


leads to more. 


Standardize on Wickwire Spencer Wire Products— 
leaders in every line. 


AMERICAN WIRE FABRICS CORPORATION 


SUBSIDIARY OF 
WICKWIRE SPENCER STEEL COMPANY 


General Offices: 
41 East Forty-second Street, New York 


Western Sales Office: 
208 South LaSalle Street, Chicago 


Worcester Buffalo Cleveland Detroit 
San Francisco Los Angeles Seattle 


WICKWIRE SPENCER 
PRODUCTS 
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Hex Mesh Netting 














OU can show your customer the strong selvage and 

even mesh, that always distinguish Clinton Hex 
Mesh Netting. You can show him how the heavy zinc 
coating, applied after weaving, solders the wires to- 
gether, and makes a firm rust-resisting fabric. You can 
show him the Wickwire Spencer tag on the roll which 
stands for reliability. 


That's all he can see from the outside, but that’s not 
the whole story. You can tell your customer that the 
wires are drawn from fine steel with just the right tem- 
per to prevent sagging and bulging. You can tell him 
that from mining the ore to fabricating the finished 
product, every process is under the control of one or- 
ganization. One organization inspects and tests at 
every step. One organization accepts full responsibility 
for quality. 


Your customer relies on you. He may not ask ques- 
tions. But he will be a better customer if you give him 
these reasons for recommending Clinton Hex Mesh 


Netting. 


Standardize on Wickwire Spencer Wire Products— 
leaders in every line. 


AMERICAN WIRE FABRICS CORPORATION 


SUBSIDIARY OF 
WICKWIRE SPENCER STEEL COMPANY 


General Offices: 
41 East Forty-second Street, New York 


Western Sales Office: 
208 South LaSalle Street, Chicago 
Worcester Bufialo Cleveland Detroit 
San Francisco Los Angeles Seattle 














\AMERICAN/ 


WICKWIRE SPENCER 
PRODUCTS 
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Screen Wire Cloth | 


Standardize on acomplete 
line under one famous 


brand 


ERE is a complete line of screen 
wire cloth that will meet all your 
customers requirements. From the in- 
expensive painted cloth to the highest 
grade of bronze, the American Brand 
covers the best values you can offer your 
trade. Between these two extremes 
there is American Galvanoid, the best 
known zinc-coated cloth on the market. 























Simplify your line, and reduce your 
stock investment by standardizing on 
American Brand Screen Cloth. Sam- 
ples will be forwarded on request. 
Place your orders with your jobber 
now to be sure of ample stocks when the 


buying season opens. 


Standardize on Wickwire Spencer Wire 
Products—leaders in every line. 























AMERICAN WIRE FABRICS i 
CORPORATION | 

ubsidiary of ) ; 
WICKWIRE SPENCER STEEL | 
COMPANY 

General Offices: 

41 East Forty-second Street, New York 
Western Sales Office: 

208 South LaSalle Street, Chicago : 
Worcester Buffalo Cleveland Detroit : 
San Francisco Los Angeles Seattle 
wy WICKWIRE SPENCER 
PRODUCTS 
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Kitchen Wire Goods 


















































Keep the Housewife’s Friendship 


HE kitchen reveals to the housewife the 
real worth of the utensils you sell her. 
Not until she has used them can she decide 
upon their quality. Sell her the Natwire line 
and she will soon learn it is well made and 
durable, as well as moderate in price. 
The strainers are firmly fastened to the rim. 


They will not fray nor loosen. 

The tinning leaves no black mark when rubbed 
against hard surfaces. 

Each article has some little improvement that 
adds to its convenience. 

Retain the housewife’s friendship by stocking 
with the Natwire line of wire goods. 


Wire Goods Distributors: 

Chase & Francis, 122 Pearl St., Boston. Benjamin Factor, 232 French St., Bridgeport. J. Walter Eckenrode, 752 Poplar 
Grove St., Baltimore. Ramsey-Sturgeon Co., 305 Rollins Bldg., Baltimore. Roy L. Ashcraft, 2018 Maryland Ave., 
Louisville. Couch & Jackson, 116 Marietta St., Atlanta. J. H. Menge Sales Co., 425 Natchez St., New Orleans. Emil 
Vutech, 260 Rockefeller Bldg., Cleveland. H. A. McKinnon, 123 W. Jefferson Ave., Detroit. M. J. Geraty, 115 S. Dear- 
born St., Chicago. Paul C. Eckhoff, 379 Jackson St., St. Paul. C. C. Donoghue, 1018 Broadway, Kansas City, Mo. 
Lloyd S. Knight, 516 Granite Bldg., St. Louis. C.M. Bollinger, Box 1224, Salt Lake City. National Sales Co., Charles 
Bldg., Denver. Bubar & Company, 828-830 Taylor St., Fort Worth. 
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Standardize on Wickwire Spencer Wire Products—leaders in every line. 


WICKWIRE SPENCER STEEL CO., 41 East Forty-second Street, New York 


WICKWIRE SPENCER Wy 
PRODUCTS 
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HICAGO 
RING HINGES 
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Kyoto Hore! 
KYOTO ,JAPAN 









i ee 


Woolworth Bidg. 
NE YORK 
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TRIPLEX TYPE HINGE 


World-Wide Demand 


The world-wide and increasing demand for Chicago 
pring Hinges indicates a general recognition of their 
uality and Value. 








Send for Catalogue No. 42. 


icago Spring Hinge Company. 


YORK 





CHICAGO NEW 













y Yi Mist ty YY YY y YHt, Y 
“ te Uy, YY 4 
ty WA Ub Y, iif) ty YL. ty 
WM LE, LEAAQ/ LA, LM. 
































88 : HARDWARE AGE February 4, 1926 


MPIRE sas 


BOLTS 


THE STORY OF THE EMPIRE NEW PROCESS BOLT—Chap.3. No.3 
































HE mania for speed sometimes leads to results that are A case where 


anything but speedy. 


oe 
A man can make a wrench of his fingers and spin a nut speed defeats 1ts 
down on a bolt with a single twirl. Then it needs but one 


short pull of a real wrench to tighten it. own purpose 


But when a loose fitting bolt and nutaredrawn tight they are 
held in place by the jamming of the threads at oneend. All 
the strain is concentrated there, instead of being along the 
full depth of the nut, and some time that thread will strip. 


Snug Fit Is Important 


Bolts and nuts should fit snugly. This entails making bolts 
of uniform thread accuracy, which has not been possible 
with the common (cut-thread) style of bolt. Cutting dies 
quickly lose their keen edge, and bolt threads of all degrees 
of accuracy are turned out in consequence. Some fit too 
tight, some too loose, some not at all. 


Empire New Process bolts are threaded in a new way, with- 
out cutting. The dies build up the thread on a specially 
prepared blank. 


No dies of such precision as these have ever been used 
before in a bolt plant. The thread they produce is so 
accurate that its shadow cannot be distinguished from that 
of a hardened and ground gauge, on the comparator chart, 
as shown below. 


Test them if you want, and satisfy yourself. that never 
before were such bolts as these. Write for free samples 
from stock. 


RUSSELL, BURDSALL & WARD 
© BOLT & NUT COMPANY © 


PORT CHESTER.N. 


Branch Strimple & Gillette. Maydwell & Harézel!, Ine. ka 


Branch Office: Branch Office : 
Seraus Building General Motors Big. 169 Jackson Street 158-168 Eleventh Street 4 
CHICAGO DETROIT ROCK FALLS, iis. SEATTLE SAN FRANCISCO 
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Faster Sales—— 


Larger Profits 


ener” 
VW 





HILE it has always been our aim 
to lead in dealer co-operation, for 
1926 we have literally “gone the limit” by 
planning dealer assistance that, so far as 
we know, has never been approached in 
the electric cleaner industry. 


Write NOW for details 


THE P. A. GEIER COMPANY 
540-560 East 105th St.. CLEVELAND, OHIO 


CONTINENTAL ELECTRIC CO., LTD. 
507 King Street, East, Toronto, Canada 














ETS, 
* 4 5 f 
3 > OS hen Nae as tees 

















A CIN eA A LOE IRN A NE fc A oh 











4) HARDWARE AGE February 4, 1926 


e 


et 
i ns 





let —_ on, 
anvil ow ge 
forge fare bright 


shine "~ Robin Hood 














The Forge in the Forest 


N the merry days of Robin Hood, the Outlaw, his forest forge saw the birth of 
many a weapon and piece of armor, all of trusty steel fashioned with yeoman 


skill. 
In these more peaceful days, the forgeman — with a skill just as sure and 


dependable—makes the tools necessary for every skyscraper, every highway, every 
railroad, every bridge, every ton of coal. 









See our Listing in MacRae’s Blue Book 


aa The Warren Tool & Forge Co., 240 Griswold St., Warren, O. : ia 


Picks Mattocks Sledges 
Ba 


Hammers rs 
Chisels Hose Wedges 
Tongs 
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Yale Standard Padlock 









Yale 
Athenian 
Design 
Inside 


Door Set Yale Door Closer 












These five outstanding Yale Lines of prod- 
ucts are accepted with the confidence they 
merit by the trade and the consuming pub- 
lic everywhere. 


Yale Builders’ Hardware is recognized 
as the finest; moderately priced and made 
with a sincerity of purpose that insures 
asting satisfaction. The Athenian Design 
illustrated is but one of many beautiful 
examples to meet every taste. 


The Yale No. 042 Deadlatch is a repre- 
sentation of an all-inclusive line of auxil- 
iary rim locks, Deadlocks, Deadlatches 
and Springlatches, made to fill every need, 
from locks of the utmost security to those 
designed to foil the hasty sneak-thief. 


Yale Cabinet Locks give security to the 


FIVE BIG YALE LINES 


private drawer or cabinet. Easy to install 
and easy to sell. 


Yale Padlocks offer the dealer and con- 
sumer an outstanding line; made for the 
smallest jewel cabinet or the massive ware- 
house gate. There is a Yale Padlock for 
every purpose. Yale Padlocks are inter- 
nationally known and easy to sell, which 
means for the dealer, quick turnover of 
stock and more profits. 


The Yale Door Closer is a masterpiece 
of ingenuity. It is a door-closing power 
plant and a big seller. Sizes to suit every 
door. A favorite line in the trade. 


Yale reputation is world wide. The 
name YALE helps make the sale. 


The Yale & Towne Manufacturing Co. 


Stamford, Conn., U. S. A. 


Canadian Branch at St. Catharines, Ont. 
YALE MARKED IS YALE MADE 


Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 
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A Masterpiece of Protection—the 


No. 202 Dead Bolt Night Latch 


The World's Demand for 
Safety Is Being Satisfied by This 
Lock—an Outstanding Ac- 
complishment of the Gen- 
eration. 


This lock embodies a 
world-longed-for feature, one that 
we have invented after years of 
research and experimenting. 












No. 202 The protective and patented 


feature is both practical and effective as well as very simple to operate. 
By turning the key once backwards, the Bolt and Inside Knob are dead-locked so 
that the bolt cannot be forced back or the lock opened from the inside by the knob. 
A special protection for glass panelled doors. 
It can also be used as an ordinary night latch and doesn’t cost any more. 


The Public’s Choice—Make Some of This Business Yours 


Illustrate it with an attractive mounted sample and watch your sales increase. 


On 
A Venus in Beauty 


A Lion in ‘Strength 


This is why Set No. 250B is easy and profitable 
to merchandise. 
Lock Case is sturdily constructed and smoothly. operated. 
Glass Knobs are of pretty design—ground and polished, sil- 


ver backed, giving high lustre. 
Set No. 250A—same as above except with metal knobs in- 


stead of glass knobs. 
Set No. 250C—same as No. 250B except with small oval 


escutcheons instead of large plates. 
Do not hesitate to request our catalog and prices—they will 


interest you. 


An Easy Way to Obtain the Good Will of Your Customers—Sell Them 
ILCO PRODUCTS 


({@ INDEPENDENT IOCK CO,4® 


LEOMINSTER, MASS., U. S. A. 




















BRANCHES 
New York, N. Y. Philadelphia, Pa. Detroit, Mich. Chicago, Ill. San Francisco, Cal. Los Angeles, Cal. 
23 Warren St. 17 North 5th St. Room 600, 183 W. Lake St. 121 Secund St. 406 Wall St. 


213 State St. 
Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass Knob Sets, Key Blanks, Auto Switch 


Keys and Hardware Specialties 
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Women Want a Fast-Cooking Oil Stove 





HERE is something about cooking that makes those 


who must do it impatient to get it done. A woman 
may be willing to putter around the house when 
cleaning or to take her time when sewing. But 


cooking! That’s different! 


A woman insists on a stove 


that cooks quickly and bakes evenly. 


The Lorain Burner is a ‘quick 
heater’’ because it is of the short 
chimney type which brings the 
flame in direct contact with the 
cooking utensil. 


By years of experience and exper- 
iment the experts of American 
Stove Company have been able to 
bring, the heating rapidity of the 
Lorain Burner to a point where 
its speed actually rivals gas. For 
this reason the Lorain Burner was 
additionally named ‘‘High Speed”’’. 


The Lorain ‘“‘High Speed’’ Oil 
Burner is easy to light. After 
lighting, the wick requires no fur- 
ther adjustment. The flame climbs 
swiftly to its contact with the 
cooking, utensil, and there spreads 
evenly over the under surface where 
it burns with a blue intensity that 
is little short of marvelous. 


LORAIN HIGH SPE 


GUARANTEE 


Should the inner combus- 
tion tube of the Lorain 
High Speed Oil Burner 
burn out within 10 years 
from date of purchase, re- 
placement will be made 
entirely free of charge. 





Nor does this intense heat injure the 
Lorain High Speed Oil Burner in 
the slightest degree. Only one part 
needs to resist this intense heat. 
And this part, the inner combustion 
tube, is made of heat-resisting 
Vesuvius Metal, guaranteed not to 
burn out for a period of ten years. 


We invite you to write to the manu- 
facturers of the famous makes of 
Oil Cook Stoves listed below which 
use the Lorain High Speed Oil 
Burner as standard equipment. 


Lorain-equipped Oil Cook stoves 
sell ‘‘on sight’? because they 
are handsome, sturdy, durable and 
efficient. And the extreme sim- 
plicity of the Lorain High Speed 
Burner increases your profits be- 
cause any Oil Cook Stove so 
equipped does not require ‘‘after- 
sale service’’ to make it stay sold. 


D OIL BURNER 


Many famous makes of Oil Cook 

Stoves are now equipped with 

Lorain High Speed Oil Burners 

including: 

New Process—New Process Stove 
Co. Div., Cleveland, O. 

Quick Meal—Quick Meal Stove 
Co. Div., St. Louis, Mo. 

Clark Jewel—George M. Clark & 
Co. Div., Chicago, 

Dangler—Dangler Stove Co. Div., 
Cleveland, O. 

Direct Action—N ational Stove Co. 
Div., Lorain, O 

1925 


AMERICAN STOVE COMPANY 


ST. LOUIS, MO. 
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We Manufacture Braided Cord of All Kinds, 
Colors and Qualities, for All Purposes 


including sash cord, clothes lines, masons’ line, shade cord, awning line, garden line, ventilator 
cord, lariats, dumb waiter rope, cord for marine use, etc., also glazed cotton twines. 


All cord bearing the trade mark of Samson and the Lion is made of 
extra quality stock, is carefully inspected and is guaranteed free from 
imperfections or adulteration. 


When lower priced goods will serve the purpose, we furnish qualities which are the best 
value of their respective kinds. 


SAMSON SPOT SASH CORD 





Trade Mark Reg. U. S. Pat. Off. 


The most durable and economical. The Colored Spots are our trade mark, used only with this 
extra quality. ‘ 





1 doz. hanks Phoenix Sash Cord 





Hank of Clothes Line 






Awning Line Ball of Twine 





Send for catalogue and samples Coed an Penn Tee 


SAMSON CORDAGE WORKS, Boston, Mass. 

















' JERSEY @& 


Copper Screen Cloth 





Th’s conveniert Jersey Dishley 
Rack helps sell screen cloth. 


Write for information about it. 


Above is shown the window 
display which won first prize 
in last year’s contest. The new 
display will be judged as they 
were last year, from selling 
point of view. The contest is 
restricted to dealers who had six 
rolls of Jersey Copper Screen 
Cloth in stock, or on order, at 
the time of the first announce- 
ment of the contest. Photo- 
graphs must be received on or 
before May 15, 1926. 


Copp 
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Again the Jersey $1,000 Contest 


UR customers evidenced such interest in the contest last year 
and found their displays so beneficial that we have decided to 
repeat the Jersey $1,000 Window Display Contest. 
Fifty prizes, aggregating $1,000, are offered by The New Jersey 
Wire Cloth Company for the best window displays of Jersey Cop- 
per Insect Screen Cloth during the month of April. 


The prizes are as follows: 





P< co eee amewenhae die ceketedtee $300.00 
DS .. . <seeh weak bakeeey Fabeebee be 200.00 
DUE. ow cc eneeaneheestietesenls 100.00 


Two prizes of $50.00 each Four prizes of $25.00 each 

Ten prizes of $10.00 each Thirty-one prizes of $5.00 each 
In addition to these prizes a check of $3.00 will be sent to each contestant 
who submits a photograph, whether or not he wins a prize. > 
Jersey Copper Screen Cloth is an easy selling article because of its superiority, 
especially if well displayed. It is the best known screen cloth on the market. 
It always pays to handle Jersey, because it gives satisfaction to customers— 
sells rapidly—and affords a reasonable profit. Detailed information regard- 
ing this £1,000 Prize Contest will be sent on request. 


THE NEw JERSEY WIRE CLOTH COMPANY 
628 South Broad Street 
All Gredes of Wire Cloth Made of All Kinds of Wire 


JERSEY 


Trenton New Jersey 





er Screen Cloth 


Made of Copper 99.8% Pure 
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@ are asking Gistomers 
uy from you instead of us. 


The above ad in the Engineering and Mining Journal-Press is a typical example 
of the Armstrong advertising in this and other trade papers. This campaign is 
asking customers to buy their Armstrong Pipe Tools from YOU instead of us. 
Why not tie up to this publicity and get this business by keeping a good supply of 
these popular tools on hand. 


Genuine Armstrong Pipe Tools have been used the world over for sixty years. The 
famous Armstrong Adjustable Die has given dependable service since the days of 
the Civil.War. The men who use these tools feel safe because their quality is a 


tried and proven factor. 
Please order from your Jobber instead of sending to us. 


The Armstrong Manufacturing Co. 
of 
Bridgeport, Conn. 
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feels 


Wheelbarrows 
























~<for all purposes 


There is no other line of Wheelbarrows which 
is so complete as a Sterling. There is no other 
wheelbarrow that has so many points of advan- 
tage as a Sterling. And—there is certainly no 
other wheelbarrow that offers so much in real 
economy in service as a Sterling. 


Large consumers of barrows have learned that 
the economies to be figured by performance 
over a period of satisfactory service are the true 
economies. That to make price the controlling 
influence of their buying is to pay double 
through maintenance cost. 


That the wheelbarrow is subject to hard service 
and little care, and for these reasons should be 
of the very highest quality. 





Sterling Wheelbarrows prove satisfactory to 
both the buyer and dealer, as they not only 
outlast the ordinary kinds, but also are designed 
so as to wheel easy and balance properly. 


Whether you have a large or small demand you 
will profit by selling, Sterlings. 




















. <a <amamatanaetee Sor Yi : ’ 
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HANDIE-BARO 
PACKAGE 
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~for the home and garden 


Here’s something real new in wheelbarrows. 
There has always been a demand for a small 
compact handy barrow for the home and garden 
use. Every requirement of your trade can be 
filled with a HANDIE-BARO. 


The Sterling HANDIE-BARO comes to you 
complete, in knock-down form, in a compact 
sealed carton, which you deliver to your custo- 
mer—it is easily set up. It weighs but 35 
pounds, and takes up but little room. 





2 A Tere ON. Rita , 


Aside from the sales value of the HANDIE- 
BARO, it offers you a distinct saving in that a 
large number of wheelbarrows can be stored in 
a small space, and in this compact form, freight 
and cartage expense is reduced to a minimum. 
The saving on this low handling cost, which 
the HANDIE-BARO ives you, is added to the 


unusual good profit that this barrow carries. 








Be the first in your territory to sell this new 
popular HANDIE-BARO. 


Write for prices and literature at once. 
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ow The No-Burn-Out 


Tron in a New Dress 


—and backed by National Advertising 
in Magazines and Newspapers in 1926 


Se. 





~ 
~ 











ARDWARE dealers everywhere will be delighted with the new 
model Domanco-—a beautiful iron—retaining all of the no-burn- 
out qualities which have made it the most dependable electric iron. 


This new and beautiful model, with the no-burn-out feature, 
places the Domanco more than ever in a class by itself—a reliable 
piece of standard merchandise—a popular price—a ready sale— 
a dependable profit. 

The Domanco iron is one of the group of Dover products equip- 
ped with the no-burn-out heating element which is creating a new 
standard of service performance for electrical appliances. 


The new model Domanco is now being shipped on all orders. Dover 
products will be displayed at the state conventions early in the year. 


DOVER MANUFACTURING COMPANY, Dover, Ohio 


Do‘man-co 








926 
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National Advertising 


in Newspapers and Magazines 


7. 150,000,000 Dover 
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advertising messages in 1926 


HE story of the No-burn-out 

feature and the insurance 
policy back of it will be told in 
more than 150,000,000 consumer 
messages in 1926. 


Leading magazines, including 
Ladies Home Journal, Good 
Housekeeping, Vogue, House & 
Garden, Delineator, McCall’s 
and others, will carry strong, 
attractive advertisements bear- 
ing the message of Dover de- 
pendability. 


Newspapers in many cities will 
supplement the magazines. 


Window trim materials of un-~ 


usual character and mailing liter- 
ature will be supplied to dealers 
whocarrythese famous products. 


All these things you need to help 
complete the selling chain from 
manufacturer to market. 





LAOTIAN ae —- —_ 


Write for beautiful, illustrated catalog 
and information on Dover Products 


Dover Manufacturing Co. 
Dover, Ohio 
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Here are your big 


When chain serves the ; 


purpose better —sell chain! 


The Farm — The ACCO Line enables you to supply the farmer 
with everything he will ever need in chain specialties, harness 
chain and harness hardware. Carry the repair items he must 
have. A representative stock requires very little investment. 
Now is the time to feature farm chain— farmers are repairing Elwel Heel Chiins 
equipment to be ready for spring. 

Industry— Business huuses of all sorts in vour locality require 
chain. You can supply all requirements with the ACCO Line — 
whether sold in bulk or as chain specialties. 





Chains 








The Home —There are countless uses for chain in and about the aa aoa 

home. Take ACCO Sash Chain for example. Chain is rapidly General Utility Chain 
replacing cord— whenever customers ask for cord, suggest chain. 
You’l' make more money—and your customers will be better 
satisfied. It’s easy to install and lasts a lifetime as it can’t rot 














or fray. 

Check the list of ACCO Specialties on the opposite page. Put in - TRA 
a stock and feature chain—you’ll be surprised how much business — . 
you will develop. ' t 


American Chain 
Bridgeport, 





oun AMERICAN In Canada: Dominion Chain Company, Limited, Niagara Falls, Ontario 
in business 
A ns Agents in all Principal Markets of the World 


World’s Largest Manufacturers of Welded and Weldless Chain for 


be CCO” 


A style, a size 
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g 
Carry these profitable 
chain specialties in stock 
Dog Leads Miscellaneous Chain Harness Chains 
— Sash Chain Butt Chains 
Porch Swing Chains Trace Chains 
Cow Ties Breast Chains 
Dog Leads Heel Chains 
Harness Chain Kennel Chains Halter Chains, Etc. 
and Hardware L_) Wagon Chains 
Log or Binding Chains Harness Hardware 
Key Rings Rings, Squares 
S-Hooks Loops, Dees 
Ceiling Hooks Clip Cockeyes 
Lap Links Hame Clips, Bits 
Repair Links Cockeye Toggles 
5 Passing Link Chain Concord Toggles, Etc. 
C OMpPa2lry, Incorporated 
C . 
onnecticut 
District Sales Offices: Boston, Chicago, New York, Philadelphia, Pittsburgh, San Francisco caAMERICAN 
Y, Ine. 
Export Sales Offices: Grand Central Terminal Bldg., New York, N. Y., U.S. A. tor your salty 


Cable Address: AMCHAIN, New York 


all purposes, and the famous WEED Line of Automobile Accessories 
A LLANE NOI TLE LA TOTALS PEAT PELE LRO SLE EEE 


CHAIN 


for every purpose 
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* Att Coaners 


MORTISED AND | 
TENONED, -ANO | i SB We work months in advance, 
Secunety Naneo.) Bog S.3 manufacturing and stocking in 
. No GLUED JOINTS - Me great warehouses ahead of sea- 
oa son, so that jobber and dealer 
can have Continental goods when 
they want them without undue 
investment and this service in- 
sures prompt delivery before sea- 
son, in season or on quick repeat 
orders. 


Continental Extension 
Window Screen 
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| S7TééL UPRIGHTS 


Wuen Exposed | Busch ENAMELED. 
Jo WEATHER ~ | 


Hives ATTACHED 
, Jo Wiae Crorw 
|) Aoo Tote | 
’ RIGIDITY AND ° 
| STRENGTH OF 

| Entire SCREEN 
“y ABSOLUTELY | 
| Fly-7TIGHT | 


| Screen OPENS AND 
Cioses EASILY. 

| GROOVES ANO SLIDES 
ARE All CAREFULLY ° 

_ MACHINED AND 
FITTED, ASSURING | 

| . PERFECT é 

| Aavwusroenr. © 
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FROM 
SEVEN 


PLANTS 





Continental is a group of seven 
plants, strategically located, tap- 
ping each and every territory, 
ready to give a service in manu- 
facturing or shipping that it is 
impossible to secure elsewhere. 


Multiply the thousands of screens 
sold by the thousands of dealers 
and imagine what it means to 
manufacture and warehouse 
months in advance of selling sea- 
son, and time shipments so that 
screens will not be received too 
soon—but will surely be on hand 
for the opening of the season— 
AND all this is done months be- 
fore goods are paid for. Another 
item ot Continental service. 





Continental Distribu- 
tion Car Service saves 
money for both dealer 
and jobber—the dealer 
saves, the jobber saves. 





Continental Distribu- 
tion Car Service saves 
the jobber the expense 
of rehandling bulky 
screen goods to and 
through his warehouse, 
saves tying up capital, 
as goods are actually 
sold before paid for— 














Screen Panel 
IN SUMMER 
Keeps out Flies 
. Conserves Health 


wou 





Storm Panel 

IN WINTER 

Keeps out Cold 
Saves Fuel 








Continental Distribu- 
tion Car Service saves 
the dealer the local 
freight. He receives 
perfect, clean, fresh 
screen goods with only 
one handling—no dam- 
age, breakage or 
marred goods. 








reduces’ carry - over. 
Saves in prevention 
against marred or dam- 
aged goods from re- 
handling. 


Four hundred and more jobbers know the advantages of one source of 
supply for Sherwood All-Metal Screens, Knock Down Window Screen 
Frames and Continental Combination Screen and Storm Doors, also Con- 
tinental Cloth Window Ventilators—— ‘‘Winter Screens.”’ 


Aa 
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Screen Doors and Window Screens 
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ervice means to 


Jobber and Dealers 


Just as Henry Ford has demonstrated that better 
values can follow large-scale production and consoli- 
dation of resources— 


So has Continental demonstrated that its present ser- 
vice to hundreds of jobbers and dealers has only been 
accomplished thru the same underlying principles of 
mass production which allows real standards in qual- 
ity and service to be developed. 


<< ~ ee 


Review the product and then the service. It is only reason- 
able to assume that the lumber used in Continental screens 
must be of high-standard and that volume purchasing enables 
us to ensure a rigid standard. The same applies to wire-cloth. 





Varnish! We could save 50% of our present varnish costs. 
The varnish used on Continental goods stands up, endures. 


“| eee FD. 
Sreanrte 
=e eeree 


High Grade Doors with 


Jobber and dealer can rely on Continental quality of details— Wire Cloth Se 
that’s what our name guarantees. ing in sales each season. 


Construction! All Continental Doors are mortised and 
tenoned, with the wire cloth pressed into the groove and under 
the moulding so that each strand of wire cloth has a security 
anchorage of 96 to 1, as against ordinary tacked-on cloth. 





Then Service. On the opposite page we have pictured some 
values you get from Continental free distribution. Read these 
service facilities, they represent tangible savings to dealer and 
jobber. They cannot be over-estimated. 


A name to remember in screen service—Continental. It has 
been well-built on a foundation of 25 years experience and 
service—like other great American business names, it means 
the utmost in construction and after-purchase service you or 
your customer can secure in screen doors and window screens. 








ie 


We make a full line of Wood Frame and Metal Frame 
Cloth ventilators. These can be included in distribu- 


Continental Screen Co., Detroit, Mich. = 
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Screen Doors and Window Screens 
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Sammy Samoline 
MoreThan a Million 


He Wants YOU 
To Serve The Demand 
He Has Created 





Little 
Sammy Samoline 


For six years THE G. I. SELLERS SONS CO., 
manufacturers of THE WORLD FAMOUS 
SELLERS KITCHEN CABINET, have been pur- 
chasing and packing a can of SAMOLINE in every 
cabinet leaving their factories. 


They are doing this because tests have shown them 
that SAMOLINE, ‘‘The World’sGreatest Cleaner’’ 
will clean their cabinets without injury, keep them 
in perfect sanitary condition and thus further insure 
the continuous satisfaction of every customer. 


February 4, 1926 


This practical introduction and unqualified en- 
dorsement of SAMOLINE has created a tremendous 
demand among housewives everywhere. 


Thousands of orders come to us and because we do 
not sell direct and are naturally anxious to serve these 
thousands of waiting customers quickly, we are pub- 
lishing these facts, in order that you may reap the 
full benefits of the demand we have created by put- 
ting in a stock at once, so we can send these orders to 
you thru your jobber. 
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“The World's Greatest Cleaner’ 


is in a class by itself. 
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It should not be confused with the hundreds of acid, alkali and ab- 
rasive cleaners now on the market. 


It will clean any non-absorbent surface WITHOUT INJURY and 
is ABSOLUTELY GUARANTEED to give perfect satisfaction on a 
straight-forward-Money Back Basis. 


1300 Fletcher St. 
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Is Teaching 
How to Use SAMOLINE 


He Wants YOU 
To Cash In On This 





100% Success hoe 


FIVE OF AMERICA’S LEADING MOTOR CAR 
MANUFACTURERS, after the most exhaustive 
tests, are placing a can of SAMOLINE in the tool 
box of every car leaving their factories, and five more 
will start doing so within the next thirty days, mean- 
ing that over 500,000 car buyers will receive samples 
of SAMOLINE during 1926. 

These manufacturers are doing this because they 
know that SAMOLINE, ‘‘The World’s Greatest 
Cleaner,’’ is the only product which can be used on 
every part of their cars without injury to the parts 
or finish. 


Sammy Samoline | 


The unbiased recommendation of these Motor Caj _ 
Manufacturers means that over 500,000 Families 
will come to know and use Samoline regularly 
during 1926. ae 


Furthermore instructions accompanying each can 
will also show them how to use SAMOLINE through- 
out their homes. 


« _- -~ 


We want you to serve this tremendous demand. - 
We want you to cash in on this 500,000 user market 
we are creating. 4 





SAMOLINE]ae 


Fe 





“The World's Greatest Cleaner’ 


is sold through recognized jobbers all over the 
world. 

You should have no trouble in buying SAMOLINE 
from your regular jobber who will also furnish you 
with samples and literature to assist you in building 
even a greater market than we have created. 


However, if your jobber cannot supply you— if he 
is one of the few who have not as yet joined hands. 
with us in meeting the sensational demand we havé 
created for SAMOLINE—write us direct—give us 
his name and we will see that your orders are filled 


without delay. 


Corporation. 


Chicago, Illinois 
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Buying a Brush ? Buy a Good One! 


The handle, ferrule, 


and labor in a cheap 
brush cost as much as 
in a good brush. The 
big difference is in the 


bristles. The life of a 


brush is in the quality 
of its bristles and the 
way they are fastened. 


Buy a good one! 


WHITING -ADAMS 


BRUSHES 


Send for 
lira cs 
\Gtdantalins 


WHITING-ADAMS 


Brush Manufacturers for Over 117 Years and the Largest in the World 


“~~ 
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Compact wringer with soft 
rubber rolls. 





Heavy copper tub with 
nickel-lined bottom and 
sides. 


Strong, rigid frame and fine 
appearance, 


Spun aluminum cover. 


























Fast Washing Made Safe 


| 
| 
Only in the HAAG VORTEX is the open- 





vertical crack around the edge of the agi- 
tator eliminated. 


In the HAAG VORTEX delicate fabrics can- : 
not work down into such a crack and get | 
pinched or cut between moving surfaces. 








The now famous HAAG patents fully pro- 
tect this great improvement in “fast”” washer 


design. 


The Haag Protects the Clothes! 
LET US CONVINCE YOU! 


HAAG BROS. CO. 
PEORIA . . “ ILLINOIS 
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VER 3000 progressive dealers have already 
stocked the handy new Silver Lake Sash 
Cord Packages. Others are ordering every day 
—for our regular advertising in the Saturday 
Evening Post is sending customers into the stores 
fur Silver Lake, and the dealers find in the new 
package an opportunity at last to make real 
profits on short length sales. 
Each package contains 18 feet of the genuine, 
20-year guaranteed Silver Lake Sash Cord. 
And on the back are full, illustrated directions 
showing the customer just how to replace broken 
cords himself. 





Another new Silver Lake 
feature coming soon. 
Watch for it. 





Silver Lake Clothesline is another outstand- 
ing Silver Lake product. It is solid braided, 
smooth-surfaced, and pliable, and has long 
enjoyed the Good Housekeeping star (*) endorse- 
ment. Nationally advertised in Good House- 
keeping and Saturday Evening Post. 
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SILVER LAKE || 
SASH CORD | 
in the 


HANDY 5(0)C PACKAGES 


Nationally advertised. 
Attractive counter display 
stands and illustrated folders 
FREE to dealers. 


MEW Zs 


SILVER LAKE 
Solid Braided 
CLOTHESLINE 


Nationally advertised. 
Comes in 50-ft., 75-ft., and 
100-ft. lengths, and made 


et ome sm ~ 


Al 


a 


Nig 
DS 


from same high-quality yarns 
as Silver Lake Sash Cord. 





SILVER LAKE 
SASH CORD 


for quantity use 
in 100-FOOT HANKS 


Nationally advertised. 
Of highest repute among 
architects, contractors, and 
builders for over 60 years. 














Order Today from Your Wholesaler 


If he cannot supply you, please write us direct, and we 
shall place you in touch with one who has the goods. 


SILVER LAKE COMPANY, Newtonville, Massachusetts 


Manufacturers of 


Silver Lake Solid Braided Cordage 
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Copyright 1925, by 
Francis Keil & Son, Inc. 
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Here’s the most remarkable jimmy 
and saw-prcof lock ever made! 

Made in rim and mortise, front and store door, 
the KEIL Lock assures your customer the same 
comparative degree of security as a massive 
safe deposit vault affords a modern bank. The 


bronze bolts with revolving steel inserts defy 
entry by the jimmy, saw or wedge. 


The KEIL Lock is unquestionably the safest 
the best selling proposition ever put out for 
and protection of the customer and the profits 


to the hardware dealer. 
Particulars on request. 
FRANCIS KEIL & SON, Inc. 


401-425 East 163rd Street, New York, N. Y 
Established 1876 
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THE PIPING. - § J f. 0 Ij Fi 
be ae OVERSIZE VALVES; - ECCENTRIC PITMAN BEARIN 
(RECESSED RING AgER OP OPENING THAN e UIng a act RUNS IN OIL; [S$ 4 TIMES THe’ 
PACKING CANT OTHER PUMPS. Not a - SIZE OF THE ORDINARY 
aN BERNE ONG 
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_. X3to 8'X 8 PIN; BRASS| | SELF-CLEANING a 
BUSHED BEARINGS. SELF-OILING 
acities 
50% to9000 
Gals.per hour VERY WHERE — in rural tion in agricultural, commer- 
communities—in towns and jal, industrial and municipal 





4500 GALS. villages—in suburban districts— felds has been universal—their 


PER HOUR 





in small and large cities—Myers 
Self-Oiling Power Pumps are 
thoroughly established. They 
represent a genuine achievement 
—a marked advance in pump 
construction and operation, and 


success is gauged by the wide- 
spread demand for them. 

Are you the one who is 
profiting through their sale and 
installation in your community, or 
is some other party enjoying this 


business? We cannot answer 
this question for you. If you are 
interested we will be glad to 
send you a copy of our 
new Catalog and quote 


have proved their exceptional 
worth under all kinds of pump- 
ing conditions. 
Unmatched for safety, 
economy and high efh- 











B44) 3000 GALS 
PER HOUR 
A“ . 











ciency in the pumping of direct, or have one of 
water by power, their our salesmen see you in 
recognition and adop- the near future. 














‘TH F.E. MYERS & BRO.S°. 


ASHLAND, OHIO. 


Manufacturers for over Fifty Years of MYERS HONOR-BILT “PUMPS for Every Purpose. 
IN UNLOADING TOOLS - BARN, FACTORY and 
—— SVT ERA ty enoon t HANGERS: STORE LADDERS. Etc. 
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HAMPION LAMPS 


THE CHOICE OF THE 
HARDWARE JOBBER’S SALESMAN ? 
BECAUSE OF 


THEIR SERVICE AND MANY 
REPEAT ORDERS RECEIVED 


WHY ARE 








Mr. Sales Manager, 


Let your “Traveler’’ tell 
you what prices and qual- 
ity he finds compare with 
**Champion.”’ 





Buye's 
@talog 





MADE FOR MORE THAN 20 YEARS BY 
CONSOLIDATED ELECTRIC LAMP COMPANY 


Licensed under General Electric Company’s Incandescent Lamp patents 


208 MAPLE ST. DANVERS, MASS. 
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Ready-Lite No. 267 Ready-Lite No. 268 











A Pair of Profit Producers 


Two great lanterns—both American Ready-Lites—just alike 
except for the 8% inch polished reflector on No. 268. Both have 
the latest and most important development in match lighting gaso- 
line lamps and lanterns, the straight, long-life, Ready-Lite gen- 
erator. Both have the improved mixing chamber which equalizes 
the gas pressure before it reaches the burners, insuring equal 
brilliance of both mantles, an exclusive Ready-Lite feature. Both 
have that superior quality of material, workmanship and finish 
which has always characterized American products. 


You should have these fine lanterns as well as Ready-Lite lamps 
and mantles in stock now. Prompt shipment. Prices on request. 


American Gas Machine Company, Inc. 


Albert Lea, Minn. 


New York, N. Y. 
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= is the (ompany— . 


he Do Business With Men 
Or An Insti tution? 


AKE for example, the concern whose fans you sell. Does 
it represent to you simply an INSTITUTION, aloof, distant, 
unknowable? Or is it a group of MEN whom you know, 
whose aim you know is to build and help you sell the best 
fan they can produce, and who consider you one of them, 
an individual, not merely an “account” in such and such a 
territory? 























With which would you rather do businessP You KNow! 
Other things being equal, your satisfaction and profits from 
business will depend upon your relations with the MEN who 
are the company; upon how their aims agree with yours; 
upon how closely they work with you. 


With this in mind, Peerless is going to have a meeting in 

- HARDWARE AGE every month, bringing in a different execu- 

tive each time, to show how his work makes the Peerless a 

better fan and to discuss his relation to Peerless dealers. 

To know the men who are the company, is to know the 
company. Watch these meetings. 


Next month, Mr. George H. Jones, President, will meet 
with you. Don’t miss it. 


The Peerless Electric Company, - 


Warren, Ohio 
0, fa Ye "lle 


She Silent Fan 


MOTORS - GENERATORS - FANS 
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Harvest King 
Frame of heavy angle steel 
14%” x 14%" x %”, strongly 
braced and is equipped with our 
standard high grade selected 
‘‘Cleveland’’ Grindstone. Ship- 
ped folded complete, stone 
crated separately to save 
freight. 





Sterling 
Substantial light running, 
mounted with a ‘‘Cleveland’’ 
Grindstone, genuine Berea or 
Lake Huron grit, which we 
alone manufacture. 19 to 22 
inches in diameter. 1%” to 
2%” thick. Frame can be set 
up in a jiffy—merely by ma- 
nipulating one bolt. Shipped 
knocked down and crated. 





Farmers’ Special 
A big seller. 


For Three-Quarters of a Century 
Farmers Have Used ‘‘Cleveland”’ 


Grindstones—a Fact That Means 


Sales for You Now 


In all probability there is no item 
carried in hardware stores today 
that is better known either to the 
trade or to the ultimate user than 
“Cleveland” Grindstones. 


Three generations have used them 
and each one with a satisfaction that 
recommends them to the next. 


Here is a good will more than 
seventy-years in the making that is 
the strongest single sales influence 
known; it is remarkably potent in 
keeping “Cleveland” Grindstones 
sales in the lead. 


If you happen to be a hardware 
dealer not carrying “Cleveland” 
Grindstones or if your stock is low 
be sure to get in an adequate stock 


right away. 


The spring season is just around 
the corner and farmers will soon be 
sharpening their tools and generally 
getting ready for spring work. 


The Cleveland Stone Company 
CLEVELAND, OHIO 


283 Front Street, New York 
SOMBACH & CO., Inc., Boston, Mass., New England Agency 
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" = , Self Sharpening, Long Lasting 


DENNSYLVAN] 








~ Lawn Mowers 














IN i377 JOHN BRAUN & SONS  pniavecrria.ra. 


HE illustration on this page is 

a black-and-white reproduc- 
tion of the handsomely colored 
window trim which is one of the 
many attractive sales helps we 
provide free of charge to dealers 
who stock any brands of PENN- 
SYLVANIA Quality Lawn 
Mowers. These helps include— 












Display Cards, Posters and Win- 
dow Trims in beautiful colors. 





Folders for mailing and counter 
distribution. 


It Costs Less in the End to Buy 

















ENNSYLVAN| 


LAWN Mowers 





Book of copy and cuts for news- 
paper advertising. 


Folders and car cards imprinted 
with your name and address. 


H'rite today for our 1926 Sales Help Outfit 










FORMERLY 


NSYLVA 


Quality 


N 


LAWN MOWERS 
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Grass Hooks Little Giant Little Giant Scythes 






Lawn King 





Any Pattern The All-Day-Edge Kind 


Any Weight 
S. B. or D. B. 
Men’s, House, 
Hunter, Boys’ 


Lightning Grass Shears Nowatoco 
No. 1—Japanned No. 2—Polished Scythook 
No 
non al and 


snath. 

























Little Giant N 
ot a 
Long Grass 
Handle egg 
Half-wa 
Grass Hook wating 
Blade— Destiinath. 


Blade— 


12% in. long 
18 in. long 





Handle— 
3Y% ft. long . LITTLE GIANT a i ae 
The Original Hiram Holt Lightning 
Hay Knife 


We also make 






Little The Little Giant and Blizzard 

Giant , | 

Corn 

Hook 

Blade— 

13 in. long. 

Art = NORTH WAYNE 

TOOL COMPANY ede 

a the Plants at North Wayne and Oakland, Maine Teeth ‘cies 

Sales Office Main Office that stay 
1409-1410 Ford Bldg. Plant Office teeth. 
Detroit, Mich. Oakland, Maine Cute fact 
and easy. 


Little Giant, Kitchen Queen and Nokrum Bread Knives 
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OUR old separator may be running all right and 
you may think it is doing good work—but is it? 
Here is an easy way to satisfy yourself. Ask your De 
Laval Agent to bring oui a new De Laval and try this 


» simple test: 





Thousands have tried this plan and many have found 
a new De Lava! would increase their cream money from 
$25 to $200 a year. 

The new De Laval is the crowning achievement of 
48 years of separator manufacture and leadership. It 
has the wonderful “floating bowi"—the greatest separa- 
tor improvement in 25 years. It is guaranteed to skim 
cleaner. It, runs easier with milk going through the 


SEE and TRY the New 


De Laval 


TRADE in your old Separator | 




















SIZES 
Hand-Electric-Belt 
'6©2 ¢0'1430 nown 
Balance in 15 


Easy Monthly 
Payme nts 
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This and other simi- 
lar De Laval messages 
are appearing in all 
the leading farm and 
dairy papers. 





“Skimming the Skim-Milk”’ 
with a new De Laval is 
spreading like wildfire. 





It provides a simple, easy 
and inexpensive way of 
showing up and checking 
an enormous waste of 
butter-fat. 





De Laval is the world’s cleanest skimming separator—it is guaranteed to skim 


cleaner. 
than any other machine. 


Therefore a De Laval will recover more butter-fat from skim-milk 


This great advantage—to saymothing of the many other points of De Laval superiority — 
when demonstrated as shown above is the means of making many easy sales. 
De Laval Agents certainly get the cream of the separator business when they go after 
it and use all of the merchandising helps at their command. 


During the next five years more than two million cream-wasting separators must be 


replaced in order to prevent a great loss of butter-fat. 
opening up a new and large field. 


De Laval Agents. 


The De Laval Milker is also 


At least half of this business will go to 


De Laval wants the kind of agents who refuse to be satisfied with less than the ‘‘lion’s 
share’’ of the business in their locality, and which De Laval deserves. For such agents we 
have an extremely attractive, profitable and permanent business opportunity to offer. 


THE DE LAVAL SEPARATOR COMPANY 


NEW YORK 
165 Broadway 


CHICAGO 


600 Jackson Blvd. 


SAN FRANCISCO 
61 Beale Street 
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LOWELL 


eer’ 3 No. 210 
™ Lowell Pennant 
| Compressed Ajir e O 


== Sprayer. An ideal 
;. outfit for general 


==" INEST QUALITY 
SPRAYERS! 














No. 110 
Lowell Fountain 
g Compressed Air For more than a quarter of a century Lowell 
By air pressure spray- sprayers have been recognized everywhere as 


er made. 



















the finest quality products in their field. The 
tremendous sales volume built on this uni- 
versal acceptance enables us to sell them at the 
price of ordinary sprayers in spite of the fact 
that they are made of extra heavy materials 
and double tested for workmanship and efh- 
ciency. 


To double your sprayer profits stock 
this line of fast moving money makers. 
See the Lowell jobber in your com- 
munity or write us direct. Booklet 
describing our complete line of hand 
and compressed air sprayers on re- 
quest. 





No. 118 
Jumbo Midget. One 
of a large variety 
of band sprayers. 






LOWELL 
SPECIALTY CO. 


LOWELL, MICH., U. S. A. 









No. 109 


Lowell Bucket 
Pump Double ac- 
tion practically un- 
breakable. 





No. 101 


Glass Jar Sprayer 
fitted with double 
system of air 
chambers. 


©: OF FINEST MATERIALS 


DOUBLE TESTED—GUARANTEED 
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SEE THIS FULL LINE OF WAGNER FANS 


before you make contracts for 1926 


HE dealer who handles WAGNER 

FANS can satisfy every class of 
buyer. If the customer wants a fan that 
will give the most breeze for the least 
money, there’s the 9-inch $10 fan — 
sturdily built, quiet running, and guar- 
anteed free from electrical or mechani- 
cal defects. 

If he wants “the finest fan on the 
market” there are good sound reasons 
why the larger WAGNER fans will 
interest him. When Wagner started to 








build fans last year there were no 
old-fashioned dies and fixtures that 
had to be used because of the money 
invested. The Wagner fan embodies 
up-to-the-minute scientific knowl- 
edge of fan and motor building. 

The breeze from a Wagner fan is 
projected in a long, strong, cool beam 
that forces air circulation. In a com- 
parative test with other representative 
makers, the Wagner fan projected a 
breeze 12 per cent further. The 


A. 99-inch non-oscillating, for A. C. E. 16-inch oscillating, 3 speeds 

B. 10-inch oscillating, for A.C. for A.C. or D.C. 

C. 12-inch non-oscillating, 3 speeds F. 56-inch ceiling fans for A. C. 
for A. C. or D.C. or D.C, 

D. 12-inch oscillating, 3 speeds G. 12and 16-inch ventilating fans 
for A. C. or D.C. for A. C. or D.C. 


Wagner fan stirs up the air over a 
larger area, and creates an atmosphere 
that makes people comfortable because 
moving air is always more stimulating 
than still air. 

The Wagner fan runs with amazing 
quietness at every speed—very little 
humming, buzzing or vibrating. Every 
Wagner fan is fully guaranteed — and 
there are Wagner service stations all 
over the country standing back of that 
guarantee. 











WAGNER ELECTRIC CORPORATION, 6400 Plymouth Avenue, Saint Louis 























In a comparative test 
with other representa- 
tive makes the Wagner 
Fan projected a breeze 
12 per cent further. A 
comparison of the four 
leaders of the test is here 
shown. 























—— ta “ci 
— ae ~ The breeze : 
‘\ From a Wagner Fan 
ne ne, oa ecchas 4 * 
ws _-° Further 
un - or til of, 
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These lamps are 
frosted on the 
inside 


The New 
Standard 
Line 


of Incandescent Lamps 





A-19—25 watts 





A-23—100 watts 


Six new standard line lamps (frosted on the in- 
side) will eventually replace 45 of the present 
types and sizes of incandescent lamps between 


15 and 100 watts. 

















Saas aha labsSba tha ibalislialistislislisls lied robb hbhhbhdabbhbbhthhitithslishisksd, 























Profits Increased Characteristics 
More Pleasing Shape : 
Smaller Stock Harmonious Neutral Color . 
Smaller Investment Low Light Absorption : 
Milltype Construction— 
Greater Turnover Rugged . 
Easier Selling Smooth, Easily Cleaned Sur- 
face . 
~ 
‘ 
Licensed under ‘ 
General Electric 
mcandes , 
cent lamp patents " y 
C 
HYGRADE LAMP CO 
GENERAL OFFICE ~~ 
AND oma VY SALEM MASS . 
Z ‘ 
Zio - . a 
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25,000 Dealers 
Find it Profitable 


to sell American Steel & Wire Company Fence and — 
Posts. 








—— 1. Because they are guaranteed to equal or outlast 
any fence made of same size wires and used un- 
der the same conditions. 


Z. Because there are 26 years of good faith behind 
the American Steel & Wire Company guarantee. 


3. Because the brand of Fence you sell is backed by 
an extensive national campaign which creates ac- 
ceptance and demand without argument. 





































4. Because you are supplied with practical advertising 
assistance from our advertising department in the way 
of circulars, newspaper advertisements and other aids 
for creating local business. 


5. Because greater variety of products can be included in 
mixed cars. oa 


6. Because mills and warehouses conveniently located in- 
sure quick, efficient service, with lowest freight costs. 


Write for full details of our sales co-operation plan that 
helps you increase net profit. 


Zine Insulated 


AMERICAN—ROYAL, ANTHONY 


U. S. National, Monitor and Prairie 
SALES OFFICES: 




















6 Se 208 So. La Salle Street Se. GREED 8 hc seen Liberty Central Trust Com- 
NEW YORK ...... 30 Church Street pany Bldg. 

TEP cc cees Rockefeller Building KANSAS CITY ..... 417 Grand Avenue 
WORCESTER .......94 Grove Street OS ee eee Praetorian Building 
DTT. sacensaves 185 Franklin Street a Merchants National Bank 
PHILADELPHIA ...Widener Building Bldg. 

ojer ° +, Se Frick Building OKLAHOMA CITY...State National Bank Bldg. 
EOE «no Ch o Keo” 337 Washington Street BIRMINGHAM, ALA.Brown-Marx Building 
ne .csteeews Foot of First Street MEMPHIS, TENN. ...Union & Planters Bank Bldg. 
-<INCINNATI ....... Union Trust Building PEs ssee ees oe Trust Co. of Georgia Bldg. 
BALTIMORE ....... 32 So. Charles Street ei a dig! Ist National Bank Building 
WILKES-BARRE, PA.Miners Bank Building SALT LAKE CITY..Walker Bank Building 


Export Representative: U. S. Steel Products Co., New York. 
Pacific Coast Representative: U. S. Steel Products Company. 
San Francisco Los Angeles Portland Seattle 


American Steel & Wire Company 


Chicago New York Boston Birmingham Dallas Denver Salt Lake Ost a's 
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For Every Size and Type of Lawn— 


A COLDWELL Dependable Mower 





The Coldwell Electric 


For city and suburban 
homes. Plugs in any light 
socket—cuts a 21. inch 
swath. Coldwell Mower— 
General Electric Motor— 
Timken Tapered Roller 
Bearings. As easy to oper- 
ate as a vacuum cleaner— 
all the operator has to do 
is steer it. 








The Model “L” 
Motor Lawn Mower and Roller 
With Detachable Units 


For estates, golf courses, 
parks, school and_ public 
grounds. Cuts a 60 inch 
swath with units attached. 
Capacity 10 acres a day on 
one gallon of gasoline. 
Mows and rolls simultan- 
eously. 








WLR 









HETHER your customer’s 

lawn requirements call for a 

mower to be pushed by hand, 
drawn by horse or tractor, operated 
by gasoline or electric power, there 1s 
a Coldwell Mower in the Dependable 
line to meet that requirement. 









Being linked up with a Dependable 
complete line creates confidence in the 
minds of your customers which, in turn, 
results in more sales and greater profits. 
Make your store headquarters for the 
Coldwell Line of Dependable Lawn 
Mowers. 








Write, today, for our attractive 1926 
dealer proposition and detailed informa- 
tion on the new Coldwell Electric. 
















Oa te aera 
\ 


4 
ft 
~ 


DEPENDABLE LAWN MOWERS 


HAND, HORSE AND MOTOR 
Factory Branch 


319 South West Fifth Street 
DES MOINES, IOWA 


Factory Branch 
4139 West Kinzie Street 
CHICAGO, ILL. 


COLDWELL LAWN MOWER CO., NEWBURGH, N. Y., U. S. A. 


February 4, 1926 
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YOUR BEST CUSTOMERS 


CAre People Who Realize That Only the Best 
Is Cheapest. They Buy Vollrath Ware 


OONER or later every hardware dealer 

has to choose between two kinds of 
customers. One kind buys quality. The 
other kind buys price. 


You know who the first kind are. Your 
banker knows them. Your news dealer 
knows them as readers of the better class 
magazines. 


And the price buyers are fewer in numbers 
than most people think. They just make more 
noise; that’s why they seem so numerous. 


What kind of customers do you want? Is 
there any question about which kind’ is 


most profitable? 
Thousands of hardware dealers all over the 


country have decided that the customers 
they want most are the quality buyers. So 


they have prepared for that kind of trade. 
They havestockedonly quality merchandise, 


"Way up front in these stores you see 
Vollrath Ware prominently displayed. 


Vollrath Ware is there because it is a qual- 
ity line. It is well known. It sells easily. 
The turnover is twice as fast as on ordinary 
hardware store lines. 


Customers who believe in buying good mer- 
chandise realize that good products cost 
more than inferior articles. They buy Voll- 
rath Ware without hesitation. 


Of course there are lots of things you can do 
to make it easier for them to buy. The 
Vollrath Selling Plan explains how. 


Ask the Vollrath salesman to tell you about 
this plan, or write us. 


THE VOLLRATH COMPANY, Sheboygan, Wisconsin 
Established 1874 


VORRare 


WARE 
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KHITCHEN KATCH-ALL 


The Sanitary Under-the-Sink Strainer 











Sanitary AITCHEN KAICH- 
ALL sales to the consumer 


increased 200% in 1925. 


National Advertising in 1926 
will increase this demand 












Sells for $3.00 — Profit— 
from , 40% 
f FY 
ie = ; 7 7 
Coast to Coast iq yy \ be , On Sale 
i we 
Z X35 






Give the emnitialiie what she 
wants—you can t do this unless 
you have KITCHEN KATCH- 


ALLS in stock—see your jobber. 


THE OHIO METAL UTENSIL CO. 
GREENWICH, OHIO 
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sted on the Kawneer product 


Politz and McDowell investigated Store Fronts. They 
bought a Kawneer Front after finding them satisfactory 
in other shops. 


For twenty years 





SOLID COPPER 


STORE FRONTS 





have been giving equal satisfaction to thousands of mer- 
chants in every line of business. 


7 he 


KAWNEER 


; se ou this 
Let us send jy t Comoe 
book suggesting a store , 

: ‘ eee = ear 3317 N. Front 5t. 
front for your particular Niles. Mich. 
ine of business—IT IS ; * 

. so Send me Suggestions 
FREE. for Your Store . 


NAMI 


ADDRESS 








Coiry STATE 








Beauty of Design should be Considerec 
in YourStore Front <a 


> 


PERMANENCY 

























Kawne 


SOLID COPPER 


STORE FRONTS 





r 


Beauty of design in your Store Front means you 
can get bigger profits from your show windows. 





It individualizes your store and its location. 
It enables your merchandise to reflect true value. 


It improves the value of your property regardless 
of your location. 


All Kawneer Fronts are designed to fit individual 
needs, including Men’s and Women’s Wear, Shoe, 
Jewelry, Automobile Show Rooms, Automobile 
Accessories, Drug, Hardware, Furniture, Grocery, 
Electrical and Department Store, Restaurants and 
First Floor Offices. 


See Kawneer Store Front illustrated on preced- 


ing page. 


SORE ECR S ee ET eE Ree eee 
4 Peete reese reese eeeeeteeee 
+eeree: ot 


TH E 


Kawneer 


COMPANY 


NILES, MICHIGAN. 
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WS-75 Dish Drainer 


The WS-75 Dish Drainer, with its plate hold- 
ers and silverware basket, is very practical and 
will produce a steady volume of sales. It is made 
of heavy electric-welded steel wire with a bright 
retinned finish. 





WS-67 Dish Drainer 


The WS-67 Dish Drainer is a remarkable value 
‘in the cheaper drainer. It makes a very attrac- 
tive special sales item at prices from 19c. to 25c. 
You can sell these by the dozens at a nice margin 
of profit. 





The All-Purpose Baskets 


Are made in Two Sizes, 24 and 28 inches high. 
They are made of heavy steel wire, electric 
welded in every joint with a durable Patented 
Cover. Furnished in Green Enamel or Galvan- 
ised L*inash. 


We have very attractive values in thas line for 
the coming season. Get prices on the UNION 
line from your jobber before ordering your re- 
quirements, 


Secause Union Wire Goods are attractive, well- 
built, and durable; and yet within the reach of 
every housewife. 





itil Dealers Everywhere Recognize 
THESE LEADERS 





Display that Union Line of Wire Goods and get 
more of this profitable business. Your jobber 
carries this live Union Wire Goods Line. 





WS-50 Dish Drainer 


The WS-50 Dish Drainer sells wherever dis- 
played. ‘There is an increasing demand for this 
round drainer with the silverware basket in the 
center. It is strongly made of electric welded 
steel wire with bright retinned finish. 





Ask Your Jobber 


Kor UNION Canning Racks, Jar Lifters, Cake 
Coolers, Kitchen Utensil Racks, Broilers, Toast- 
ers, Fry Baskets, Lid Racks, Milk Bottle Car- 
riers, ete. 





- 
, ~ — _ ben oe « 


ALL-PURPOSE Basket used as Rubbish Burner 


Send for new Price List 


UNION STEEL PRODUCTS COMPANY 
Albion, Michigan 
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“Ohe leading job- ) She New Desien “he Big 1926 


f bers throughout Freezer selling sea- 
{ 


'§ the whole United WH son starts with the 
4 States carry the | ; first warm days of 
+ NewDesignWhite spring. So don’t 
~ Mountain Freezer. 

Their stocks are OUNTAIN 


wait until the last 
now complete. This ~ o ‘ 
: Jriple Motion 


minute to order 
is the time for you 


your season's 
stock. Late ship- 
to put in your ments may mean 
specifications delayed deliveries 
HEN your customers’ ask for the New Design 
White Mountain Triple Motion Freezer, you want 
to be in position to say “Here it is.”” White Mountain 
Freezer customers do not take to other makes. They 
go elsewhere to buy what they want. The dealer who 
provides himself now with a stock of White Mountain 
Freezers loses no freezer sales. See to it that you are 
in the prepared class. Get in touch with your jobber 
now, while you're thinking of it 


The WHITE MOUNTAIN FREEZER CoO., INC. 


NASHUA, NEW HAMPSHIRE 
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littl 
eo The Name WICKWIRE BROTHERS and 


more, But— é 
our experience and reputation of more than 








It is WORTH it. 50 years is your safeguard in buying. Write 
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4 Popular Styles 


Whatever the requirements may be, 
there is an Auto-Spray compressed air 
sprayer to fulfill every spraying need. 
We make four styles of cylinder, con- 
tinuous sprayers. 

No. 1. The trusted standby of farm- 
ers and gardeners. In heavy galvan- 
ized steel or rust-resisting sheet brass, 
locked seamed, closely riveted and sol- 
dered inside and out. Three of the 
best trouble preventers. 314 gals.; 23 
in. high; 7 in. diameter; weight 9 lbs., 
shipping 11% lbs. Oil resisting valves 
and washers. A few strokes of plung- 
er will discharge entire contents under 
high pressure. No screws or bolts. 
Last almost forever. Nicely balanced. 
Clog proof nozzle. 

No. 9. Similar to No. 1. Pump 
with screw lock. Collar and locking 
nut of brass. Packing ring does not 
turn in seat, preventing wear on 
washer. 


No. 100 is 100 per cent perfect. 
Made to last a lifetime and stand hard 
and constant usage. Stands 100 Ib. 
pressure, easily pumped. Heavy brass 
collar and handle, adjustable strap. 
Capacity 4 gal. Height 26 in., 71% in. 
diameter. Weight 11 Ibs. 

No. 50. Light weight, 2% gal. ca- 
pacity. For use where small quantity 
and light weight are wanted. Height 
18 in.; diameter 7 in.; weight 6 lb. In 
galvanized and brass. 

Torch for burning worms’ nests 
can be supplied for use only with 
Auto-Spray. 

These four sprayers are similar in 
general respects. Each is made in 
the very best possible manner and 
will give satisfactory service over a 
long period. 























“I am a wholesale grower of Perennial Plants. 
I have used the Brown Auto-Spray for a number 
of years, in my greenhouses and in the field and 
find the Auto-Spray satisfactory in every respect. 
It performs perfectly—is reliable and durable. It 
is the easiest to operate of any sprayer I have ever 
used and it is always ready to operate.”’ 

Adolph Fischer, Easton, Pa. 


Your customers want the best and will have it. 
That means you had better send for our new cata- 
logue in colors, describing “A Sprayer for Every 
Purpose.” ; No. 50 


THE E. C. BROWN COMPANY 











869 Maple Street Rochester, N. Y., U. S. A. 
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It’s the NESCO, the oil stove that cooks 
with gas. Already the largest selling oil 
stove distributed through the regular jobber- 


dealer sales channel, the success of the 


in the Saturday Evening Post, other lead- 
ing magazines, and farm papers. Thousands 
want to see this better oil stove and will 
buy it on demonstration. Are you prepared 
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Everyone Knew That Some Day A Better Oil Stove 
AT day is here. Would Be Developed series of eighty-seven 
The stove is here. powerful advertisements 












































NESCO Oil Cook Stove represents a real to show it? Are you prepared to sell it? 
: sales opportunity for progressive retailers. NESCO jobbers’ stocks at 291 points assure 
Women everywhere are turning to this bet- you of quick delivery and stock maintenance, 
ter type of oil stove. They want city gas and eliminate the necessity of a top-heavy 
range results and NESCO with its intense investment in your stove department. As a 
blue gas flame meets their requirements. matter of good business, it will pay you to 
So intense is the heat of the famous NESCO get the facts on the NESCO Oil Cook Stove. 
burner that a fly swatter held over it at the Ask your jobber’s salesman or write us for , 
cooking level, glows red hot in an instant. catalog Number 40. Address Dept.NN, 2. 
The story of this better oil stove is being National Enameling & Stamping Co., Inc. Advertis- 
broadcast this season to millions through a ing Department, 425 E. Water St., Milwaukee, Wis. 
New York, Philadelphia, Baltimore: Licensed Canadian d Goesdiny Blues wfacturers 
i . Co., Penetanguishene, Sag emg oe 
mil — 
— 
ail 
The intense heat ofa gas So also the intense blue- 
burner is due to the flame as flame of tee 
vim OTT COOK STOVE ‘*‘ess: 
WITH THE BLUE GAS CONTACT FLAME 
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The Compression Grip 


The double teeth penetrate 
lengthwise, the ends of the longer 
teeth protruding, are clinched 
down flat on the belt. Each 
tooth becomes a tiny vise 


holding the belt end 
> in a grip of steel. 
LEDS The “‘pull’’ is 


against the entire 
belt as a unit. Fric- 
tion in the belt ends and 
opening up of plies at the 
joints are eliminated. : 

The flexible jointissmoothand J , 
flush with the belt on bothsides. JF 4 
Repeated tests have demonstrated 
its great r&erve of strength—‘‘the 
Strongest Belt Lacing on Earth.” 






Preference Warranted 

















Hardware retailers have learned that 
Alligator Steel Belt Lacing stays sold and 
brings repeat business in enlarging volume. 
To speed this knowledge of Alligator Steel 
Belt Lacing we have advertised it in leading 
farm papers and trade journals for years. 
















The column to the left shows part of the 
careful presentation in trade journals for 







































7 The Hinge Pin 1926. 
' 
| ; For small shop and average farm trade 
| The steel hinge pin is made in two sell ‘Handy Packages” of two 6-in. joints. 
sections with oval faces that rock on There are 10 “Handy Packages” to the car- 
each other eliminating wear on thelac- : ‘ 
ing. To open joint for changing belt ton. For larger users sell larger standard 
length, release tension and push out pin. boxes. Order from your jobber. 
SIZES: 
From No. 00 for tape belts to No. 
75 for belts of % inch thickness 
there are eleven sizes—a complete | 
range, suited to every thickness and 7 ead abd Dox 
width of belting. . . 
A joint of Alligator Steel Belt Lacing usually Flexible Steel Lacing Co. 
lasts the life of the belt. —_ 4616 Lexington Street, Chicago, IIl. 
In England at 135 Finsbury Pavement, London, E. C. 2 
_ Seep Saga 
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The only shell on the market espe- 
cially designed in load, wadding and 
case construction to produce the 
maximum efficiency of progressive 
burning powder. Its longer range, 
higher velocity, and unequalled kill- 
ing power at extreme distances as- 
tonishes shooters used to ordinary 
loads. The H. V. Shell is loaded to 
a velocity equivalent to 3% drs. of reg- 
ular bulk smokeless—a _ super-maxi- 
mum load that can be used in any gun 
that will handle the regular standard 
maximum load. Peters dealers are 
cashing in big on shooters’ interest in 
® High Velocity Shells, ® “Tack- 
Hole,” 22 L. R. Cartridges, and ® 
High Velocity Big Game Cartridges 
with Peters Protected Point Expand- 
ing Bullet (pat’d) and no-foul bullet 
jackets. 
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ETERS High Velocity Shells have proven their 

popularity with shooters. They have shown tre- 
mendous sales increases for dealers in all parts of the 
country because every new sale means a permanent 
customer and an enthusiastic booster for these sensa- 
tional game-getters. These shells demonstrate une- 
qualled range and killing-power that makes the boys 
come back for more every time. 


Worthy companions in the ®) line are Target—a tried 
and true field and trap load in bulk or dense powder 
loads; Victor—a lower priced smokeless shell of ® 
quality; Referee—the clean-shooting, semi-smokeless 
shell that gives your black powder shell shooters the 
effective velocity of smokeless powder at black powder 


prices. 


Each of these shells has a particular demand. They do 
not duplicate each other except in the quality of their 
®) construction. With these four shells you can meet 
the shooting requirements of every sportsman who 
enters your store. You give him the load he wants 
plus the superior shooting quality of the ® Brand. 
Four outstanding shells—all standard load combina- 
tions—low investment—dquick turnover. 


Write for the ® dealer plan and name of the 
® jobber who will supply you with this fast- 
selling line of high-grade ammunition. 


THE PETERS CARTRIDGE COMPANY 


DEPT. A-22 
NEW YORK LOS ANGELES 


EILERS 


AMMUNITION 


CINCINNATI 
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There’s a Large Catch 


Waiting for Sporting Goods and 
Hardware Dealers 
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The fishing season is eagerly looked 


forward to by hardware and sport- 
ing goods dealers who stock the Falls 
City Line! They know the demand 
for Falls City Minnow Buckets, 
Bait and Tackle Boxes, etc., bearing 
this name means a large catch of 
profits. They know that practical- 
ly every man entering their store is 
a potential fisherman. They also 
. = know that they can easily sell a 
i MO GG, kp) | line that is as popular as the Falls 
Tipe” | » ff | City Line—the line that has an 
established reputation. 





Are you one of these wide-awake 
dealers? If not, you are due 
for a pleasant awakening when 
you stock this famous line. 





Write for 1926 Price List and Specifications. 


STRATTON & TERSTEGGE CO. 


INCORPORATED 
¢ | wy Ae . 
(SIAN NY A LOUISVILLE, KENTUCKY 


L. K. GRUNDY, Western Off.: 419-420 Central Bidg., Los Angeles, Calif 
Sales Representative Eastern Off.: 733 South Preston Street, Louisville, Ky. 
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Every True Temper Fishing Rod is guaran- 
teed to give the user satisfactory service. rod are very jealous of the trade-name 
“True Temper’. They are extremely 
careful of the products put out under this 
True Temper’”’ 
alone, may always be ac- 
cepted as a guaranty of the 
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Half A Million Fishermen 


are reading about it! 


HE story of consumer advertising on the True 

Temper Fishing Rod may be summarized as 
follows: An exceptional casting rod of alloy steel; in 
one piece; with no joints to interfere with bend or 
action; black or bright nickel, or black enamel finish; a 
choice of stiffness, grip and cover. 


True Temper Advertisements that appear this month 
in Field and Stream, Outdoor Recreation and Outdoor 
America are selling this rod to your customers. They 
are urging the sportsmen of your town to examine this 
wonderful rod at your store. They are assuring you of 
a profitable line during the buying season. Lay in a 
stock of True Temper Fishing Rods for spring trade. 


The American Fork & Hoe Co. 


Sporting Goods Division 
General Offices: Cleveland, Ohio 


sé 


name, so that the words 


highest quality. 


IRUE TEMPER FISHING Roos 


The manufacturers of this popular fishing 
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Nationally Advertised to Boat Owners 


Jeffery’s Waterproof Marine Glues are nation- These publications have told thousands of boat 
ally advertised in practically every marine and owners about these wonderful glues. 

boating magazine. 

The big list includes the following: Boating, 
Motor Boat, Motor Boating, Power Boating, 





















Our slogan: “Does your boat leak?” has brought 
responses from all parts of the world. 


a oo —_ ee Motor — The result is a very large demand for Jeffery’s 
a ama nied Screatson, “fi Marine Glues which hardware and marine supply 
tional Sportsman, Hunting and Fishing, Atlantic ieoteen one coniousiie womeluies 

Fisherman, Pacific Fisherman, Fishing Gazette , ee 

and many other publications. But we do more than create a demand for 





JEFFERY’S 


Waterproof Marine Glues 


We co-operate with our Jobbers and Dealers in a practical way. 
We circularize ists of boat owners in the name of the dealer pro- 
viding us with them. We supply you with copies of our full 
page ads in Boating Papers so that you can tie up your efforts 
with our publicity. We also furnish you with interesting Book- 
lets that tell which glues to use and how to use them. 

Our glues are easily applied, cover well and waterproof a boat so that 
it is absolutely and permanently leak-proof. 


Our attractively labeled cans help materially in making sales and your profit 
is exceptionally large. Jobbers supplied direct. Dealers through our 


Jobbers. 
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We make Marine Glues and Cements for every purpose and 
stand squarely back of every product. 


LW Ferdinand £Co, 


152 Kneeland Street, Boston,Mass. 
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SHOTGUN POWDERS 





oz 





oz 


HIGHER VELOCITY THAN 









Ducks 3 1 










Kind of Game 







equivalent to 


loads only, use No. 


THE Du Pont Standard 
Loads include all the loads 
you need tocarry for any game 
hunted with a shotgun. Spec- 
ify du Pont powders in the 
Standard Loads. You’ll cut 
down your shell inventory at 
the end of the year because 
your whole stock will be more 
readily saleable. 


SPECIF 


S of 


DUPONT OVAL SMOKELESS 


2&4 





order ins. 
AS ee 
GRAINS 
equivalent to td 


10 
14 





HARDWARE AGE 


























You're in business 
to sell—not to take 
inventory 


IMPLIFICATION of stocks was needed in the shotgun 
shell business about as badly as in any line of merchan- 
dising. It had to come. It’s here. And you benefit. 


Today, even the particular shooter asks for 
the more commonly used shotgun loads. 
He knows they are the best for the purpose 
because the great majority of shooters have 
found this out through experience. The 
Du Pont Standard Load Chart is based on 
the information given by thousands of 
experienced shooters. 

The loads suggested in the Du Pont Stand- 
ard Load Chart are the profitable loads to 
stock. While du Pont makes powder—not 
shells—du Pont is vitally interested in 


helping you build up a greater and more 
profitable shell business. 

When ordering your heavy loads—for hunt- 
ing duck, geese, brant, turkey and grouse 
—be sure to tell your jobber’s salesman you 
want shells loaded with Du Pont Oval— 
the greatest forward step in powder manu- 
facture in over a generation. For medium 
and light loads, specify the old standbys, 
Du Pont (bulk) and Ballistite (dense). 
Remember that Du Pont Oval comes only 
in heavy shotgun loads. 


E. I. DU PONT DE NEMOURS & COMPANY, INC. 


Sporting Powder Division 


WILMINGTON 


DELAWARE 
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Fascination 
Inspiration 
Education 

Entertainment | 


Accuracy 
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How Hohner Advertising is 
Creating Harmonica Sales 


27,685,857 Prospective Buyers Are Being 
Invited Each Month to Call on Hohner 
Dealers and Ask for Free Instruction Book 











Now Anyone Can Piay 


a HouNER HARMONICA 


This FREE 
Book Will 
Prove It! 


Thousands of 
people of all ages, 
in all walks of life, 
are now playing 
Hohner Harmoni- 
cas for entertain- 
ment, education 
and inspiration. 
Thanks tothe new 
<= |\ }| instruction book 
||| they are enjoying 
||| the popularity that 
| }| comes to those 
| 
| who can play this 
\) fascinating musi- 
cal instrument. 








If there is any greater satisfaction than 
listening to good music, itis surely that 
of being able to play it. This Free In- 
struction Book, containing charts, pic- 
tures and popular musical selections, 
will enable you to play the Hohner Har- 
monica with an ease that is most sur- 
prising. Ask your dealer for a copy to- 
day; if he cannot supply you, write di- 
rect to M. Hohner, Inc., Dept. 000, 
114 East 16th Street, New York City. 


Leading Dealers Everywhere 
Sell Hohner Harmonicas 


50¢ up. 











OME idea of the unusual co-operation which is 
being rendered to Hohner dealers may be 
gained from the fact that Hohner advertising is 
now appearing in nearly fifty leading magazines, 
with a total monthly circulation of 27,685,857. In 
addition to this campaign in magazines, Hohner 
Harmonicas are being featured in newspapers, 
farm papers, billboards, radio and other media. 


The advertisement reproduced at the left is one of 
a series now appearing in this large group of publi- 
cations. In all Hohner advertising, as in this ad- 
vertisement, prospective buyers are urged to “Ask 
your dealer for the Free Instruction Book.” Inter- 
ested people, responding to this suggestion, go to 
their dealer and ask for the free book. And experi- 
ence has demonstrated that an inquiry invariably 
means a sale. 


Here then is a very simple but convincing explana- 
tion of the highly successful selling idea which is 
the keynote of the Hohner advertising. We are 
creating the demand for Hohner Harmonicas; all 


we ask you to do is help us supply it. 


If you want to enjoy a big share of this desirable 
and profitable business in the coming year, send 
for a supply of Free Instruction Books today and 
be ready to turn interested inquirers into satisfied 


customers. 


M. Hohner, Inc., Dept. 66, 114 East 16th St., New York 


Canadian Address: Hough & Kohler, 468 King Street, W., Toronto 




















Health 
Portability 
Durability 


| Popularity 
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Wait— 
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Until You Have Seen the New Cannon 
Ball Line Before You Place an Order! 
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Again— 


LANNG 
BEATS EM ALL 


FOR 1926 we have planned important 


additions to the famous Cannon Ball 
Line of wheel goods—so important that 
we urge all dealers to defer the placing 
of a single wheel goods order for the 
coming season until they have seen 
them. Write or wire today for full de- 
tails — we will either send complete 
information by mail at once, or dispatch 
a salesman, with samples, from the fac- 
tory or the nearest branch. 


We believe we have eclipsed all our past triumphs 
with the Cannon Ball Line for 1926 —don’t fail 
to see the new numbers that make us believe it! 


HUNT, HELM, FERRIS & CO. Inc. 


Harvard, Illinois 


Albany Philadelphia Minneapolis Kansas City 
San Francisco Los Angeles 
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Outsells because it Outshoots !! 
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Why Yow can increase your Ammunitio1 


business in 1926 by selling Hesloun 





Range 





The Most Popular Shell of All for 
All-round Shooting 


Not only ready acceptance but an actual definite demand—built up by striking i 
provements, backed by persistent advertising—that’s the story of Super-X, Xpe 
Lubaloy, Marksman and other Western products. 

The general and ever-spreading demand for Western has enabled Western deal 
to make more money out of ammunition. Western shells and cartridges sell mc 
easily—and at a good profit. 

Metallics? ... Yes! .22’s, high power cartridges, and revolver cartridges. 
Always a popular cartridge the Marksman L. R. .22 grew in popularity by lea 
and bounds in 1925. It performs with accuracy second only to that of Wester 
famous .30-’06. 

What The Western Cartridge Company has accomplished in ammunition tmpro’ 
ment has placed this company at the head of the list in the field of ammunition d 
velopment—has made Western the choice of champions ... World’s Champi 

Ammunition. 

Western’s famous Lubaloy non-fouling bullet is an outstanding achievement 

ammunition development. Likewise such cartridges as the deadly Open-point E. 

panding bullet—the .30-30 High Velocity—the new 220-grain Soft Point—and t 

Boat-tail bullet. 

The world’s police team revolver championship, won last year at Camp Perry, Ohi 

with Western, shows the remarkable accuracy attained in this type of ammunitio 

And in shotgun shells nothing has ever equalled the greatest selling shell of ¢ 
.. Super-X, with its 15 to 20 yards greater effective range and shortened sh 

string, an exclusive Western feature ... Or Xpert—the all-round shell that hi 

won a million friends in little more than a year. 

If you are not selling Western you are losing ammunition business you would othe 

wise be getting,—You are your own strongest competitor. 

Western dealers profit by being the first to show the latest and best. Year afte 

year Western sets the pace ... Watch Western in 1926!! 

See your jobber or the Western representative. Concentrate on Western and enjc 

the biggest ammunition year you've ever known. 


WESTERN CARTRIDGE COMPANY 





250 Broadway East Alton, [lino 
WATCH WESTERN IN 1926 ! 
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Making Miniature Railroad History 
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THE HUMMER 
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What’s “Pulling In” 
on TRACK 5 


“We want NEW Trains” yell the Boys of America 
“Give us NEW Features” cry The Toy Dealers 
“HERE THEY ARE” says The American Flyer Mfg. Co. 








Remembering the sensation caused by the arrival 
of the “ALL AMERICAN” at last year’s New 
York Toy Fair; Dealers will be delighted when 
they see the NEW ELECTRIC on TRACK 5 


See “THE PRESIDENT’S SPECIAL” 
on TRACK No. 5 


Conductor and Engineer, The Mack Bros.—Brakeman, “Eddie” Vogt 


and the new 1926 “American Flyer” Lines at the 
AMERICAN FLYER’S own show in our perma- 
nent New York Salesroom, Suite 452-454, Fifth 
Avenue Building, 200 Fifth Avenue, 


During the Toy Fair, Feb. 1st to March 6th 


2219-39 South Halsted St. 


American Flyer Mfg. Co. Chicago, - - - Ilinois 
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ATKIN Sg 


m@ SILVER SAWS. 
STEEL 
Pruning and Pruning Saws 3 
Success in pruning can be greatly 
aided by selling the workman the 
right saws—ATKINS. 


Atkins Pruning Saws are 
adapted to the purpose. They 
are made the proper shape, 
so as to be available for 
use in cramped places— 
and the correct balance 
SO as to make the saw Se : Ba 
easy to handle—- Ae Te Bar » 
both of these are oy ha “ie 
important facts 
to consider 
when order- 



























POPULAR PATTERNS 
of Atkins Pruning Saws 
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Atkins No. 4. <A popular saw for heavy work 


























Atkins No. 7 Tapered Atkins No. 10 Tapered 


PLACE YOUR ORDER PROMPTLY 


You will not make a mistake by ordering Atkins Pruning Saws. Send to us for copy 
of our book ‘‘Pruning Pays. Give us the names of those who use Pruning Saws in 
your locality and we will send one of these books with your imprint thereon to each 


prospect. Address nearest point below. 


E.C. ATKINS & COMPANY 


Established 1857 THE SILVER STEEL SAW PEOPLE 

















Machine Knife Factory: HOME OFFICE and FACTORY: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
BRANCH HOUSES 
Atlanta Memphis New Orleans Portland © Seattle 
Chicago Minneapolis New York San Francisco 
Vancouver, B. C. Paris, France 














Founded 1855 
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American Hardware 
the World Over 


This is the World Wide Buying 
Number of HARDWARE AGE, wherein 
we clasp hands with friendly mer- 
chants of other shores. It is a ver- 
itable storehouse of merchandising 
information and _ should give _ the 
merchants of other lands an excellent 
view of American merchandising 
methods. For those in this country 
the section devoted to American Hard- 
ware Abroad will prove of much in- 
terest, in that it is a graphic presen- 
tation not only of the prestige of 
American Made Hardware but of the 
methods of selling and displaying it 
in far-off countries. 





What Readers Say 
About 
Hardware Age 


“T look forward to HARDWARE AGE’S 
weekly visit with increasing interest as 
time passes. Its many good ideas and 
suggestions have from time to time helped 
me with my work.” 

(Signed) J. L. WILLIAMS, 
Bridgeport, Conn. 


“I certainly enjoy reading HARDWARE 


AGE.” 
(Signed) J. B. BROOKER, 
New Berlin, N. Y. 


“T would as soon try to run a hardware 
store without a pair of scales as to try 
to operate mine without HARDWARE AGB.” 

(Signed) G. E. MARSH, 
Hiddenite, N. C. 


“T am employed as a clerk in a hard- 
ware store. I have served in that capacity 
since May, 1924, and am still on the job, 
and am using HARDWARE AGE to increase 
my ability to serve.” ; 

(Signed) P. O. POWERS, 
Arcade, N. Y. 
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McKINNEY 





Reproduced from a McKinney Saturday Evening Post advertisement 


McKinney is increasing the public’s appreciation of the 
beauty in hinges by the force of its advertising and by 
the artistry of its finishes. That McKinney hinges do 
their work well is the foundation which makes 
this additional appeal possible. 


McKInNEY MANUFACTURING COMPANY 
PITTSBURGH, PA. 
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ESE are imternational days. The 
individual mations of the earth 
are more interested in and de- 
pendent upon ‘the activities of other 
nations today than ever before. The 
World War indelibly impressed upon 
people everywhere the fact.that no na- 
tion is exempt from the reactions 
which come from the major activities 
of any other nation or group of na- 
tions—that there is a common bond of 
interest between people of all nations. 


Today that common 
Hands bond is one of peaceful 
Across the trade—the interchange of 
Sea merchandise and _ basic 
products—which through 
the business contacts and friendships 
established tends toward a better un- 
derstanding among men and nations. 
In this spirit, HARDWARE AGE stands 
with the hardware trade of America in 
a great movement of Hands Across the 
Seas—a friendly movement having for 
its impulse a sincere desire to know the 
hardware interests of our neighbor na- 
tions better, and be better known our- 
selves; to gain in knowledge and friend- 
ship, and to give in like proportion; to 
live and let live; to exemplify in busi- 
ness those immortal words of Lincoln: 
“With malice toward none; with charity 
for all; with firmness in the right as 
God gives us to see the right—to do all 
which may achieve and cherish a great 
and lasting peace among ourselves and 


all nations.” 
ok - a 


This is the World Wide Buying 
Number of HARDWARE AGE. It is go- 


Loew 3 Boil 


ing with our compliments to the hard- 
ware distributors of all English speak- 
ing countries. 

It has been written and compiled with 
two distinct objects in view—to aid the 
merchants of the United States by 
bringing to their attention a great va- 
riety of merchandising and display 
ideas, and to show their brother mer- 
chants in other English speaking coun- 
tries how American hardware mer- 
chants display and sell American hard- 
ware. 


It is primarily a pic- 
Around the torial issue, because it is 
World with almost impossible to ac- 
Hardware curately portray such 
things as merchandise 
display, store arrangement, window and 
store front design, etc., through the 
mere use of words. On the other hand, 
these essential features are easily 
shown and the details grasped at a 
glance when illustrated by actual pho- 
tographs. 

In the pages of this issue there is 
what might almost be termed a text 
book of modern hardware store ar- 
rangement and display; with it are in- 
terspersed stories which detail the suc- 
cessful merchandising of various lines; 
ideas and methods which have enabled 
merchants to become important and 
prosperous factors in the business life 
of their communities. 

We take little personal credit for it. 
The credit belongs mainly to those 
merchants whose ideas, methods and 
experiences have made it possible. 
HARDWARE AGE is largely the clearing 
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Trade Wind. 


house—the medium through’ which 
members of the American hardware 
fraternity pass on to their fellows the 
outstanding factors which have con- 
tributed to their own successes. 
And—to the lasting credit of the 
hardware trade be ‘it said, that never 
have we found a hardware man unwill- 
ing to share his business knowledge 
with his fellows, either at home or 
abroad. : 
We have said that one of the objects 
of the World Wide Buying Number is 
to show merchants in other countries 
how American hardware merchants 
display and sell American hardware. 


* * * 


But—after looking at 


Displa 
ea the wonderful displays in- 
from Fae stalled by merchants in 


: ; Australia, New Zealan 

Countries South Africa and pr 
far off countries, we are beginning to 
think that perhaps our distant cousins 
have something they can show us 
along these lines. Certain it is that 
American hardware merchants can 
spend a pleasant and profitable half 
hour studying the displays in our for- 
eign section. 

Get what benefit you can from all 
the displays. Copy the things that ap- 
peal to you. There are no patents on 
window trims or store arrangements. 
Montaigne had the right idea when he 
said: “Amongst so many borrowed 
things, I am glad if I can borrow one, 
disguising and altering it for some new 
service.” 
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Speaking of the Export Trade 


Secretary Hoover 
Says : 


¢¢ I T seems worth repeating at times 

that our international trade is 

one of the very foundations of 
our standards of living. Moreover we 
need a constant expansion of our ex- 
port markets to give stability to our in- 
ternal production by a wider range of 
customers.” 





of Commerce Herbert Hoover in an address 

before the American Merchant Marine Con- 
gress in New York city, Nov. 8, 1923, provides a suc- 
cinct epitome of the attitude of Mr. Hoover and other 
close students as to the value to American business 
interests in building up markets abroad. It is as per- 
tinent to the hardware trade as to any other. 

Amplifying the subject, which dealt with the need 
of a privately owned American merchant marine, the 
Secretary added: 

“If we would make sure of the continuous flow of 
goods we must have the American on the ground 
distributing to the foreign retailer, securing business 
by his services as well as his price. Many an Ameri- 
can merchant has seen his established trade disappear 
because he depended upon a foreign merchant not 
to show patriotism to his own country. This situa- 
tion has been contributed to by the tendency of some 
of our manufacturers to regard export as a happy 
hunting ground in times of domestic depression, to 
be abandoned in times of domestic demand.” 


[ocr foregoing statement, made by Secretary 


The Australian Trade 


It is peculiarly true that in dealing with his Aus- 
tralian client the American exporter uses the same 
methods as he would use in the domestic trade. This 
fact has been made clear in a statement issued re- 
cently by the Far Eastern Division of the Department 
of Commerce which says that the successful develop- 
ment of American-Australian trade during the past 
30 years has been interesting in view of the great 
distance between the two countries and the compe- 
tition which has to be met. American exports to 
Australia which amounted to less than $9,000,000 in 
1895 rose steadily to $43,350,000 in 1913 and to more 
than $125,000,000 by 1924. 

The permanency of the foothold of American inter- 
ests in the Australian market is indicated by the fact 
that the United States exports in 1924, which were 
considerably greater than in the preceding year, 
showed a gain of more than $5,000,000 over the peak 


post-war year of 1920. 
Though it may seem strange that American export- 





Hon. Herbert Hoover, Secretary of the 
Department of Commerce, who is doing 
much to develop foreign merchandising 


ers can so successfully develop a market so far from 
home, a study of distances reveals the fact that United 
States producers are considerably nearer Australia 
than are European competitors. Sydney, which is the 


‘principal distribution center for that country, is 


situated 12,000 nautical miles from London via the 
Suez Canal, while the distance from New York via 
Panama is shorter by 840 miles, and San Francisco 
is only 7000 miles away. 

The relative nearness to the market, therefore, 
coupled with improved and fast transportation on the 
Pacific places American exporters at a considerable 
advantage over their European rivals in the Common- 
wealth. 


Using American Goods 


The progress in the Australian field is brought out 
strikingly by the per capita consumption of American 
goods in Australia over a period of years. In 1895 
the population of the country totaled 3,174,400 and 
the amount of goods taken from the United States 
during that year was $8,938,760. In 1900 the popu- 
lation had increased only 18.6 per cent, while Ameri- 
can exports to the Commonwealth had increased 199 
per cent as compared with 1895. By 1924 the popu- 
lation had increased only 85 per cent over that of 
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1895 but American exports were some 1300 per cent 
greater. 

The Far Eastern Division declared that the similar 
economic histories of the United States and Australia 
have no doubt been largely responsible for this trade 
growth. The statement is equally applicable to a 
number of other English-speaking countries. 

“Current problems in Australia,” the Far Eastern 
Division statement said, “are identical with those con- 
fronting the United States at some stage of its 
development and it is but natural that the Common- 
wealth should look to this country for a precedent. 
American automobiles are used to overcome the great 
distances on the vast plains of Australia, and machin- 
ery and tools which have been found useful in America 
serve the Australian farmer or artisan very well. 
Railway, hydroelectric, harbor, city and similar de- 
velopments are identical in their problems.” 

In speaking of Americans using the same methods 
in dealing with Australian clients as are used in the 
domestic trade, the statement said: 

“Advertisements run for American readers can be 
used without material change just as effectively in 
the Australian press, and the style of business corre- 
spondence in vogue iin the United States is quite sat- 
isfactory in dealing with the Australian importer. 

“There is probably no country in the world where 
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it is easier to place an American agency than in Aus- 
tralia. The Commerce Department’s trade commis- 
sioners at Sydney and Melbourne have been very suc- 
cessful in this respect and are very active in creating 
new outlets there for American products.” 


Growth of Inquiries 


Taking up the matter of developing foreign trade 
and the assistance given through the government, 
Secretary Hoover, in his annual report for 1925, said: 

“I believe it can be said with confidence that the 
unique situation of our foreign trade is to a con- 
siderable degree due to the support given by Con- 
gress and the administration to the activities of this 
(Commerce) department. The reorganization of this 
service for practical trade promotive purposes is well 
indicated by the growth of applications by business 
houses and farm cooperatives for assistance by the 
department. 

“In 1921 these inquiries averaged less than 700 
daily, whereas they now exceed 7500 daily and are 
heavily overtaxing the facilities of the organization. 
A recent inquiry to export houses requesting esti- 
mates of their foreign transactions in which they 
were materially assisted by this department, either 
in sales promotion or in the prevention of losses, 
brought responses indicating a total exceeding $500,- 


000,000.” 





Our Hardware I:xports 


Hardware occupies in the World’s Commerce is 
illustrated by the fact that during the past year 
our total exports of hardware and allied lines reached 
a value of $232,289,245, or 5.1 per cent of the coun- 
try’s total exports of $4,497,649,309. 
The value of our hardware exports to the principal 
English speaking countries of the world was as fol- 
lows: 


[i dominant position which American Made 


HARDWARE EXPORTS IN 1924 


a a $17,268,260 
I i os ak ae 10,329,845 
a i ca atin ad ilk ih chil sie ae 7,462,373 
ee 1,903,027 
CN re reer rere 1,644,162 
i oe ae ee ek eae 3,047,479 
I a a i te dick at a pec ie mage 3,068,967 
British West Indies............ 2,814,406 


Exports of American made cutlery jumped from 
$4,615,962 in 1922 to $9,259,003 in 1924, while during 
the first nine months of 1925, cutlery valued at 
$8,169,290 was shipped abroad. This represents an 
increase of 16 per cent as compared with the corre- 
sponding period of 1924. 

The value of our tool exports in 1922 was $11,713,- 
242 as compared with $15,824,192 in 1924. During the 
first three-quarters of 1925, foreign shipments of 
these basic products reached a value of $15,259,869, 
representing an increase of 14 per cent over the corre- 
sponding period of 1924. 


Builders’ hardware and other hardware exported 
from the United States during the present year 
amounts to $7,187,539 for the nine months’ period. 
The export value of metal working tools has also in- 
creased, while reamers, drills, dies, saws, etc., are 
nearly two-thirds heavier. 

Stoves and furnaces going into export were valued 
at $2,863,360 for the first nine months of the present 
year, as compared with $2,890,953 for the same period 
in 1924. Thus far we have exported 31,862,012 pounds 
of abrasives, valued at $5,005,523, as compared with 
$4,162,411 for the same period.last year. 





Export Trade Increases 


ADIO exports from the United States in 1925 

reached a total value of $9,903,787 compared 
with $6,030,914 in 1924. The increase, while not 
quite as large as was expected due to a slight fall- 
ing off of exports in December, nevertheless ap- 
proaches four millions of dollars, indicating a very 
healthy, and growing foreign trade in American radio 
apparatus. 





Radio Sales Increase 
HE sales of American radio parts in England 
is reported increasing, while dealers are said to 
be interested in handling equipment made in the 
U. S. A. 
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Practical Displays Promote 
Completeness of the Lines Appeals 


Gears, Saws, Drills 
and Grinding 
Stones Are 
Featured 


HE Chandler & 

Farquhar Co., 
Boston, Mass., sells 
mill supplies 
throughout northern 
New England. It is 
popularly known as 
the New England 
Tool and Supply 
depot. The illustra- 
tion shows the firm’s 
sales display of 
gears. In it are car- 
ried gears ranging 
from 3/16 to 24 in. 
in diameter, and 
pitches from 48 to 4. 
The line _ includes 
spur, helical, bevel, 
meter and worm 
gears. Also a line of 
reduction units, 
silent chain drives, 
roller chain drives, 
attachable malleable 
chain drives, univer- 
sal joints, flexible 
couplings, hardware 
and ground _ steel 
washers and bushings for reducing. Among the allied lines are thrust bearings, annular 
bearings and journal bearings. The firm specializes on pillar blocks, brass shaft collars 
14 in. and under, fractional size motors, etc., for avocational amateurs and the experi- 


mental trade. é, 
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LECTRIC drills 
are sold in large 
quantities as a result 
of carrying a com- 
plete line and push- 
ing it. Many of the 
smaller sizes are sold 
to men who are not 


we CK * \ mechanics, but who 
41 ” rE have hobbies for 
ae ° yg making various 


things and for gen- 
eral home use. It is 
interesting to note 
that this enterpris- 
ing New England 
firm sold the electric 
drill which was part 
of the equipment of 
the McMillan polar 
expedition. 
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Interest in Mill Supplies 
to New England’s Best Buyers 




























HIS is a typical 

display, such as 
used by the Chandler 
& Farquhar Co., in 
their mill supply de- 
partment. An _ ex- 
tensive line of cut- 
ters and a complete 
assortment of pre- 
cision tools are of- 
fered. Thereisalsoa 
unique metal depart- 
ment which carries 
an unusual line of 
basic metals, includ- 
ing tubing from 
1/16 to 6 in. hole 
and brass disks from 
1/32 to % in. thick 
in varying diameters 
up to6in. A battery 
of power equipment 
allows cutting to di- 

mensions 





RINDING wheels 
are shown in a 
specially constructed 
sales and display 
booth. Hundreds of 
kinds and sizes are 
included in the stock 
of this typical mill 
supply hardware 
store. Among them 
are to be found not 
dlone the ordinary 
types, but many odd 
shaped wheels, such 
as cup wheels, and 
wheels for special 
grinding conditions. 
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Attractive Store Front Is Not 
Measured by Size 


that the outside appearance of their stores 

has a direct bearing on the number of people 
who will come inside, but now that the idea has 
taken hold, many examples of really beautiful store 
fronts may be found. 

With the idea of better and more attractive ap- 
pearance, a study of convenience, visibility and ar- 
rangement of the display windows has taken place 
until, it is generally conceded that the front of the 
store is one of the best ad- 
vertising mediums that a 
merchant can have. 

The most popular and 
modern store front is of 
plate glass set in metal 
(usually copper) _ strips. 
The plate glass has clear- 
ness, beauty and strength 
and the copper gives a 
touch of subdued color and 
at the same time gives rig- 
idity and does away with 
the clumsiness of the old 
wooden bars and sills. 

While the initial cost is 
greater, the metal construc- 
tion has many permanent 
economies; once installed it 
lasts for all time, it needs 
no repairing, there is no 
paint to fade or peel and no 
wood to rot or scar. Nat- 
urally a metal store front is 
heartily indorsed by the fire 
insurance companies and 
usually effects a rather sub- 
stantial reduction in rates. 
The fact that the metal 
construction is absolutely dust proof also means a 
saving, for merchandise placed in the windows does 
not become unsalable. 

The modern metal store front can be had in prac- 
tically any design to suit the taste or needs of the 
individual. The more common type is two equal 
sized windows with the door in the center. The 
proper depth of the windows has been the subject 
of much discussion in the past, the average dealer 
expressing an extreme reluctance to give up any 
more space in the front of his store than is abso- 
lutely necessary, contending that the front part of 
his sales room is too valuable to be disturbed. But 
it must be remembered that a good display window 
is even more valuable and that in order to get full 
service out of these windows they should be at least 
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Good types of metal front for narrow store 
rooms. 





Photographs courtesy Kawneer 





3 ft. 6 in. deep and from that up to 5 ft. Naturally 
the width of the store building will determine the 
length of the windows. 

As a great many stores are 25 ft. or less wide, it 
is a somewhat common statement on the part of the 
proprietors that their frontage is too small to be 
made attractive and so they make no effort to change. 
It may possibly surprise these “doubting Thomases”’ 
to study the dimensions and general appearance of 
the store of Stahl & Son, Lansing, Mich. This store 
is only 24 ft. wide, but by 
the clever arrangement of 
the front, designed and in- 
stalled by the Kawneer 
Company, 32 lin. ft. of win- 
dow display space, in addi- 
tion to the doorway in the 
center, is obtained. 

At either side is a 5-ft. 
11%4-in. front glass, flush 
with the sidewalk line, from 
which a 2-ft. “return” runs 
straight back. From this is 
a diagonal return of 4 ft. 
10% in. then another 
straight return of 1 ft. 3 in. 
which ends at a panel 1 ft. 
2 in. wide set on either side 
of the entrance door. The 
total depth from the side- 
walk line to the door is only 
5 ft. 134 in. 

Mr. Stahl was somewhat 
handicapped by the neces- 
sity of having an iron post 
to brace the second story, 
which stands directly in the 
center of the front. How- 
Co ever, this situation was 
overcome by erecting a shallow sidewalk case about 


7 ft. high on each side of it. 

The floor of the windows is low, 18 in. from the 
ground, and the base is covered with ornamental 
tile, while across the top of the entire front is a 4%4- 
ft. strip of prism glass in which is set a glass sign 
with the firm name. With the wide entrance, ap- 
proximately 14 ft., to the “arcade,” the merchandise 
displays in the side windows are easily seen by any 
passer-by. 

There are many other small stores that are bring- 
ing more customers to the inside by beautifying the 
outside and the results prove that the width of the 
building has really little to do with the possibilities 
in increasing its attractiveness. 
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American Hardware Abroad 


Photographs on this and 
six following pages are a 
graphic presentation of 
the world-wide prestige 
of American Hardware. 
You will note many ex- 
cellent displays in far- 
away countries where, 
perhaps, we do not al- 
ways visualize the people 
as using our wares. 
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the last year. The note in 
the corner of the ad reads 
“We stock every tool for 
every trade. Starrett’s engi- 
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This very creditable 
display of American 
aluminum ware is made 
by Carlos Wriedt e 
Hijos in Mexico City. 
The completeness of the 
line as well as the char- 
acter of the window 
display, are worthy of 
note wherever this mer- 
chandise is sold 








The above display of 
American hardware 
is arranged by Markt 
& Co., Ltd., of Brus- 
sele, Amsterdam and 
London, for display 
at trade centers 
where their repre- 
sentatives meet mer- 
chants who buy these 
goods. This company 
is an extensive im- 
porter of American 
merchandise 
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The display of Yan- 
kee tools at the left 
is in the store of 
S. Van Embden of 
Amsterdam, Hol- 
land. Apparently the 
mechanics of Am- 
sterdam are well 
versed in the use of 
American tools and 
demand the very lat- 
est to make them ef- 
ficient in their va- 
rious crafts 
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This peculiar 
looking build- 
ing 1 a store 
in Benares, In- 
dia,where Yale 
locks and Dietz 
lanterns and 
other Ameri- 
can hardware 
are sold to 
such people as 
you see enter- 
ing the door. 
There is an 
American var- 
nish sign post- 
ed, but the pho- 
tograph does 
not reveal the 
brand 
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Thelndian 
Bazaar pitc- 
tured below is 
much the same 
character of 
such bazaars 
for ages. The 
difference in 
detail is in the 
invasion 0 

American 
screen food 
covers, lan- 
terns and other 
items which 
are seen hang- 
ing above the 
walk. This 
picture was 
taken in Bom- 
bay, where 
window dis- 
plays are ap- 

preciated 





iene 


@,\ 


Our Southern neigh- 
bors are evidently 
extensive users of 
American aluminum 
ware, as this very 
complete display is 
in the Langstroth 
store in Monterey, 
Mexico. An exam- 
ination of the pho- 
tograph shows food 


HARDWARE AGE 





ROTH. STRO 





e” A | LU 
* : : i 


February 4, 1926 


This display of 
American lawn- 
mowers was made 
in the store of T. 


moulds and toy sets oe may + SS eS 
— eet Ty : J. Wathew in 


American 
locks are much 
in evidence in 
India, accord- 
ing to this dis- 
play of Corbin 
productsin 
Bombay 


Onehunga, a sub- 
urb of Auckland, 
New Zealand. 
Evidently Mr. 
Wathew is a be- 
liever in dealer 
helps, as he has 
used them freely 
to give character 
and color to the 
window 
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Lorain gas 
ranges occu- 
pied this con- 
spicuous dis- 
play in an 
industrial mer- 
chandising ex- 
hibit at The 
Hague. It was 
arranged by F. 
A. Van Der 
Loo & Co. 
Cooking dem- 
onstrations in 
regular Ameri- 
can fashion 
were given in 
the exhibit 








This salesman 
for American 
hardware 
goes to many 
strange locali- 
ties and is al- 
ways ready to 
show his sam- 
ples on short 
notice. He rep- 
resents Markt 
& Co., Ltd., 
who sell a va- 
ried line of 
American 
merchandise in 
many parts of 
the world 


Auckland, New 
Zealand, is a city 
of homes, where 
the family takes 
pride in the prem- 
ises. This win- 
dow display is in 
the Queen Street 
store of George 
J. Brown 
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The aluminum ware 
display above is in the 
store of Ayers & James, 
Ltd., Melbourne, Aus- 
tralia, and is amazingly 
complete. There are 
food moulds, toy sets, 
as well as the more gen- 
erally used cooking 
utensils. The Ameri- 
can trade with Austra- 
lia has grown rapidly 
during the last few 
years, and this inter- 
change of home equip- 
ment is establishing a 
friendliness between 
the two peoples 














This window display by ti .= oo ne 
Grace Bros., New South | 7 PENNSYLVANIA B B 
Wales, looks very Ameri- 1 be 
can. The mechanic as well ay: , . 
as the merchandise have a 4 | : The Kind of MOWERS 
homelike appearance Ha : ne a RK 
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A window showing Penn- 
sylvania lawn mowers and 
other American lawn and 
garden tools in the store 
of F. Prime & Co., New- 
ton, New Zealand 
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A section of the store of Espriella & Cia., 

San Jose, Costa Rica. In the front can 

be seen churns, lawn mowers, milk cans 

and bathroom fixtures of American man- 

ufacturers. The shelving at the rear is 

the lock department, in which is featured 
Yale locks 


ij e 












At the right is the very modern looking 

store building of Frank R. Perrot of 

Perth, Australia. In addition to selling 

American merchandise, Mr. Perrot has a 
very American looking store 





The fine building at the left is that of 
Yutivo Sons Hardware Co. of Manila, 
P. I. Here are carried large stocks of 
American goods. Photos by courtesy of 

Yale & Towne Mfg. Co. 
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Modern Store Fixtures 


Modern Merchandising Trend Typified in Display 











Treman, King & Co. proceed 
on the policy that goods well 
displayed are half sold. In 
sebadlt i" 3 See eel} this up-to-date establishment 
‘ee a ft ek i es = | improved fixtures enable a 

| prospective customer to ex- 
amine, at close range, the 
various items on view 












With display fixtures of the 
type illustrated herewith, it 
is possible to display samples 
of practically every item in 
stock while at the same time 
eliminating the unsightly 
drawers and shelves of less 
progressive times 


Here we have a glimpse of 
the cutlery department with 
automobile accessories in the 
background. The variety 
which it is possible to obtain 
in the matter of display is 
made possible by the im- 
proved fixtures installed by 
the Duluth Show Case Co., 
Duluth, Minn. 
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for Prestige and Profits 


Facilities of Treman, King & Co., Ithaca, N. Y. 











What sportsman with red 
blood in his veins could resist 
the lure of sporting goods so 
attractively brought to his 
attention by means of interior 
displays of the types tllus- 
trated herewith 









Sporting goods constitutes an 
amportant part of the busi- 
ness done by Treman, King 
& Co., Ithaca, N. Y. Fire- 
arms, it will be noted, are so 
pes go as 2 3 them \\ 
easily accessible to close ex- ener A Dh siadieen 
amination 8 ae er oe ae ee SEES ae 

Sh Geaeres see 

; ‘ 





To the left is shown a corner 
of the automobile accessories 
department, with tires dis- 
played on top of the case 
containing items from this 
profit making line 
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75-Year Business Romance in 


Jennison’s Former General Store 








mance in the hardware business, you can set it 
down that he knows nothing of the development 

in this line of merchandising. The evolution which 
is continually taking place in hardware retailing 
methods is, in itself, romantic. Take almost any of 
the older stores, trace their owners, their influence 
in their communities and their growth and you have 
a story that equals those of the famous Alger novels. 
Take, for example, the Jennison Hardware Co. of 
Bay City, Mich. The business was started in 1850 
by Charles E. Jennison as a typical small town gen- 
eral store in a little wooden building which occupied 
a site on the present location. A few years later, 


|: you hear anyone remark that there is no ro- 


a brother, Henry W. Jennison, joined the business 
and the firm became “Jennison and Brother,” and a 



















HE cutlery depart- 
ment occupies a case 
at the front of the store 
and included in the dis- 
play are lamps. Below 
are the sample doors 
showing the builders’ 
hardware stock. 


gradual change was begun by slowly dropping other 
lines and developing the hardware end of the business. 

Next a modern brick building replaced the original 
frame. At the death of the junior partner the busi- 
ness, now a full fledged hardware store, was sold and 
became known as “Towsey, Pierson & Beach.” A 
little later, C. E. Jennison took over the interests of 
Mr. Pierson and came back into the firm as a silent 
partner. During this time wholesaling was started 
in a small way and five years later the company be- 
came a partnership between Mr. Jennison and Mr. 
Towsey. 

Some time later the business was entirely taken 
over by C. E. Jennison, together with William Jen- 
nison, Gustav Rechlin and William F. Jennison, the 
latter a son of C. E. Jennison, the founder and then 
president of the 
present  organi- 
zation. The business 
had now _ become 
almost wholly a 
jobbing business 
and later C. E. and 
William F. Jennison 
bought out the in- 
terests of their as- 
sociates and were 
known as “Jennison 
& Son.” 

Then came _ two 
more members of 
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Michigan Retail Hardware Store 


a Model of Arrangement 


the younger generation, George B. and Dudley M. 
Jennison, and in 1894 the business was incorporated 
under its present name, the Jennison Hardware Com- 
pany. The retail end of the business was again taken 
up and the dual capacity of retailer and wholesaler 
successfully carried on. 

March 27, 1924, the brick building which had 
housed the business for so many years was destroyed 
by fire and within thirty days work was started on 
a modern five-story brick structure on the same site. 
This building was completed less than a year ago and 
the first floor houses one of the most complete and 
modern retail stores in the country. This store, 
which in reality is a “hardware department store,” 
has been equipped with the newest type of fixtures 
by the Duluth Show Case Co., and is a model both 
in appearance and 
convenience. 

The store room 
is larger than the 
average, being 
about 100 ft. wide 
by 95 ft. deep. It 
is arranged _ with 
five main aisles run- 
ning the length of 
the room, with wide 
cross aisles at the 
front and rear. The 
divisions between 
the aisles consists of 





$ 

















- 


vA YAN ANNAN 


double-faced cases about 8% ft. high with a 
U-shaped arrangement of floor cases running around 
them. 

Sections of wall cases run across the front, backed 
against the windows, and down one side of the store, 
while on the other side is a booth arrangement of 
bins accomodating an extensive line of mill and 
plumbing supplies. 

Some idea of the many diversified lines which the 
Jennison Hardware Company have found profitable 
to handle, may be gained from a study of the arrange- 
ment of the store. On the right of the entrance 
and running to the right hand wall is the sporting 
goods department; on the left are the auto accessories. 

The length of the left-hand wall is given over to 
the tool department, the various items being displayed 

(Continued on page 247) 





HE automobile ac- 
cessory department 
has a prominent place 
at the left of the en- 
trance of the store. 
The tools are displayed 
along the left-hand wall 
of the big show room. 
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Complete Showing of Lines 


Buyers See All Sizes of Cut- 4 x . 


lery, Pliers and Brushes 

* 

Without Trouble to Anyone A Th Ee 
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| hp naggyn cutlery is displayed 
to excellent advantage by 
the Davis-Hunt-Collister Co., 
Cleveland, Ohio. The _ various 
sizes of each kind of knife are 
fastened on separate panels 
placed in the case on an incline. 
Stock is kept behind the panels. 
This method allows a full length 
view of the knives in all sizes 
and patterns. The panels may 
be removed to allow inspection 
of the goods, and when the selec- 
tion has been made orders are 


filled from stock. 





ne Bx. 
oP ring GUIDE +¥ ° 
7 paint depart- 


ment is in the 
basement, and is 
both attractive and 
practical. Brushes 
are especially well 
displayed on a brush 
counter or display 
stand. The various 
kinds of brushes are 
grouped according to 
size, and the samples 
are removable for 
inspection. The 
brush display is close 
to the wrapping 
counter of the paint 
department, with the 
result that the cus- 
tomer has no oppor- 
tunity to overlook 
his brush _ needs 
when purchasing 

Paint. 
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HE panel idea is 

used very effec- 
tively in the pocket 
cutlery case. Here 
again the knives are 
grouped to fit the 
customer’s needs on 
removable panels, 
which incline toward 
the rear of the case. 
Under each knife is 
a button or _ tag 
which carries the 
manufacturer’s num- 
ber, the stock num-- 
ber and the price. 
The stock is kept in 
drawers, the com- 
partments of which 
are numbered _ to 
correspond with 
those on the _ dis- 


plays 
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N displaying pliers 

a plan similar to 
that used by pocket 
cutlery is employed. 
Pliers are shown in 
floor cases, which in- 
sures a good display 
and stops the losses 
from theft. The re- 
movable panel sys- 
tem is especially 
good for pliers, as 
the electrical worker 
or radio fan often 
buys several sizes 
when he comes in 
for only one. This 
picture also shows 
the effective displays 
of hand and breast 
drills, hammers and 
related items in wall 

cases 
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Attractive Display Brings Many 




































| ype housefurnish- 
ing goods depart- 


ment is on the sec- 2283” “Sih 


ond floor of the ; hw wre 
large store, but this 6615853 at diane Me, 7 | mae “AF — ww JE ; 
does not interfere err tr iit sa : , pega tl is Wa is '2 
with the patronage. , oi! POO Sf 

A sh 5 
Flat top tables are site & , 


used for displays, as 
well as specially ar- 
ranged shelving. 
This picture was 
taken just after the 
holidays, and does 
not show as much 
stock on display as 
is usual. On _ the 
right are several 
booth displays of 
special lines, which 
do not show in the 


illustration. 





HE drill case is 
somewhat out of 
the ordinary. Holes 
are bored in the 
shelving and special 
castings are inserted 
to hold the shanks 
of the drills. On 
the four shelves 
shown in this illus- 
tration there are ap- 
proximately 650 
drills on display, 
which includes all 
the kinds and sizes 
carried in stock. In 
the adjoining section 
are the braces, and 
this fact alone ac- 
counts for many 
sales of drills, par- 
ticularly special 
types and odd sizes. 
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A VERY profitable 
business in fire- 
place fixtures, gas 
logs, andirons has 
been built as a re- 
sult of the excellent 
presentation. The 
fixtures are perma- 
nently displayed at 
one end of the 
housefurnishings de- 
partment. This line 
is extensively adver- 
tised during the 
building season, and 
in the fall before 
the furnaces are on 
the job. A good 
range of stock is 
carried, and special 
orders are also taken 
for items not car- 
ried. There is a 
very fair turnover, 
and the profits are 
good. 


LLM 


ustomers to the 


Second Floor 


% s a % 
% 
ot Se 
ie 








ATHROOM _fix- 
tures are shown 

in a convenient 
booth in the house- 
furnishings depart- 
ment. The walls of 
the booth are fin- 
ished like those of a 
modern bathroom, 
and equipped with 




















glass shelves. Vari- 





ous types of towel 
racks are arranged 








according to size and 





are fastened to the 
back wall of the 





booth just as they 





would be installed in 








a bathroom. Shelves 
are used to show 
such accessories as 
soap trays, bath 
seats, bath sprays, 
and similar articles. 
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$25,000,000 Yearly in Wire 
Fence Sales 


Average Unit Sale Heavy—Cost of Handling Proportionately Low— 
Average of $750 Annually to Every Store Yields an Average Profit 


By Elmer T. Wible 


production in the past forty years bears a close 

relation to the progress of agriculture and the 
retail hardware store during the same period. It is, 
of course, too much to say that wire fence has been 
responsible for those parallel developments, and yet 
it has, without question, been a helpful factor. 

In early days, and in the absence of the effective, 
economical wire fence, such fences were used as 
seemed expedient in different sections. New England 
laboriously built her stone fences, the wooded sec- 
tions built their stump and snake fences, and out on 
the plains the pioneers planted osage hedges. The 
undue amount of time and labor required to build 
these fences, and their inefficient wastefulness is only 
too apparent to the present generation. 

The earlier fences, because of their large cost of 
time and labor, were chiefly boundary enclosures. 
There were very few of the cross-fences dividing 
farms into fields for efficient farming. In those days 
the importance of diversified farming was not recog- 
nized. Cash crops were grown and marketed. Sheep 
and cattle were brought to maturity on the free open 
ranges. The land was rich in fertility and the mat- 
ter of preserving that fertility was quite disregarded. 
Our forefathers thoughtlessly robbed the soil for 
temporary profit, not realizing that they were taking 
from the rightful heritage of their posterity. 


The Changed Values 


Nature is long-suffering in her patience, but unfail- 
ingly effects her full measure of retribution. The 
time comes when virgin fertile lands are no 
longer to be had for the asking. The population 
increases. The soil, even though robbed of much 
of its original fertility, must produce more to 
feed those dependent upon it. 

Meanwhile the factory system has sprung into 
prominence, producing present day necessities 
which to earlier generations were unheard of 
luxuries. The first evidence of the diminishing 
supply of farm labor was the extensive building 
of barbed wire fences. This made it possible to 
pasture cattle without the constant attention of 
herdsmen, more commonly spoken of as cowboys. 

At about the beginning of the present century 
began the turn to more intensive cultivation of 
the land. Farms were subdivided into fields, crop 
rotation and live stock farming gradually be- 
came more and more in vogue, until today the 


‘To history of the development of wire fence 





great majority of farms do not depend upon the 
fortunes (or misfortunes) of a single crop. Today 
every State in the Union produces a_ substantial 
amount of corn, Rhode Island producing more than 
one-half million bushels. Wheat, oats and hay are 
produced in every State. Sixteen States produce cot- 
ton, and thirty-seven States each have more than one 
million fruit-bearing trees. 

Census figures show that every state has a substan- 
tial number of horses, dairy cows, beef cattle, hogs, 
sheep and poultry. The average of farm incomes is 
divided as follows: 





i ae ee ea 36% 
Live Stock Products ............ 20% 
0 ee ee 40% 
Miscellaneous .................. 4% 

I a aah ia i ee i eel 100% 


It is not difficult to understand the reason for the 
large amount of woven wire fence that farmers have 
purchased during the past twenty-five years. Present- 
day farming requires hog-tight fences, and will re- 
quire them in greatly increasing volume as diversi- 
fied, intensive farming becomes more prevalent. 


$750 Sales Per Store 


The total volume of fence sales at retail at present 
amounts to approximately $25,000,000 per year. If 
this business were equally divided among hardware 
stores, it would amount to about $750 for each store, 
a very desirable addition to the average store’s volume 
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The New Englander made use early of the stones on his 


farm 
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The rail fence was widely used but it wasted land 
and made for weed crops 


of business, and a volume not readily obtained by 
many hardware items. Every active hardware mer- 
chant knows how he can eclipse the “average” sales in 
any line. 

Unfortunately, however, some of the fence business 
has slipped away from the hardware trade. In many 
districts lumber yards, feed stores, elevators and 
others are handling fence, in some cases getting more 
than half of the fence business in their communities. 
This is an unnecessary situation and can be changed 
by proper effort on the part of the local hardware 
merchants. 

Wire fence is a profitable line for the hardware 
store. It is true that the margin of profit will average 
a little less than the margin on tools, cutlery and other 
light hardware. However, it must be remembered 
that the average unit of sale of fence is many times 
that of light hardware items, and the cost of handling 
is proportionately low. 
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The stump fence was effective but a land waster, 
and anything but sightly 


Belongs to Hardware 


Wire fence is a staple necessity that leads to many 
other purchases throughout the hardware store. It 
belongs to hardware, but has been neglected by many 
to the extent that merchants in other lines have been 
able to win away some of the cream of the business. 
It is a market that is never saturated because of the 
ever growing need for extension and replacements. 

There is such a promising future in the develop- 
ment of the fence market that the hardware mer- 
chant who neglects to get his share will make a big 
mistake. In later articles in these columns will be 
discussed the future of the fence business, the im- 
portance of fence to the prosperity of every agricul- 
tural community, and how hardware merchants can 
greatly increase their volume of business and profits 
by taking advantage of the opportunity to supply 
their communities with fences and kindred items. 





Don’t Forget the Boat Owners This Spring 


oneck, N. Y., as is the case with many other 

towns situated on the waterfront, is interested 
in boating—a fact that has enabled two progressive 
merchants in that community to develop a very lu- 
crative business in the sale of marine hardware. These 
merchants are R. G. Brewer and Walter H. Baxter 
Co., both of whom are firm believers in the efficacy of 
concentrated window display, coupled with news- 
paper advertising. 

Marine supplies cover a fairly wide range of mer- 
chandise, and these merchants have found it advan- 
tageous to so fill out their stocks that an owner con- 
templating repairs is assured that he may get every- 
thing required from them. For example, a boat that 


LARGE proportion of the residents of Mamar- 


is being conditioned requires at least three kinds of 
paint—copper paint for that part of the hull which 
is below the water line, paint for the balance of the 
hull and paint or varnish for the deck and interiors. 

Items such as rope, deck canvas, fenders, buoys, 
alcohol stoves, cooking utensils, etc., are sold in large 
quantities. The strict marine laws, requiring the 
presence on board of life preservers, starboard and 
port lights, on board of all boats carrying passengers 
also help stimulate sales. They also have a steady 
sale of fire extinguishers suitable for marine use, to- 
gether with anchors, chains, fog horns, whistles, etc. 

They begin to feature their marine supplies as soon 
as the weather has become sufficiently warm for the 
boat owners to work out of doors in comfort. 
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Feature Garden Tools and Seeds 





The Bunting Hardware Co., Kansas City, 
Mo., goes the mail order houses one better 
by featuring early window displays of seeds 
and garden tools 


Garden tool and seed display of the Carlisle 
Hardware Co., Fitchburg, Mass. When a 
man sees a window like this he begins to 
plan a garden. If you go after this trade 
early you will reap a harvest in profits 


The frost will soon be out of the ground and 
your customers will be feeling the approach of spring. 
This is an opportune time to begin featuring garden 
tools and seeds. Don’t wait until warm weather is 
actually to hand. The mail order houses are alert 
to the possibilities of early selling and broadcast their 
catalogs during the winter months. Why not go after 
some of this business in your own community instead 
of giving it to the mail order houses? 

Get started now and feature a window display of 
garden tools and seeds. By doing this you will not 
only beat the mail order house at its own game but 
you will also be one step ahead of your competitors, 
the department and chain stores. 

A good window display at this time, of garden 
tools and seeds will cause many a man who sees it 
to decide right there and then to plan a garden or 
make improvements to his lawn. Possibly he will 
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not buy immediately, but once you have stirred up his 
interest in the subject, you will have a good prospect 
for a sale when he is ready to buy. 

Place your seed counter near the entrance of the 
store, where it will attract attention. Don’t tuck 
it away in the rear, or in some obscure corner. 
Emphasize the fact that your store is the logical place 
to buy seeds and garden tools and then pound it in 
with effective store and window displays, newspaper 
ads and circulars. If a customer buys only seeds, 
point out the advantage of some garden tool. Natu- 
rally if a man goes to the trouble to fix up his lawn 
he will take a certain amount of pride in his work, so 
try and sell him a trellis, garden hose or paint. 
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The Carlisle Hardware Co., Springfield, Mass., 
whose window is illustrated on this page has demon- 
strated the advantages of early display of garden 
tools and seeds and puts punch into its window dis- 
plays by means of attractive grouping of the various 
items shown. 

The Bunting Hardware Co., Kansas City, Mo., also 
makes garden tools and seeds one of the features of 
its winter business. 

What these and other progressive hardware mer- 
chants have done through intelligent cultivation of 
their opportunities you also can accomplish. It is a 
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significant fact that the sale of garden tools and seeds 
is not confined exclusively to the suburban and out- 
lying districts. Some of the stores enjoying the most 
substantial profits in this line are those located in 
the heart of our metropolitan cities. If these stores 
are able to do this business there is seemingly no 
reason why stores being more favorably located should 
neglect this essential avenue to profits. 

By all means get started early, for the early slaes 
are the profit makers and pave the way for those 
which will naturally develop later. Get started at 
once. 





Turns $1, 500 Luggage Stock 
Twice a Year 
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G. Rosenberg & Son of Albany, N. Y., make a very fine display with their stock of luggage, for which they have built 
a fine local reputation 


when a man slipped an extra collar, tie and 

handkerchief in his coat pocket and started off 
for the week-end are gone. Neatness is the keynote 
of today and when one goes away on a trip he must 
carry the necessary apparel with him with which to 
keep up his appearance. Now-a-days it cannot be 
carried in a paper package or stuck away on a person. 
A bag, suitcase or trunk, as the occasion warrants, 
is imperative. 

Just so long as people will travel, as long as they 
will move from place to place, they will have use for 
the various types of luggage necessary to contain 
their wearing apparel. 

The accompanying illustration shows the varied and 
complete luggage display window maintained by 
G. Rosenberg & Son, hardware merchants, Albany, 
N. Y. It shows what is possible in the way of at- 
tractively displaying luggage equipment in a limited 
space. Every article shown is completely up-to-date 


“Tivten everyone travels more or less. The days 


and effective enough to attract the eye of the 
passerby. 

This firm’s line of luggage and equipment comprises 
complete assortments of valises, grips, suitcases, 
trunks, hat boxes, purses and other leather articles 
of a luggage nature. A stock of $1,500 is carried, 
which is turned twice a year. This is accomplished 
by means of progressive merchandising methods and 
exceptionally effective display. It will be noticed that 
at the time this photo was taken the firm was de- 
voting its one window to luggage, as it believes in 
concentrating the attention of prospective customers 
on one line at a time. 

Investigate the luggage possibilities of the town in 
which your store is located and convince yourself of 
the fact that the line will prove profitable to you. 
Then when you have decided to carry luggage, go 
ahead and eee it effectively. The customers will 
come in. 
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More and more, progressive hard- 
ware merchants’ throughout the 
country are using modern display 
fixtures of the type illustrated on 
this and the following page. These 
are part of the equipment of the 
remodeled store of the W. A. Lud- 
wig Company, Chicago. The _ ar- 
rangement of showcases, counters, 
and the location of offices, etc., are 
graphically illustrated in the 
accompanying floor plan. These 
modern fixtures were manufactured 
and installed by the J. D. Warren 
Mfg. Co., Chicago. 
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$20,000 In Auto 


Accessories 


Sales 


Emphasizing Seasonable Items Enables 


Jamestown Hardware Co. to Develop 
Substantial Profits 


accessories business is the Jamestown Hard- 

ware Co., Jamestown, N. Y. Automobile 
accessories were added to its regular hardware lines 
many years ago and today it is known throughout 
the county and surrounding territory as a store where 
a complete and varied line of this profitable mer- 
chandise can be found. 

The firm’s accessories department had a_ small 
beginning. Only the standard and most called for 
items were stocked at first. With the ever increasing 
universal use of the automobile, this end of the busi- 
ness grew by leaps and bounds and it was found 
advisable to increase the diversity and size of its 


MONG the hardware pioneers in the automobile 
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The Ogden Hardware Co., Ashland, Ky., also 

makes a specialty of emphasizing seasonable 

window displays for success in the auto acces- 
sorties department 


stock. A replacement parts division was added. This 
was carried for some time, but proved unprofitable, 
and was discontinued three years ago, it being the 
company’s experience that a complete line of staple 
accessories is the best bet for the average hardware 


dealer. 
The Jamestown Hardware Company’s stock of acces- 





Window display of the Stambaugh-Thompson Co., Youngstown, Ohio, embodying a seasonable line of auto accessories 
for sprucing up the appearance of the car in the spring 
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sories includes a very wide assortment of heaters, 
robes, spark plugs, stoplights, ornamental decorations, 
bulbs, polishes, luggage carriers, tool kits, grease 
guns, glass vases, etc., and is valued at $10,000. 

By having the interior display devoted to general 
automotive accessories placed in the front of the 
store, to the left of the entrance, where it is sure to 
attract the attention of all who enter, and by holding 
effective and frequent window displays the company 
turns its accessories stock twice annually. It claims 
that the sale and display of this line reflects favorably 
upon the sale of other merchandise. 

In making up its accessories window displays, the 
firm proceeds on the generally acknowledged theory 
that seasonable goods well displayed are half sold. 
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During the winter months the display features items 
of interest for the motorist in cold weather, such as 
robes, heaters, chains, non-freezing liquids, etc. In 
the spring, when the auto owner usually overhauls 
his car for the summer season, the window will fea- 
ture tool kits, paints, polishes and tires. During the 
summer months special displays of articles for tour- 
ing and camping are held. 

The success of this firm with automobile accessories 
can be summed up briefly as follows: A complete line, 
seasonably displayed and keeping within the confines 
of “general automotive accessories.” By adhering 
strictly to this policy, the company’s sales in this de- 
partment exceed $20,000 annually, and this year it 
is planned to pass the $30,000 mark. 








Get Ready for the Painting Season 
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The Ogden Hardware Co., of Ashland, Ky., one of whose window displays are illustrated herewith, has developed a 
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substantial business in paint through its policy of carrying adequate stock and going after sales instead of waiting 
for business to develop for itself 


the mountain won’t come to Mahomet then 
Mahomet must go to the mountain. This re- 
mark may be most appropriately adapted to modern 
merchandising, and when business, like Mahomet’s 
mountain, refuses to come to us of its own volition 
there is nothing left for us but to go out after it. 
Paint, for example, lends itself particularly to 
aggressive merchandising, as is conclusively demon- 
strated by the increase in consumption resulting from 
the clean-up and paint-up campaigns held in various 
cities from time to time and from the educational] 
Save-the-Surface campaigns. The same stimulus to 
paint sales results from the individual efforts of 
retailers to encourage the use of paint in their 
communities. 
Some of the most successful methods in use by 
merchants are store demonstrations and property 
Owner demonstrations. It is not enough to have a 


SAGE philosopher once remarked that when 


good stock and to proceed on the assumption that 
householders will come in and ask for what they want. 
You must have live, well informed salesmen who 


know paint, varnish and brushes, and who are pre- 
pared to supply really worthwhile information to 
prospective customers. It is important to have sales- 
men who are able to sell quality, subordinating the 
price consideration to the economy secured durability. 

There is no disputing the fact that a well rounded 
line is important, and no merchant can sell goods 
that are not on his shelves. As a general proposition, 
it is safe to say that the average merchant loses more 
profits by not having sufficient stock on his shelves 
than he can possibly gain by acting on the assumption 
that he is reducing overhead by holding his paint 
and varnish purchases down and reducing his brush 
assortments to the point where prospective customers 
are disgusted by his patent lack of variety. 

Although the success of any retail business depends 
largely upon service, this is especially true of mer- 
chandise sold for household repairs. The average 
man and woman appreciates good advice along these 
lines. Don’t wait for a customer to ask. When you 
sell a can of paint or varnish, inquire what the buyer 
intends to use it for. 
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The Hardware Mayor 
of Manchester 


Arthur E. Moreau, Head of a Long Established Business, 


Is Chief Executive of a Prosperous New 


Hampshire Textile City 


city of Manchester, N. H. He was elected to 

that highly important office by a record vote, 
which reflected the confidence Manchester folks have 
in this progressive business man. 

Yes—you’ve guessed it. Arthur Moreau is a hard- 
ware man who does a little “mayoring” as a sideline. 
He grew up in an atmosphere of hardware—his father 
before him catered to the hardware needs of Man- 
chester’s citizens. He was an apt pupil and soon be- 
came a potent factor in the business. 

Also, from the time he began to take an active in- 
terest in the store, he has taken an equally active part 
in affairs of public interest. For years he has held 
a prominent place in the New England Retail Hard- 
ware Association and other hardware organizations. 

Arthur Moreau is of French descent, and approxi- 
mately half the population of Manchester is French. 
Every salesman in his store speaks both English and 
French. It was not the French vote, however, that 
elected him mayor. His support was citywide. 

Yes, the Mayor of Manchester is a bonafide hard- 


RTHUR E. MOREAU is mayor of the thriving 
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Arthur E. Moreau 
is extending the 
hardware busi- 
ness founded by 
his father and 
finds time to be 
mayor of the city 





ware man, the active head of a live modern hardware 
store, as the accompanying illustrations aptly show— 
a well managed store, with a clean, properly arranged 
stock, intelligent salesmen and up-to-the-minute sys- 
tems. In addition to his regular hardware lines he 
carries radio, automobile accessories, toys, paints and 
varnishes and sporting goods. 

His motto is “Service’—not the type of service 

(Continued on page 182) 
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A corner of Moreau’s auto accessory department, which is managed by A. St. Pierre. The entire accessories stock 
has been turned three times yearly for the past four years. In 1925 the firm purchased $26,000 worth of tires and 
tubes of one maker, and handled approximately two carloads of oils and greases 
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Winning the Home Owner’s Confidence 


Thousands of up-to-date homes are screened with Apex Elecfro 
Zinc Coated Wire Screen Cloth. The home owner knows that 
Apex will resist the elements and mechanical wear year in and 
year out. That is why leading dealers everywhere find Apex sales 
increasing so rapidly. 
Ask Your Jobber for Catalog and Prices or Write Us 
Manager of Sales 


JOHN M. HART COMPANY 
Old Colony Building Chicago, Illinois 
HANOVER WIRE CLOTH Co. 


Manufacturers Hanover, Pa. 
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Views of toy window 
displays of the Ogden 
Hardware Co., Ash- 
land, Ky. This firm 
features toys the year 
around with frequent 
window displays 








as a necessary holiday acquisition and then allow 

it to fade out into obscurity the remainder of 
the year. Not so with the Ogden Hardware Co., Ash- 
land, Ky., because the value of an all year around toy 
department in its store has been fully demonstrated 
and it is entirely sold on the idea of “pushing toys 
the entire year.” 

The toy department here plays an important part in 
cultivating the trade of the young and popularizing 
the store with its youthful customers. Girls’ toys and 
dolls, in particular have proved the best sellers at 
Ogden’s. 
dolls, doll furniture and other merchandise displays 
which have proved attractive and interesting to the 
youthful miss of Ashland. 

The elimination of hit and miss sales methods is, 
in part, the explanation of this firm’s success with 
toys. It also emphasizes real interest in toys by sup- 
plying a well balanced quality stock. The firm is 
known as the leader in Ashland for introducing new 
toys and games. Systematic and unique display 
methods are the rule, and the toy department is noi 
neglected when merchandise is arranged to attract 
prospective customers. 

Window display advertising is the outstanding pub- 
licity aid that brings in the business for this com- 
pany. Special attention is given to make each dis- 
play seasonable and distinctive. A window is never 
overcrowded but it endeavors to group a variety of 
popular favorites so that each article will prove at- 
tractive to the youthful prospect. Window trims 
have played an important part in educating the Ash- 
land public to the fact that the Ogden Hardware Co., 


Sis: hardware dealers treat the toy department 


Special attention is devoted to featuring — 
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Ogden’s All - Year 
Toy Department 


is the logical and up-to-the-minute headquarters for 
the kind of toys that make appropriate gifts for 
birthdays, holidays and other occasions. 

Show window shopping is growing constantly today, 
the firm has found, and a toy display in its win- 
dow will invariably draw the crowds. These show 
windows also aid the company in keeping the toy trade 
at home and give the grown-ups valuable hints as to 
the kind of toys the children want. 

Another feature of the Ogden Hardware Co.’s toy 
department is the very wide and diversified assort- 
ment of games, which many patrons have found to be 
desirable for the amusement of the little folks. 

While dolls and girls’ toys are in vogue at this 
store, ample provision is also made for supplying the 
boys with mechanical toys, coaster wagons, drums, 
guns and other popular favorites, as well as toys 
for the tiny tots. 

Dan P. Hill is advertising manager for the Ogden 
Hardware Co., and is responsible for the compact 
and neat displays reproduced on this page. 





Canada’s Purchasing Power 


HE Imperial Bank of Canada estimates that the 
income of the Canadian people for 1925 from 
agriculture, mines, fisheries, electric power, and 
manufacturing will total more than $5,500,000,000. 
This is about $350,000,000 more than the income for 
1924 and has only been exceeded during the post-war 
period of inflation. 

The value of the principal field crops of Canada for 
1925 is estimated by Government authorities at $1,112,- 
691,000, as compared with $995,235,900 or 1924 and 
$899,226,200 for 1923. As the result of agricultura! 
prosperity there is a revival of interest in farm lands, 
particularly in western Canada. The area of land sum- 
mer-fallowed for the 1926 crop is well up to the 
average and the reserves of moisture are regarded as 
better than for some years past.—Guaranty Surety. 
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“Ouality leaves 
its imprint’ 


As With Slidetite 
So With All 


Where you see the R-W trademark, 
there’s finest quality and perfect 
performance. It represents ad- 
vanced and tested ideas that give 
utmost service and the economy of 
the best. Fire, house, barn, elevator 
doors bearing the R-W trademark 
leave nothing to be desired. Con- 
sult with our Engineering Depart- 
ment on your problems—it costs 
nothing. Our service is nation- 
wide—it’s yours to command. 
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‘A Haneer forany Door that Slides. 
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The Most Important Part 
of the Garage 


The doorway is the barometer of garage service. If the 
doors don’t operate easily and permit an unobstructed 
passage, they are out-of-date, unequal to modern demands 
and methods. 


Install Slidetite Garage Door Hardware and—the drive- 
way is always clear—the doors slide inside and fold back 
flat against the wall; operate easy, smooth and instant; 
close snug and weather-tight—stand unmoved by sharp- 
est winds in any position—danger and trouble free. Most 
practical for 2 to 10 doors in openings up to 30 feet wide. 


0 





AURORA, ILLINOIS, U.S.A. 
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An attractive roofing paper and asphalt shingle display of the Bannister & Pollard Co., Newark, N. J. 


Selling Roofing Material 
Through Its Uses © 


Seasonable Window Displays, Newspaper Advertisements and Follow-Ups 
Builds Business for The Bannister & Pollard Co., Newark, N. J. 


volume of turnover that a dealer has is the 

keynote to his success as a hardware merchant. 
Success has never been acquired by waiting for the 
customers to come in. 

Now that spring is approaching people are most 
likely to be interested in things that will improve 
their homes and protect them from the rain storms 
»f the season. The Success of the dealer who uses 
the customer appeal method in selling paint has been 
proved. Why not employ the same logical appeal in 
selling the home owner roofing materials? 

The Bannister & Pollard Co., hardware dealers, 
Newark, N. J., has answered this question in the 
affirmative in stocking and displaying roofing paper 
and asphalt shingles. This firm follows up its cus- 
tomers with circular letters to contractors and home- 
owners within the buying district of Newark. The 
letter tells about the reasons that led Bannister & Pol- 
lard Co. to stock the kind of roofing that it carries 
and why it has proved successful, in spite of the fact 
that the particular kind of roofing it carried was more 
expensive than the kind that householders and many 


P ‘eiume are only made through sales and the 


contractors had been in the habit of buying. 

In addition, newspaper advertisements are used and 
the window displays feature the circular letters and 
the newspaper advertisements, together with the na- 
tional advertising of the manufacturers. 

This success can be duplicated by any dealer who 
stocks one line of roofing, pushes it, and goes after 
business. Too many dealers carry their roofing in 
the darkest corner of their warehouses, and then 
wonder why other dealers sell so much more roofing 
than they do. 

Probably one of the main reasons why some dealers 
are able to attain such remarkable results in selling 
roofing materials is simply because they display their 
goods persistently and attractively, so that the public 
is actually educated unknowingly to think in the terms 
and the goods that the local dealer suggests through 
his window displays and newspaper advertising. 

With the increase of building it is inevitable that 
the sale of builders’ hardware, tools and roofing 
materials will follow. The dealer who gets after the 
business first will be the one who nets the profits 
that accompany these lines. 
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An All-Weather Rope 


Frozen through and through, and borne down by the heavy weight of ice . 
and snow, the Columbian Ropes used on the above illustrated vessel again 
proved their dependability. 






SS 






Compare any use your customers may have for Rope with the grief these 
Ropes-had to withstand, and then you will draw the inevitable conclusién that 
you can make no mistake in selling them Columbian Rope. 





—_ 


The red, white and blue Tape-Marker is the manufacturer’s pledge of 
quality, which guarantees service, regardless of weather conditions. 


Stock this well known guaranteed Rope and write for the narne of the 
nearest Columbian distributor. 





Columbian Rope Company 
352-80 Genesee Street 


Auburn “The Cordage City,’ N. Y. 












Branches: New York Chicago Boston New Orleans 
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>>» GED | ASK FOR "COLUMBIAN” TRADE MARKER ROPES” 
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The Hardware Mayor of Manchester | 


(Continued from page 176) 


A typical window display of this enterprising New Hampshire store 


which stops at the store door, but the kind that If Arthur Moreau is half as good a mayor as he 
reaches out into every field of activity in which his is a hardware merchant, Manchester is scheduled for 
fellow citizens and other merchants are interested. the best administration of civic affairs in its history. 
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The paint department of J. J. Moreau & Son is one of the most progressive in the store. From a few hundred dollars’ 

stock ten years ago, it has grown to a point where the firm now contemplates placing a carload order of mixed house 

paints alone for spring shipment. The department is managed by Arthur LeBel, who places much credit for its suc- 
cess on concentration of lines 
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Operates like a standard 
Favorite Gas Range 
equipped with automatic 
oven-heat regulator, but it 
saves 50% gas, 20 to 40% 
food and 30% time. 


New-type insulation built 
into the oven walls forms an 
inpenetrable barrier to the 
escape of heat. Durability 
insured by grey iron oven 
bottom and side linings. The 
heat flows directly into the 
oven from the moment of 
lighting, as the oven bottom 
is cut away for this purpose. 

All of these claims will be demon- 
strated to you and your customers, 


upon request; and our unusual sales 
assistance explained. 
Address: Gas Range Division 


THE FAVORITE STOVE & RANGE CO. 
Piqua, Ohid 
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Big Washer 
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Sale in Small Town 
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In the photograph are the men who put over the sale. From left to right they are S. E. Mulloy, M. C. Johnson 


and J. Young. The windows and the machines on the sidewalk indicate the display maintained during the sale 


was no reason why they could not set up a good 
volume of washing machine sales, the Huron 
Hardware Company, of Alpena, Mich., decided. 
Alpena, with a population of only 12,000, would seem 
to be a limited market for washing machines. 
Nevertheless, through an aggressive campaign, this 
store sold fifty-three washers in eleven days. 
Newspaper advertising was extensively used in this 
effort, the total space running to 560 inches. The 
first advertisement featured the bigness of the under- 
taking, stating that the largest shipment of washing 
machines ever received in Alpena was being offered 
at attractive terms. This was a full page adver- 
tisement. 


J because they were located in a small town 


Variety of Advertisements 


Other advertisements appeared over a period of 
ten days, and they ranged in size from three columns 
by nine inches to half a page. Much of the success 
of the campaign was attributed to the newspaper 
advertising. 

That the advertising “pulled’’ was evidenced by the 
total of sales made. And one thing worth noting is 
that this total was reached despite the fact that bad 
weather prevailed during nearly the whole of the 
campaign. The maximum record for one day was 
eight sales and the minimum three. Four men, who 
were members of the regular store staff, handled 
the sales. 

As fast as machines were sold, they were placed 
out on the sidewalk in front of the store with a big 
tag attached to them, bearing the sole word “SOLD” 
in large letters. 

The result of this was to attract the attention of 
people who were passing by and to bring in several 
additional orders. 

Another effective means of drawing the notice of 
passers-by was the telling use made of the store win- 
dows. In one window, a “still life” display was 


arranged, consisting of a washer and an arch built 
over it, on which were lettered the salient talking 
points of the machine. 

The other window contained a “motion” display. 
A special demonstrating machine with glass in one 
end and an electric light on the inside was kept run- 
ning constantly to show the operating principles of 
the washer. The chief interest getter was an endless 
canvas belt on which were sewed a number of buttons 
of various sizes. The belt was kept in continuous 
motion through the wringer, the object of which was 
to demonstrate graphically the claim that the wringer 
rolls would not damage buttons. 

These two window displays, one still and the other 
in action, side by side, together with the fact that 
the action display drew most of the attention, pro- 
vided an interesting study in the comparative value 


of these particular types of window advertising. 


Careful Store Display 


The Huron Hardware Company did not overlook 
the possibilities offered by effective arrangement of 
the interior of the store. Everything inside was con- 
centrated on washing machines during the drive. 
The machines were given places of the greatest 
prominence. Washing machines lined the aisles and 
were massed in the center, so that people who entered 
the store had no opportunity to miss them. 

On the last Saturday night of the campaign, the 
store records showed eleven demonstrations booked 
for the following Monday, besides thirty live pros- 
pects, many of which were closed within the next few 
days, while others were rated as excellent material 
for future sales. This was in addition to the fifty- 
three sales made during the eleven days of the actual! 
campaign. Such results furnish an example of what 
can be accomplished by intensive efforts and the intel- 
ligent use of advertising and selling mediums in 
building washing machine volume. 
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Have you got 


display 


The three fine display stands shown in the 
photograph are yours when you say the word. 
Handsome, practical fixtures which you can use 
every day for displaying any kind of merchan- 
dise—they carry no Viko advertising. 


You get them with a Viko deal. And then they’re 
yours. And it is a deal on which you can’t help 
making money, for it is built the right way —to 
get the business. 


Briefly, there is a 78-piece selection of best-sell- 
ing Viko Aluminum utensils. There are 150 
invitation letters, beautifully illustrated in color, 
all ready to mail to your best customers. And 
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your VIKO 


stands? 


25 Sani-Scrapers, a very interesting novelty, 
which you can give free to a few fortunate ones. 
And a 3-piece window trim. And display cards. 
And the three stands, in oak or mahogany fin- 


ish. All for $47.25. 


The whole plan is worked out to the last detail. 
Everything is set for you to go right ahead, sell- 
ing the right kind — the quality. kind — of alu- 
minum, and building permanent business and 
good will. 

You can make money with this deal. When are 
you going to get your Viko display stands? For full 
details in a hurry mail the coupon below, or— 


Ask Your Jobber 


Aluminum Goods Manufacturing Company 
General Offices: Manitowoc, Wis., U.S. A. 
Makers of Everything in Aluminum 


iN 
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* Aluminum Goods Manufacturing Company 
Manitowoc, Wis. 


Our Name 


Our Address 


csesesessessesinformation Couponssssesssassess 


Gentlemen: Please send, without obligation, full details 
about the Viko Window Display Deal. Our jobbers are 
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Window display of the Pickett Hardware Co., Warren, Pa., showing a modern, well-equipped bathroom. A dis- 
play of this kind is sure to attract attention 


Selling Sanitation and 
Cleanliness 


Builds Substantial Profits for Pickett Hardware 
Co.. of Warren. Pa. 


RACTICALLY every town or village today has 

a waterworks and at least some form of sewage 

disposal. On the majority of the farms there 
is some kind of power machinery that could be 
utilized a portion of the time in pumping water for 
household purposes. A farmer who owns an auto- 
mobile or other necessary luxury, and is shy an up- 
to-date bathroom, is indeed asleep and behind the 
times. This only means that the automobile salesman 
has been on the job, while the hardware man has not. 
Why not feature a stock of bathroom fixtures and 
supplies? They are easy to sell and yield a goodly 
margin of profit. There is always an opening for 
a hardware merchant who cares to undertake the 
selling of bathroom fixtures and supplies. 

Do not overlook the fact that you should cater to 
the householder who already has a bathroom. The 
hardware store is really a logical medium for the sale 
of plumbing and bathroom supplies. The hardware 
merchant is a source from whom the householder 
secures a major portion of his housefurnishings, and 
in buying these goods, he is naturally a prospect for 
bathroom equipment. 

Furthermore, the average plumbing dealer rarely 
sells the householder much in the line of bathroom 


accessories, and he consequently looks to the hardware 
store for these. If some other store gets the greater 
part of this business, it is because the hardware 
merchant has not been sufficiently alert to the sales 
possibilities of this type of household necessity. 

There is one store in Warren, Pa., the Pickett 
Hardware Co., that has developed and maintains a 
bathroom fixtures and supplies department that has 
proved itself a very lucrative avenue to profits. Last 
year, for example, this company’s sales amounted to 
more than $50,000 in this department. 

A large part of this firm’s success may be attributed 
to its policy of building good will by servicing all of 
the equipment sold. If the valve of a faucet becomes 
leaky, it is promptly repaired or replaced by the 
service department. 

A survey of the building situation in the com- 
munity is made each spring for the purpose of develop- 
ing prospects for bathroom supplies and equipment. It 
has found that people, as a rule, have a habit of 
sprucing up their homes and surroundings during the 
spring and early summer months, and if this end of 
the business is gone after during this period of reno- 
vation there is no reason why a bathroom fixtures and 
supplies department cannot be made profitable. 


Reading matter continued on page 188 
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Above, Interior Holloway's Store. 
Right, Morven Woolhether, Manager 
Stove Department, 


EVEN little sales steps—each 

simple but effective, bring big 

Perfection Stove sales to the 
Holloway Hardware Company. 


First of all, attractive window 
displays are used. A stove is shown 
in operation, with food on the 
burners, and a table set for a 
meal. 


A Stove Kept Burning 


The store is arranged 
to make buying easy. 
A Perfection is always 
kept burning with a 
boiling teakettle sus- 
pended about a foot 
above it. This attracts 
attention and makes an 
opening for a sales talk. 


A full line of Perfections from the 
one-burner camp model to the big 
five-burner range is displayed on the 
floor. 


‘We feel that a large display im- 
presses the customers with our own 
confidence in the 
stove,’ says Morven 
Woolhether,whoman- 
ages the stove depart- 
ment. ‘‘If a store 








IMPORTANT: Sell only genuine Perfection wicks for 


all Perfection and Puritan stoves. Others cause trouble. 
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stocks only a few stoves and has to 
show catalog pictures, the customer 
naturally wonders why the supply 
does not equal the demand.”’ 


The Card File 


Woolhether is always on the alert 
for new prospects, too. Whenever a 
name is suggested he jots it down in 
his card file. And then he goes calling. 
He rings the doorbell, and shortly is 
well under way talking 
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even little steps 
aioe LO (Sood P rotits 


Each year the Perfection Stove sales of the 
L. F. Holloway Hardware Co., Fremont, 
Nebraska, grow larger and larger. Hun- 
dreds of Perfections have been sold in the 
25 years this store has been in business. 
There are 7 reasons why. 


By L. E. Pearce 


A complete demon- 
stration is given to 
every customer, very 
often in the prospect’s 
own home. 


The Seven Steps 


You can see why Holloway’s sell 
so many Perfections. It’s the 7 
steps which move the stoves—( 1) 
attractive displays; (2) a complete 
line; (3) a lighted stove; (4) a pros- 
pect file; (5) well-timed mention 
of the stove; (6) a call on each 
prospect; (7) a complete demonstra- 
tion in store or home. 








‘When you have a perfect stove, 
and your sales force recognize its 
_ excellence, getting 








Perfection Stoves. 


At the beginning of 
the summer when wo- 
men complain about the 
heat from their coal or 
wood ranges, Wool- 
hether drops a_ word 
about Perfections, ‘‘so 
easy to operate, so much 


These words are bound 
to have their effect 
eventually. 








ATCH for 
these articles 


sales methods with mark- 
ed success. Next, “A 
Full Line, or Two Mod- 
cooler than a coal stove.”’ els?” concerning the 
policy of the A. H. 
Kaufman Store, Nap- 
panee, Indiana. 


people to buy is not 
at all difficult,’’ says 
L. F. Holloway, pres- 


ident. 
every month. 
This 1s the second of a 
series on Perf ection deal- PERFECTION 
ers who apply unique STOVE COMPANY 


Former ly 
The Cleveland Metal 
Products Company 
7609 Platt Avenue 
Cleveland, O. 














In Canada, the 
Perfection Stove Co., 
Ltd., Sarnia, Ont. 














4,500,000 


Meerivee-P ERFECTION OIL STOVES —2énm 
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Vacuum Cleaner Sales $17,000 
Annually 


Through Demonstrations, Follow-Ups and Interest Shown After the Sale Has Been Made, 
Sales of the Clark Hardware Co., Jamestown, N. Y., Reach a Total of 200 a Year 


who asks about a vacuum cleaner there are 

a dozen others, who do not ask, but who are 
disposed to be interested, the Clark Hardware Co., 
Jamestown, N. Y., has conceived of and carried out 
the idea of holding practical window display demon- 
strations at least once a week. These are held right 
in plain view of the passing public, customers enter- 
ing the store and the casual observer. By having 
the demonstration in the window it rarely fails to 
attract the attention of every person passing or 
entering the store. 

The work of demonstrating the cleaners is carried 
out in the form of a carpeted demonstration, on the 
floor, showing the vital principles by which the cleaner 
operates. When it is considered so advisable, the sale 
of a cleaner is not concluded with just the store dem- 
onstration. A salesman is sent to the prospective cus- 
tomer’s home, where it is given a practical demon- 
stration a dav or so following the visit to the store. 


HK OLLOWING out the theory that for every party 


Records of this company show that where store 
interest began to wane, and this procedure was Car- 
ried out, a sale was concluded eight out of ten times. 

The firm does not content itself with the final sale 
of a cleaner. An up-to-date service department is 
maintained for repair and reconditioning of cleaners. 
A service man also calls on each customer a week or 
ten days following the purchase to ascertain whether 
or not the cleaner is functioning properly, etc. This 
plan often results in obtaining the names and ad- 
dresses of the customer’s friends or relatives, for use 
as prospective customers. 

As a result of continual and practical demonstra- 
tions, follow-ups and interest shown AFTER the sale 
has been made, the Clark Hardware Co., under the 
capable management of M. Sayatz, and a corps of 
assistants working on a salary and commission basis, 
disposes of 200 cleaners a year. The sales total 
$17,000, in a city of 40,000 people and they turn 
their stock of cleaners twenty times a year. 


— od 





A Screen Display That Brought Profits 
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Above is a very attractive display of wire screen netting, sprayers and insecticides installed by the Sumner 


Co., Ltd., Moncton, N. B. 


Do not forget to feature these spring-time necessities strongly this season. You will 


not only be doing your part in helping your community to protect itself against the unsanitary housefly and 
mosquito, but you will also substantially increase your profits this spring 


Reading matter continued on page 190 
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GRISWOLD COOKING UTENSILS 
are self-starters 


Put these Griswold Cast 
Iron Cooking Utensils in 
your window where they 
can be seen, and they will 
start something. Let 
women see the real utensils 
they've been seeing in the 
advertisements in their 
favorite publications. Gris- 
wold has been famous since 
1865. Griswold has been 
advertising improvement 


after improvement till now 
every nationally advertised 
Griswold Cooking Utensil 
is already half sold when 
you buy it. 


The Griswold Cast Iron Skillet is 
the only skillet made that has its 
own cover! The Griswold Waffle 
Iron makes every waffle perfect. 
The Griswold Tite-Top Dutch 
Oven self bastes. The Griswold 
Combination Meat and _ Food 
Chopper chops, not grinds. Gris- 


THE GRISWOLD MFG. CO. 


wold Utensils on Griswold display 
stands in your window stop pedes- 
trians the way police stop traffic. 
Display stands are free with your 
order. Order from your jobber, or 
write us direct. Bulletins and 
prices on request. 


ERIE, PENNA. - U.S. A. 


Makers of Extra Finished Cooking Utensils in Cast Iron and Aluminum, Waffle 
Irons, Food Choppers, Reversible Stove and Furnace Pipe Dampers, Fruit Presses, 
Mail Boxes, Bolo and other Portable Bake Ovens, Gas Hot Plates and Electric 


Waftle Bakers. 


G 


THE 


RISWOLD 


LINE THAT’S FINE AT COOKING TIME 
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Training for World Commerce 


By Saunders Norvell 






ST; PSMOURNALISTS in Paris, as they sit at the 
7a a) little tables on the boulevards sipping cof- 
(>) vt fee, still talk about De Blowitz. It was a 
tm generation ago that he was the represen- 
tative in Paris of The London Times. 
De Blowitz was celebrated, not only for the keenness 
of his intelligence and his absolute, downright hon- 
esty, but also for his prodigious memory. When he 
was given an interview, he never made notes. When 
he went to hear a speech or to report a meeting of 
any kind, he just sat and listened. When his article 
appeared, nothing that occurred had been forgotten, 
nothing overlooked. On one occasion, with the 
Premier of England, De Blowitz attended a dinner 
where a very remarkable but very long speech was 
made on a political subject. There was no stenog- 
rapher present and no one took notes. The Premier 
expressed his regret that such a remarkable speech 
should not be recorded. Imagine his sufprise, when 
he read his London Times, to find that De Blowitz 
had written out the speech word for word, just ex- 
actly as it was given, entirely from memory. 
*% x *% 


It is a common thing for politicians, even those 
in high places, to attempt to fool reporters. For a 
temporary benefit they often attempt to have report- 
ers write statements that, in the light of after-events, 
are not always borne out by the facts. These poli- 
ticians are trying to use the reporters for their own 
purposes. On one occasion, the President of France 
granted De Blowitz a special interview. Politics were 
in a very critical condition. The President diplo- 
matically attempted to use De Blowitz by hinting at 
a number of things that might be under way. Imag- 
ine the surprise and chagrin of the President of 
France the next day when De Blowitz entirely ignored 


his interview, but wrote an article based on his own. 


knowledge of the facts and the course of events that 
was completely at variance with the suggestions made 
by the head of the French Republic! For months 
thereafter the President was very cool to De Blowitz, 
but this did not cut any figure with him. It was his 
maxim that the public was entitled to the truth and 
nothing but the truth, and that as far as he was con- 
cerned, he would not write anything else except what 
he considered to be absolutely true. This policy ac- 
counted for his very powerful influence in the poli- 
tics of the last generation. De Blowitz was 46 years 
old before he became a journalist. All of his early 
years were devoted to his education. 
* *% *% 

On one occasion an Eastern potentate on his way 
to England stopped for a few days in Paris. It was 
well known that he was going to England on an im- 
portant mission. De Blowitz sought an interview. 
This Eastern ruler declined to be _ interviewed. 
De Blowitz, not having an interview, wrote an article 


on the situation, giving all the pros and cons, that 
was so clear and so logical that, when this ruler of 
millions reached England, there was practically noth- 
ing left for him to say on the subject. However, this 
Oriental was a good sport. When he was interviewed 
in London in regard to the article of M. De Blowitz, 
he shrugged his shoulders, smiled and remarked, “The 
gentleman has said it all. There is nothing more to 
be said. His suggestions are also excellent. We 
cannot do better than follow them.” 
* = * 

Last night I read a most interesting article in 
The American Magazine on the use of time. It seems 
there was a cash boy in a department store in Phila- 
delphia by the name of Tiley. This boy spent an 
hour every day on the train going to and returning 
from work. He decided to learn stenography. He 
became an expert stenographer simply by studying on 
the train and practising at home.’ Then he decided 
he would learn French. Studying in his spare mo- 
ments and practising with a fellow employee, a 
Frenchman, he soon mastered the French language. 
He became interested in astronomy. In his spare 
moments he learned enough to be considered one of 
the best students of astronomy in this country. Then 
he decided to take music lessons. He first became 
an organist in the church, and afterward he directed 
a large musical society in Philadelphia. In time he 
was promoted to the accounting department of his 
house. That was before the days of adding machines. 
He decided that adding up long columns of figures 
one column at a time was too slow and laborious. He 
made up his mind that figures could be read just as 
we read words on a printed page, without spelling out 
every letter. He started training himself first to add 
one column by a form of subconscious intelligence. 
You know, this can be done. Then he practised 
“reading” or adding two columns at once, next three 
columns and, after that, four columns. Finally he 
trained his mind until he could take a long row of 
figures, start at the top and subconsciously add all of 
these figures, writing out the total at the bottom 
of the column. Naturally, when he became so pro- 
ficient, he could do several times as much work in 
the same time as the ordinary accountant. Besides, 
it was no effort whatever. He trained himself to 
glance over a balance sheet and remember every fig- 
ure of both assets and liabilities, also all the totals. 
This cash boy is now the vice-president and general 
manager of one of the largest department stores in 
Philadelphia. He attributes his success entirely to 
the manner in which he used his odd moments. 

* — * 

A man by the name of C. K. Woodbridge—I know 
him very well—is today the president of the Associ- 
ated Advertising Clubs of the World. He is also 
president of the Dictaphone Company. When I was 
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Quick-turning Merchandise 


Congoleum %2:; Mats 


Just the line for live hardware stores— 


Congoleum Gold Seal Mats! 


No better time to sellawoman Congoleum 
Mats than when she’s buying pots, pans, 
cutlery and other home necessities. 


A handy size, 18 x 36 inches, Congoleum 
Mats take up little store space. They're a 
quick-turning item, too—attractive, inexpen- 
sive and so practical to use in front of the 
stove, sink, kitchen cabinet, doorways, stairs 
and other heavily traveled places. Every 
housewife is sure to want two or three. 


And here’s a tip: display these mats on a 
counter easel—a different pattern each week. 


Ever offer premiums? Congoleum Mats 
go big as premiums—a mat free with every 
$5 or $10 purchase. The cost is trifling com- 
pared with your profit on each bill of goods. 

Now’s the time to act. A carton of each 
pattern is your best bet. Every one’s a sure 
seller. Hardware jobbers everywhere sell 


Congoleum Gold Seal Mats. 
CONGOLEUM-NAIRN INC. 


Hardware Division Headquarters 


1421 Chestnut Street Philadelphia, Penna. 
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GUARANTEE 


SATISFACTION GUARANTEED 
OR YOUR MONEY BACK 


REMOVE SEAL WITH 
WET CLOTH 








Remember these illus- 

trations do not show the 

many beautiful colors 
in the actual goods. 
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America’s Fastest Selling Floor-Covering 
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last in London I met Woodbridge and we had a very 
pleasant time together. Woodbridge was a newsboy, 
a drug clerk, a hired man who took care of furnaces, 
a waiter, a head waiter, a salesman, a sales manager. 
He is now the president of his company. Once when 
he was sales manager for the Loose-Wiles Biscuit 
Company in Kansas City, he asked one of their city 
salesmen to carry around a large tin of crackers with 
him. The salesman declined. It was beneath his 
dignity. Woodbridge let this salesman go out to 
visit his customers. He followed on his heels carry- 
ing this large tin of crackers himself. The salesman 
sold very few of these crackers. At the end of the 
week Woodbridge had sold more of these crackers, by 
showing his samples, than any other salesman on the 
entire force. After that, this salesman and all the 
other salesmen decided they would carry and show 
samples! Woodbridge also has a remarkably keen 
memory. He never seems to forget a face or a name. 
He has developed his memory by constant practice. 
He is very economical of his time. 
% * + 


Napoleon Bonaparte had a wonderful memory for 
figures. All of his generals made him regular reports 
on the military supplies under their care. On one 
occasion a general from a far, outlying district pre- 
sented his report in person. Napoleon glanced at it 
and said, “This report in the main is quite accurate, 
but you have overlooked two field pieces that are on 
a certain road just outside the town of X.” Napo- 
leon remembered this general’s former report. The 
general himself had forgotten. Napoleon said his 
mind was like a chest of drawers. He could open any 
drawer, look over its contents, and when he was fin- 
ished he could close it and open another drawer for 
further information. When he desired to go to sleep, 
he simply closed up all the drawers of the cabinet and 
his mind was at rest. It is, of course, a well known 
fact that Napoleon had the ability of going to sleep 
anywhere, at any time, under any conditions. He was 
even known to lie down on a battlefield and snatch 


a few hours’ sleep almost under a battery in action. 
* * * 


The other day, in a New York Sunday paper, I saw 
a double-page advertisement that made me stop and 
think. I wish I had kept this page. It was late at 
night when I saw it. It was not until the next day 
that I remembered and thought over the contents of 
this full-page spread. It was the advertisement of 
the Haldeman & Julius Company, a book concern in 
Girard, Kan. It seems that they publish a little blue 
bound book at 5c. per copy. There were about 950 
books on their list. These books were arranged under 
headings of art, philosophy, religion, literature, po- 
etry, romance, etc. This list of books covered almost 
everything of importance that has ever been written 
in the English language. I remember distinctly that 
they offered to deliver the entire set of 950 books any- 
where in the United States for $44.90. Figuring on 
express charges, this is less than 5c. per copy. 

% %- 

In their advertisement they state frankly that they 
have decided to discontinue printing these classics 
because the success of their publishing business de- 
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pends upon mass production and mass selling, and 
they believe they can print other and more popular 
books than the classics—books that will sell faster. 
Therefore they are going to change the character of 
books they print to popular fiction. Ye gods and little 
fishes, what a comment on the people of this country! 
We all know that one chewing gum concern made a 
profit of $10,000,000 last year selling nothing but 
chewing gum, but it is something of a shock when 
a concern publishing the best things that have been 
written by the best writers of all ages, discontinues 
the publication of such books, sells its stock on hand 
at cost and starts its presses working on modern 
popular fiction. I suppose they will bring out stuff 
like “King Solomon’s Mines,” by Sir Rider Haggard. 
I remember one night in Colorado a customer asked 
me to stay all night at his house. The hotel in the 
small town was crowded. That night, while in bed, 
I read “King Solomon’s Mines.” The next morning 
my customer’s wife remarked that she had seen a 
light burning in my room until after one o’clock. 
“What were you reading?” she inquired. I confessed. 
She was a very intelligent woman. She looked at me 
with surprise and remarked, “In my opinion, such 
reading is nothing in the world but mental dissipa- 
tion.” I never forgot her remark. This remark has 
prevented my reading many an exciting but non- 
informing volume! Now the presses of Girard, Kan., 
are to turn loose upon the country an unlimited sup- 
ply of mental dissipation at 5c. per copy! 
‘ % % * 

Every clerk, every salesman, every mechanic, every- 
body who wishes to improve and broaden his mind, 
can afford to buy these books, and read them at odd 
moments. Of course, I know it is right after Christ- 
mas. All of us are financially embarrassed, but I am 
thinking of digging up $44.90 and ordering these 950 
volumes. No man can get stuck on an offer like this. 

The other night I picked up one of the little books 
that I used to read when I was a traveling salesman. 
I opened it at random at a criticism from The Edin- 
birgh Review. The article was splendidly written. 
What an improvement over the English used in some 
of our newspapers of today! I wondered who wrote 
it. I turned to the beginning of the article, and all 
it said was “Extract from The Edinburgh Review” 
of a certain date. I then turned back to the front 
of the book, and there I read “Articles from The 
Edinburgh Review, written by Thomas Babington 
Macaulay.” Wow! No wonder they were well writ- 
ten! Metaphorically speaking, I pinned a medal on 
myself because I could recognize good writing when 
I read it! 

* * ¥* 

So this, then, seems to be my contribution to the 
World-Wide Buying Number. What is better, after 
all, than the buying of the world-widened thoughts of 
the greatest thinkers and writers of all nations? Cir- 
cumstances have made the United States the richest 
and most powerful country in the world today. The 
United States is known and respected, admired and 
envied, in every corner of the earth. The younger, 





(Continued on page 243) 
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in determining quickly and accurately the number of 
square feet, and the price for any width wire cloth in 
any length. 

The customer invariably uses linear measurements when 
buying wire cloth. He asks for so many yards, feet or 
inches of a certain width screen. The merchant’s cost and 
selling price, however, are usually figured by the square 
foot. These charts, therefore, save the time ordinarily 
used in figuring the price with pad and pencil, while at the 
same time they do away with the errors so frequently en- 
countered in quick figuring. 

The upper chart gives the prices figured from one square 
foot to 400 square feet, and from 3 cents to 12% cents per 
square foot. The lower chart is used in determining the 
number of square feet in any length and width of screen. 

The actual use of the charts is a comparatively simple 
operation. 

For example: A customer asks for 25 feet of 24 inch 
screen. The salesman consults the lower chart to determine 


[in det two tables can be used to distinct advantage 


the number of square feet. He looks down the first column 
until he comes to the figure 24. He then follows across 
the chart to the column headed 25, and finds the answer— 
50 square feet. We will assume the price to be 5% cents 
per square foot. He next consults the upper chart looking 
down the first column until he reaches the number 50. He 
then follows across the chart to the column headed 5% and 
finds the price to be $2.75. 

If the salesman is looking for the price of an odd num- 
ber, say 19 square feet, at 5% cents, he has only to find the 
price of 10 feet and nine feet and add the amounts together. 

The prices for full rolls of 100 linear feet may be de- 
termined by consulting the upper chart only. The second 
column gives the width of the screen, and the first column 
the number of square feet. 

Suppose a customer buys a full roll of 28 inch screen at 4% 
cents per square foot. The salesman looks down the second 
column until he comes to the number 28, ‘hen follows across 
the chart to the column headed 4%, and finds the price to 


be $10.50. 


Reading matter continued on page 196 
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“The Profits Start as Soon as You Open the Gate” 


“Let me take you through the Dwiggins Wire 
Fence Factories. 


“IT want you to see the painstaking care that this 
old established house exercises in the manufac- 
ture of these beautiful lawn fences. The anchor 
posts, ends, corners, gates, wire—everything is of 
the best. Their one aim is to make a lawn fence 
so distinctively attractive .it will win customers 
right over to it. And to make it so everlastingly 
durable that fifty years from now it will still be 


No. 80 Lawn Fence with Style B Wire 


One of our most popular fences and one 
you can sell at a moderate price. Very 






attractive in appearance and of great - . 
“i i Pullable Steel F Post paesienieeieds 
ur on-Fullabie stee ence *osts are ‘ 
“Your fence profits will start as soon as you 


used with this fence. 


‘Open the Gate,’ because this fence SELLS. 


“Dwiggins Steel Fence Posts will add more prof- 
its. Write me for Catalog and Prices that 
prove it.” 


TE DWIGGINS WIRE FENCE CO. 


ret i UAT Anderson Indiana 
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No. 45 Lawn Fence with Style D Wire 
Another decidedly artistic fence that is es Style Y Lawn Wire Fabric 
having a large sale. The pickets being 
2% inches apart, assure a fence that will 
turn all kinds of animals and small chick- 
ens. All fabrics heavily galvanized. 
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165 ft. and 330 ft. Rolls Carried in Stock. Special 
Style D No. 10 Fabric on Wood Posts Size Rolls Made to Order. 
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STANDARD VARNISH WORKS 
BUYS TOCH BROTHERS, INC. 


Two Old Paint and Varnish Firms Merge 


Announcement has been made by J. W. Robson, president of 
the Standard Varnish Works, 443 Fourth Avenue, New York, 
that two of the oldest concerns in the paint and varnish industry 
in the United States have combined through the acquisition by the 
Standard Varnish Works of all of the capital stock of Toch Bros., 


Ine. 


Toch Bros., Inc., has been continu- 
ously under the management of one 
family since its foundation in 1848, and 
will so continue in the hands of the 
sons of the founder, Moses Toch—with 
Henry M. Toch as president, Maxi- 
milian Toch as_ vice-president, and 
Harry E. Baer as secretary-treasurer; 
so that there is assurance that those 
policies which have made Toch Bros., 
Inc., the leaders in their own field will 
be continued. 

This amalgamation will permit of 
the rapid expansion of Toch Bros., Inc., 
through the additional facilities af- 
forded by the large plants of the 
Standard Varnish Works at Elm Park, 
N. Y.; Chicago, Ill.; London, England; 
Paris, France; Berlin, Germany; Milan, 
Italy; Barcelona, Spain; and a newly 
completed lacquer factory at Linden, 
N. J 


The manufacture of the Toch Bros., 
Inc., products will be in charge of Dr. 
Maximilian Toch and Arthur D. Rob- 
son, vice-president in charge of opera- 


Frank Conrad Receives Morris 
Liebman Memorial Prize 


The Morris Liebman Memorial prize, 
awarded annually by the American In- 
stitute of Radio Engineers for the most 
important contribution to radio prog- 
ress, was presented to Frank Conrad, 
assistant chief engineer of the West- 
inghouse Electric and Manufacturing 
Company, in recognition of his work 








tions of the Standard Varnish Works. 
Henry M. Toch has become chairman 
of the board of the Standard Varnish 
Works, a fact which is announced with 
pride. 

The financial matters of the company 
will be in charge of James S. Wolf. 
treasurer of the Standard Varnish 
Works. 

The management of the Western di- 
vision remains in charge of J. Heath 
Wood, president of the Standard Var- 
nish Co. of Illinois. 

This is the third very important an- 
nouncement issued by the Standard 
Varnish Works since the installation of 
its present management barely a year 
ago, following as it does news of the 
completion of a large and modern 
lacquer factory, and the acquisition of 
the Standard Varnish Co. of Illinois, 
which was originally part of the Stand- 
ard Varnish Works, but which was sep- 
arated from it in 1918. 


'in short wave development, at the an- 
_nual meeting of the society in New 
York on Jan. 18. 


The prize, a check for $500, was pre- 
sented to Mr. Conrad by Dr. J. H. 
Dellinger of the United States Bureau 
of Standards, president of the Institute. 

Mr. Conrad, from whose amateur 
radio station KDKA was developed the 
pioneer broadcasting station of the 
world, discovered that the short waves, 
contrary to general opinion at the time 
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C. E. Shields Resigns from 
Rock Island Mfg. Co. 


Carl E. Shields, who has been presi- 
dent and treasurer of the Rock Island 
Manufacturing Co., Rock Island, IIl., 
makers of vises and electrical appli- 
ances, has resigned from those posi- 
tions to become the manufacturing head 
of the American Nokol Co., oil burner 
manufacturers, with headquarters in 
Chicago. Mr. Shields first became asso- 
ciated as president of the Rock Island 
Manufacturing Co. when that concern 
a over the Rock Island Tool Co. in 
E. E. Eckler will take over the re- 
cent duties of Mr. Shields with the title 
of general manager, but no announce- 
ment has been made as yet as to his 
successor as president of the company. 





American Iron, Steel & Heavy 
Hardware Assoc. Moves 


The offices of the American Iron, 
Steel & Heavy Hardware Association 
have been moved from the Marbridge 
Bldg., Broadway and Thirty-fourth 
Street, New York, to 503 Arch Street, 
Philadelphia, Pa., effective Feb. 1. 





G. J. B. Ramsden, Canadian 
Rep., E. C. Stearns & Co. 


E. C. Stearns & Co., manufacturer of 
hardware, Syracuse, N. Y., announces 
George J. B. Ramsden as its Canadian 
representative, with headquarters at 
St. Thomas, Ont. 


he began work on them, were better for 
distance transmission than the longer 
ones; demonstrated that they could be 
used for dependabie continuous daily 
transmission over long distances under 
the exacting demands of ordinary com- 
mercial communication, and is now di- 
recting the development of a system of 
feeding a chain of broadcasting stations 
with programs from a central point by 
means of the short wave. 


1926 Salesmen’s Convention of The Richards-Wilcox Mfg. Co. 
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A discussion of selling experiences was a feature of the 1926 salesmen’s convention of the Richards-Wilcox 


Mfg. Co., manufacturer of door hangers and hardware specialties, Aurora, IIl., held Jan. 5-8. 


It was attended by 


sixty of the company’s sales representatives and branch managers from all parts of the United States and Canada. 


Reading matter continued on page 198 
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They Sell Easy NOW! 


But the first sales of 


Conneaut Special Shovels 
Were Hard to Get Because 





il ee They were the first heat treated shovels avail- 
able and consequently were high in price. But 
what a difference now—those first customers 
keep coming back for more. 


Jobbers who carry CONNEAUT SPECIAL 
SHOVELS know the value of repeat orders. It 
reduces their selling cost so materially, be- 


Ccause— 





Users of Conneaut Special Shovels keep 
sold. They have become a standard of — 
where shovels -are mentioned. 


Especially Selected Materials 
Well Skilled Workmen 
Remarkable Finish 
Skilfully Balanced 
Of course we make the four competing grades and 
make them well; materials are better than you nor- 


mally get; the skilled workmanship and design of 
CONNEAUT SPECIAL SHOVELS are reflected | i 


therein. 








WE MANUFACTURE 


All kinds of shovels, scoops, spades, drain and ditching tools, telephone and tele- 
graph shovels and spoons, handles for same, and other tools. 





(One of our many styles of shovels) 


THE CONNEAUT SHOVEL COMPANY 


CONNEAUT OHIO U.S.A. 
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CRESCENT TOOL CO. 
ACQUIRES THE SMITH 
& HEMENWAY C0. 


Firm Name Will Be Retained 


The plant and business of the Smith 
& Hemenway Co., Inc., manufacturer 
of pliers and electricians’ tools, Irving- 





ton, N. J., has been acquired by the | 
manufacturer of | 
pliers and wrenches, Jamestown, N. Y. | 


Crescent Tool Co., 


The effective 
Feb. 1 


The board of directors of the Cres- 


consolidation became 


cent Tool Co. consists of Karl Peterson, | 


president; C. Emil Nelson,” vice-presi- 
dent, and C. Fred Falldine, secretary 
and treasurer. 

No further details concerning the 
merger are available at this time ex- 
cept that the name of the Smith & 
Hemenway Co. will be retained, al- 
though the executive offices will be 
moved to Jamestown and consolidated 
with the general offices of the Crescent 
company there. 





Change in Personnel, Devoe & 
Raynolds Co. 


A redistricting of the country for 
the purpose of obtaining more inten- 
sive sales supervision has been an- 
nounced by Devoe & Reynolds Co., Inc. 
The sales activities of the company 
were formerly directed from two dis- 
trict headquarters, one in New York 
and one in Chicago, both operating 
under the director of sales, P. LeB. 
Gardner. In the reorganization, Mr. 
Gardner is now assisted by four dis- 
trict managers, with headquarters, re- 
spectively, at New York, Buffalo, Chi- 
cago and Kansas City. 

R. C. Thomas retains the position 
of genéral sales manager for the east- 
ern district, with supervision over the 
branches in New York, Philadelphia, 
Atlanta and New Orleans. 

E. T. Gray continues as general sales 


manager of the western § district, 
which includes the Detroit, Chicago, 
Twin Cities, Des Moines and Omaha 
branches. 


H. J. Birtch, formerly manager of the 
Buffalo branch, has been appointed 
general sales manager of the new cen- 
tral division, which includes the Bos- 
ton, Buffalo, Cleveland and Cincinnati 
branches. 

J. B. Hartranft, who has been branch 
manager in Kansas City, has been made 
general sales manager of the south- 
western district, comprising the com- 
pany’s branches in Kansas City, Wichi- 
ta, Tulsa, Dallas and Houston. 


Hammacher, Schlemmer & 
Co., Now Distributors, 
Acme Products 


Hammacher, Schlemmer & Co., hard- 
ware, tools and factory supplies, Fourth 
Avenue and Thirteenth Street, New 
York, has been appointed sole distribu- 
tor for Manhattan, the Bronx and Rich- 
mond counties, of the Acme White Lead 
& Color Co., carrying its line of paints, 
varnishes and enamels. 
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A group of veteran employees of the Collins Co., Collinsville, Conn., 
everyone of which has been with the organization from 35 to 61 
years 


COLLINS CO. 


CELEBRATES 


ONE HUNDREDTH ANNIVERSARY 


In celebration of its one hundredth 
anniversary this month, The Collins 
Co., manufacturer of edge tools, cast 
steel plows, etc., Collinsville, Conn., is 
preparing a brief history of the con- 
cern, which will be ready for distribu- 
tion about the last of March. 

In 1826 David C. Collins and Sam- 
uel W. Collins were employed by their 
Uncles David and Edward Watkinson, 
who conducted a hardware store in 
Hartford, Conn. Later they were taken 
into partnership and the name was 
changed to Watkinson & Collins. At 
that time axes were put on the mar- 
ket in a rough state, it being necessary 
for the purchaser to do considerable 
grinding before the axe could be used. 

The Collins boys conceived the idea 
of making an axe all ground and ready 


| for use and purchased an old grist mill 


on the Farmington River in the town 
of Canton. They started the manufac- 
ture of axes in February, 1826. Char- 
coal was used for heating axes until 





1829, when Lehigh coal was used for 
the first time. A great many obstacles 
were encountered. Their main object 
'was quality and the business grew 
'steadily. In 1840 they entered the for- 
‘eign markets, as the Collins tools had 
'earned an enviable reputation in the 
‘domestic market. Foreign traders 
‘coming to Hartford with cargoes of 
/molasses, dyes, etc., carried back Col- 
lins tools, thus creating a demand 
'which steadily increased. Today the 
_export business of this company is its 
specialty. About 600 skilled men are 


| employed. 





New York Toy Fair 
Feb. 4 to March 6 


The New York Toy Fair for 1926 
will be held Feb. 4 to March 6, with 
displays at the Hotel Breslin, Imperial 
Hotel, Fifth Avenue Building, Bush 
Terminal Sales Building and the Amer- 
ican Woolen Building. 

Exhibits will be made by the leading 
toy factories all over the world. These 
lines will be found in designed buying 
areas for the convenience of the busy 
merchant. It represents an effort on 
the part of the sellers to provide buy- 
ers with the best possible opportunity 
to efficiently plan their business for 
1926. 


Philadelphia Salesmen_ Enter- 
tain Pennsylvania Master 


Painters 


On Jan. 19, the Pennsylvania Master 
Painters attending the annual conven- 
tion at the Penn Harris Hotel, Harris- 
burg, were entertained by ten vaude- 
ville numbers brought from Philadel- 
phia by the Save the Surface Sales- 
men’s Club of Philadelphia. 

President Alex Graf of the Sales- 
men’s Club extended the welcome to 
the audience. 


The affair was the finest ever put be- 
fore the Master Painters by any sales- 
men’s club and much credit is due to 
Al Langish of the Paramount Paint 
Co. and Bill Wallace of the Eagle Picher 
Lead Co., who engaged and directed the 
talent. 

The Pennsylvania Male Quartette, 
Philadelphia’s Prize Winners, was the 
big feature of the evening and Bill 
Campbell, the Pennsylvania represen- 
tative of the Whiting Adams Co., called 
the songbird of the Paint Industry, was 
roundly applauded. 

More than fifty firms contributed 
financially. 


United Electric Co. Announces 
Changes 


Harry A. Duryea, formerly division 
manager in the northwest territory for 
the Electric Vacuum Cleaner Company 
and for some time a division manager 
and regional sales director for the 
| United Electric Company, Canton, has 
been appointed sales manager of the 
portable cleaner division of the United 
Electric Co., Canton, Ohio. 

Walter C. Wicker. formerly asso- 
ciated with Altorfer Bros. Co. and for 
the past year with the United Electric 
Co., has been appointed sales manager 
|of the Tuec installed cleaner division 
of the United Electric Co., Canton, Ohio. 








Reading matter continued on page 200 
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Chick Feeders’ in 


x2 ays = Galvanized, Tin and 
Enameled 





Star Fountain Fits 
Mason Jars. Sells 
for a Dime. 
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Feeders in Galvanized and Bright Tin Plate 





Poultry and Eggs now represent a Bil- 
lion dollar industry, and the humble hen is 





Magazine Feeders 
for Food or Liquids 





Drinking Fountains : ° . . 
for Buttermilk or worthy of, and is getting, scientific care 
ater. e 
and attention. 


The poultry raisers know that the right fix- 


tures save much time and labor, and prevent 
waste of feed. ‘‘Moe’s Line” is a popular, 


standard, and complete line of poultry equip- 
ment which is in demand the year around. 
You can make a clean, satisfactory profit sell- 
ing ‘‘Moe’s Line,” and what is equally impor- 





tant you make satisfied, permanent customers. Grit Boxes for 
Feeding Grit, 
Charcoal, 
ei ities Shell, Etc. 
a. = ~~ Write for Catalog and Prices 


in Five Sizes. 

















Coal Burning Brooders 


HOEFT and COMPANY, Inc. 


(MANUFACTURERS) 
2305 DAVIS ST. NORTH CHICAGO, ILL. 
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SIMPLIFICATION OF MERCHANDISE METHODS 
DISCUSSED BY PHILADELPHIA RETAILERS 


Harry D. Kaiser, Main Speaker of Event 


D 


ened and the money has 


ORMANT accounts amounting to $4,752.71 have been awak- 


been returned to Philadelphia re- 


tailers, according to Frank A. Mitchell, chairman of the 


Collection Bureau, in his report to the Philadelphia Retail Hardware 


Association at the meeting of Jan. 21. 


Last month alone the collec- 


tions reached $758.95 and it furnishes food for thought among the 
retail merchant throughout the country where long overdue accounts 
must represent a huge sum which can be collected through the appli- 


cation of intelligent methods. 


The element of fear which obtained 


among the Quaker City dealers when the bureau was first introduced 
has given away to one of confidence and enthusiasm since the bureau 


has proved an unbounded success. 


President Harry D. Kaiser struck the 
key-note of the evening when, during 
his opening remarks, he referred to 
simplification of merchandise and mer- 
chandising methods. “Mechanics of 
long experience and of keen practical 
intelligence do come into my store,” said 
Mr. Kaiser; “men who by virtue of 
their knowledge tell you just exactly 
what tools they want, but the vast 
number of people who come to buy do 
not know what they want and it is up 
to you to tell them; they rely on your 
judgment and they have a right to de- 
pend on your suggestions. We are 
carrying too many sizes of a like stock 
with very small differences in the inter- 
mediate sizes. In some lines I am car- 
rying the same variety of sizes I car- 
ried twenty years ago. I am going to 
reduce my sizes—honestly men, who 
among your customers really know ex- 
actly what they want with such a very 
small difference in the intermediate 
sizes. Your proposition is to cut out 
dead lines and make money on goods 
that are alive and that move—we are 
being taught that lesson by our keenest 
competitors all over the country—and 


The British Industries Fair, 
February 15 to 26 


A convincing contradiction to the de- 
pressing reports regarding the state of 
British industry which have been cur- 
rent recently is supplied by the British 
Industries Fair, to which the British 
Government has just sent out official 
invitations to over 50,000 of the most 
important firms of the world. 

Much interest has been aroused by 
the recent decision of the British Gov- 
ernment to issue “gratis” visas to all 
“bona fide” buyers travelling to Eng- 
land to attend the fair. Requests for 
invitations are being received in large 
numbers at the various British consu- 
lates, which are authorized to issue 
official invitation cards, carrying with 
them the right to receive British pass- 
port visas free of charge. 

The fair, which is of primary impor- 
tance to all merchants, takes place si- 
multaneously in London and Birming- 
ham, from Feb. 15 to Feb. 26, 1926. 
This year its sixth anniversary will be 
celebrated by a state banquet for rep- 
resentative exhibitors and buyers, which 
the Prince of Wales will officially at- 











you know full well who those competi- 
tors are. 

“Those of you who have cut down on 
superfluous sizes during the past year 
are now making money, and the spaces 
on your shelves, formerly a morgue for 
dead stock, now serve you as bearers of 
profit producers.” 

Howard E. Holland, vice-president of 
the Holland Manufacturing Company, 
Baltimore, Md., spoke on simplification 
in the tack industry. Mr. Holland gave 
full credit to the jobbers and dealers 
for having conceived of simplification 
wy before the manufacturers thought 
of it. 

The following merchants were.elected 
to active membership: Charles Peters, 
Leon Wachman, Louis Verna, William 
A. Wurst and Alfred J. Reichard. 

Sharon E. Jones, secretary-treasurer 
of the PASHA, presented a program of 
the coming convention and exhibition, 


_which he termed the 25th, or silver an- 


niversary, of that great organization. 
He stated that the major theme of the 
occasion would be “Better Merchandis- 
ing,” and that every session would be 








tend. 


addressed by national leaders. 


Since its inauguration’ the fair has 
been growing rapidly in importance 
from year to year, until today it has 
become universally recognized as the 
greatest annual industrial fair in the 
world. The importance attached to it 
by British manufacturers is clearly 
shown by the enormous demand which 
has been made for space. More than 
double the number of firms have ap- 
plied for space this year than in 1924. 

A novel feature of the forthcoming 
fair is that for the first time in its his- 
tory it will be open to the public at 
certain hours. The needs of buyers and 
of the general public are being care- 
fully studied. Both the London section 
at the White City and the Birmingham 
section are easily accessible. 


Braxton W. Campbell Dead 


Braxton W. Campbell, president of 
the Perkins-Campbell Harness Co., Cin- 
cinati, Ohio, and nationally known in 
the harness industry, died at his home 
in that city Jan. 25, at the age of 77. 
He was a former president of the Na- 
tional Wholesale Saddlery Association. 


Reading matter continued on page 202 
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Frank W. Pierron Dead 


Frank W. Pierron died at his home 
in Westfield, N. J., on Jan. 14, after 
an illness of only two days. The cause 
of his death was pneumonia. He was 
born in Brooklyn, May 23, 1855, and 
had lived in Westfield for eighteen 
years. He was connected with Sargent 
& Company, manufacturer of hardware, 
New York, for forty-five years, and had 
a wide acquaintance among manufac- 
turers and other members of the hard- 
ware industry. Beginning in 1911 he 
occupied the position of buyer, until it 
became necessary for him to give up 
active business on account of ill health 
about five years ago. Mr. Pierron is 
survived by his widow and two grand- 
children. 


John C. Logan Dead 


John C. Logan, oldtime hardware 
man, died at. the West Penn Hospital, 
Pittsburgh, Jan. 25, following an ill- 
ness of about two months. He was 82 
years old and for twenty-five years con- 
ducted a hardware store in Mercer, Pa. 
Selling that store, he moved to Wilkins- 
burg, Pa., and started another with 
Charles W. Walmer as a partner. A 
few years later he sold his interest to 
Mr. Walmer and engaged in house 
building, in which he continued until a 
few years ago when he retired. 





C. R. Strotz Now With 
John H. Graham & Co. 


C. R. Strotz has been recently ap- 
pointed export manager for John H. 
Graham & Co., hardware manufactur- 
ers’ agents, 113 Chambers Street, New 
York. 

He was formerly associated with the 
Ampol Trading Corp., importers and 
exporters, 1133 Broadway, New York. 


Basche-Savage Co. Has 
Modern Store 





The Basche-Sage Co., hardware re- 
tailers at Baker, Ore., "has just com- 
pleted a new store building, occupying 
the space formerly given over to three 
stores. Four carloads of store fixtures, 
valued at $16,000, have been shipped by 
the Duluth Show Case Co., Duluth, 
Minn., to equip the new store, which 
will be one of the most complete and 
attractive stores in the Northwest. 





Youngstown Sheet & Tube 
Co. Appoints Agents 


The Youngstown Sheet & Tube Com- 
7! announce the appointment of H. 

. Richardson as district sales agent 
at Philadelphia, Pa., with offices in the 
Franklin Trust Bldg.; G. B. Strausner 
as district sales agent at Buffalo, N. 
Y., with offices in the Liberty Bank 
Bldg; also the appointment of Myron 
S. Curtis as district sales agent at 
Youngstown, with offices in the Stam- 





baugh Bldg. 
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Stop the waste 
at the end of the hose 


with a Gaylord Water Saver. 


Press the plunger, the water 
flows. Release, and the water 
shuts off immediately. The 
Water Saver is ‘simple to 
operate, there are no springs 
or loose parts to get out of 
order. List price of the 
Water Saver, $2.00. 


Three styles of Nozzles pro- 
vide the right stream for 
every job. The Water Saver 
and the three Nozzles packed 
in an attractive carton— 
Combination A—for general 
home and garden use. List 
price, $3.00. 


The Gaylord Hose Reel pre- 
vents wear, tear and kinking 


The water flows through an 
arm of the Reel to the hose. 
The Reel keeps the hose off 
the ground, always ready for 
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use. List price of the Hose 
Reel, $7.50. 

There is nothing like the 
Gaylord Hose Reel on the 
market. Its unique construc- 
tion puts it in a class by it- 
self. 

Combination B is Combina- 
tion A plus the Hose Reel— 
List price, $9.00. 

Gaylord merchandise offers 
you a big profit and quick 
turnover. 

Write today for our booklet, 
“Beating the Water Meter,” 
which describes the Gaylord 
line in detail—and tell us 
whether you are interested 
in our jobber or dealer prop- 
osition. 


Sales Offices: A. K. TROUT CO., Inc. 


342 Madison Avenue, New York, N. Y. 


Factory: 


GAYLORD MANUFACTURING CO. 


Paterson, N. J. 


Jobbers and Dealers: 
Please write for our proposition; we'll interest you. 





GAYLORD 


WATER SAVING DEVICES 


GAYLORD WATER 
SAVER 


—press the plunger,’ the 
water flows. When you let 
go the water shuts itself off. 


GAYLORD 
NOZZLES 
—providing the right 
Stream for every job. 














GAYLORD HOSE 
REEL 
—fits direct to the hydrant. 
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Bill Would Prevent Misbranding of 
Paint—Metric Bill Again to the Fore 


By L. W. Moffett 


(Washington Bureau of HARDWARB AGB) 


Brooklyn, N. Y., has introduced a bill to prevent the manu- 


RR Brookiya, N.Y, ANDREW L. SOMERS, Democrat, 


facture, sale or transportation of improperly labeled or mis- 


branded paint, turpentine and linseed oil. 


Should the measure be 


enacted into law, its supporters say that it would put to an end 
forever the marketing of poor qualities of these products, and there- 
fore be a boon to the manufacturer, distributor, wholesaler and re- 


tailer of honest goods of these kinds. 


The bill has been referred to 


the House Committee on Interstate and Foreign Commerce. Repre- 
sentative Somers told HARDWARE AGE that he is desirous of having 
hearings soon on the proposed legislation and to have it passed at 


the present session of Congress. 


He added, however, that he did 


not know that his hope would be realized. This being a year of 
Congressional elections, the general expectation is that the present 
session of Congress will adjourn perhaps by June, so that campaign- 


ing may be begun in good season. 


Therefore, this bill may not 


receive consideration at this session because of the pressure of other 


legislation. 


The bill provides for penalties, includ- 
ing both fines and imprisonment, for 
misbranding paint, turpentine and lin- 
seed oil, when shipped in interstate 
commerce or imported. In the case of 
imports, the Secretary of the Treasury 
would be authorized to prevent admis- 
sion of the products if improperly 
labeled or misbranded. In order to pro- 
tect shipments not branded as required 
under the general provisions, the meas- 
ure provides certain qualifying clauses. 
It is provided, for instance, that no 
articles shall be deemed improperly 
labeled or misbranded when intended 
for export to any foreign country the 
laws of which do not require articles to 
be so labeled nor when sold upon a 
written contract to a consumer for use 
in his own business. In the latter case 
the article shall bear a label conspicu- 
ously showing that it is made in ac- 
cordance with a private formula. But 
if the article so sold to a consumer 
upon a written contract upon a private 
formula is resold by the consumer, then 
the proviso does not exempt the article 
from other provisions of the measure. 
A contractor applying such articles on 
the property of others would be deemed 
to resell the articles and therefore be 
subjected to penalty. 

The Secretary of the Treasury, the 
Secretary of Agriculture, the Secretary 
of Commerce and the Secretary of 
Labor would be required to make rules 
and regulations for carrying out the 
provisions of the measure, including the 
collection and examination of specimens 
of the products affected and offered for 
sale in original, unbroken packages. 
Examination of specimens would be 








made by the Bureau of Chemistry, De- 
partment of Agriculture, or under its 
supervision. In case of improper label- 
ing, the bureau would give notice to 
the party from whom the sample was 
obtained and to the manufacturer by 
whom the sample was made. Those 
upon whom notice would be served 
would be given opportunity to be heard 
and to introduce evidence. If violation 
of the law were found to be intentional, 
the Secretary of Agriculture would be 
required to certify the facts to the 
proper United States District Attorney 
with a copy of results of the analyses. 
No publication of the proceeding would 
be permissible until after judgment or 
conviction. No retailer or wholesaler 
would be prosecuted when he can estab- 
lish a guaranty signed by the whole- 
saler, jobber, manufacturer or other 
party from whom the materials were 
bought. If the owner of the material 
gives bond assuring the authorities that 
the condemned products will not be sold 
it will be returned to him. Otherwise it 
will be destroyed by order of the court. 
Imports will be refused admission if im- 
proper labeling or misbranding is found 
to exist, except that the Secretary of 
the Treasury can permit delivery of 
such imports pending examination pro- 
vided the consignee gives bond for the 
full invoice value of the goods. By 
provisions of the bill “paint” includes 
oxide of zinc, red lead and white lead, 
dry or in any kind of oil, and any com- 
pound intended for the same use, colors 
ground in oil, paste, or semi-paste 
paint, and liquid or mixed paint ready 
for use. 





Metric Bill to the Fore 


NTRODUCED in each session of Con- 

gress for the past decade, the so- 
called metric bill again has come to 
the fore. Hearings on this measure, 
sponsored by Representative Britten of 
Illinois, were begun on Monday of the 
present week before the House Commit- 
tee on Coinage, Weights and Measures. 
Proponents are strongly urging its en- 
actment at this session. Opponents like- 
wise are lining up for its defeat. 
Among those most active against the 
proposed legislation are American 
manufacturers of machinery and ma- 
chine tools who claim the change to the 
metric system of weights and measures 
would cause them enormous expense 
and unsettled producing processes in 
merchandising their products. Pro- 
ponents point out that the measure 
ealls for gradual adoption of metric 
units after a transition period of 10 
years. Manufacturers would continue 
to use any measures desired in produc- 
tion, but commercial transactions would 
be on the decimal basis. Sponsors of 
the measure say that it would establish 
world standard units to the advantage 
of internal and world trade, education, 
etc. The bill establishes familiar terms 
for the main metric units. The meter 
would be called the “world yard,’ the 
liter “world quart” and 500 grams 
“world pound.” 


Tax Legislation Before Senate 


— voting to have the United 
States join the world court, the 
Senate has taken up the tax bill. Pres- 
ent indications are that it will be the 
subject of prolonged debate and already 
it is manifest it will be the object of 
acrimonious attack, especially from the 
“progressives,” who are loudly protest- 
ing against most everything done by 
the Senate Committee on Finance. The 
progressives are especially peeved over 
the wiping out of the inheritance, estate 
and capital stock taxes and the “peep- 
ing Tom” provision. Senator Norris 
wants not only to restore the publicity 
provision but to make it even more 
sweeping by permitting public access 
to details of all tax returns and not 
merely to the total tax paid, as the ex- 
isting provision permits. The Repub- 
lican leaders are showing some appre- 
hension lest the tax bill will not be 
enacted into law by March 15, when 
new returns will be made out. 
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The Tool Department 


New Tools Stimulate Sales 


By Don Thatcher 


most animals. From infancy until mental or 

physical feebleness arrives, men, women, chil- 
dren and animals are attracted by the new and un- 
usual. Every business is full of retards and accel- 
erators. We seek to avoid or minimize the retards 
and make full use of the accelerators. In a business 
that includes the necessity of handling thousands of 
items one is naturally seeking to curtail variety. 
Every unnecessary item ‘is dead stock, money tied up 
in dead stock prevents investment in goods that are 
moving. 

The hardware business is a business of thousands 
of items. About 80 per cent of which are items that 
are not responsive to sales effort. They are staple 
necessities, purchased as needed, their only influence 
upon sales is their contribution toward complete 
stocks. Without them we would not have hardware 
stores, sO we will always have our 80 per cent of nails, 
screws, hooks, etc. In the other 20 per cent are the 
items, the trades, vocations and the public are inter- 
ested in. From this 20 per cent of the store’s total 
variety the merchant selects or finds his sales accelera- 
tors. Included in this 20 per cent are tools, a line of 
goods that appeals to and interests more people than 
does any other merchandise handled in a hardware 
store. 

Tools appeal to and interest mechanics and workers 
of all trades and vocations, motorists, sportsmen, man- 
ual training students and teachers, farmers, house- 
holders, followers of hobbies. All of these people use 
tools. The scope of the appeal of tools covers a field 
in which are included more people than any other 
line of goods handled by hardware stores will appeal 
to. These people are human, they are interested in 
the new. The greatest retard to the growth of any 
business is lack of vision. The hardware business in- 
cludes such a great variety of items that it is not 
to be wondered at when we find one of the dominant 
ideas—that of holding down variety. If we allow 
that thought to grow to the extent of dominating our 
entire business, then our vision is obscured — we 
won’t see the opportunities of our 20 per cent stock 
of sales appeal items. If we permit our inclination to 
avoid adding to our 80 per cent necessity stock to 
blur our vision to the advantages of the new in that 
part of our 20 per cent “sales stock” that can be used 
for sales appeal items to such a large part of our 
public; then we handicap ourselves with a mental re- 
tard that prevents the use of items that are natural 
sales accellerators. 

New Tools—Some of the best retail hardware mer- 
chants are always on the lookout for new tools. Over 
in Pennsylvania there is a hardware store doing a 
business of about $600,000 a year. This store handles 


(ke appeal of the new is born in humans and 


everything saleable by a hardware store in that com- 
munity. Every department and division of the busi- 
ness is doing well—house furnishing goods, paints, 
sporting goods, cutlery, motor supplies, builders and 
shelf hardware are marching along with the growth 
of the tool department. The owner of that store is 
a busy man, yet never too busy to look at new tools. 
He tells me that while cautious about buying new 
items of other lines he is always seeking new tools, 
if in doubt he errs on the side of buying rather than 
pass the opportunity of buying a new tool. All he 
requires is that the tool be of good quality. 

As soon as new tools arrive in stock, they are 
shown to the employees, their purposes and advan- 
tages explained. Then until every one in the store 








is familiar with the new tools they are kept in a 
prominent place. As New Goods they are featured 
in store and windows. Of the six hardware stores in 
tewn this store probably does more business than 
three of the others. The owner has always been a 
great believer in the value of new goods as sales 
accellerators. ! 

One of the most effective methods of utilizing new 
tools to increase sales is that used by a merchant lo- 
cated in Liberty Street, Pittsburgh. In the front of 
one of his windows he has a pedestal about eighteen 
inches high, sixteen-inch base, sides tapering slightly 
toward the top, making about a twelve-inch square 
top on which there is always displayed new tools. 
Two sides and the front of the pedestal are used for 
advertising space, carrying the message about the 
new tools displayed on top. On the floor or on panels 
that are used for the back and sides of the window are 
displayed kindred tools. If the display item is a 
wrench, then other wrenches are displayed. The new 
wrench is featured at the same time the completeness 
and variety of the store’s assortment of wrenches is 
emphasized. New uses of old ideas can be applied to 
selling tools. One that has proven effective is that 
of selling assorted sizes of small tools as an assort- 
ment. A recent successful sale of this kind was made 
with screw drivers. The merchant displayed all sizes 
and several kinds. In the center there were four sizes 
of one kind, one each, 3-inch, 4-inch, 5-inch, 6-inch. 
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Opposite each driver was the price. In front of the 
display was a card. 


Screwdrivers 
3-inch.......... 20 cents 
4-inch.......... 25 cents 
i i al a 30 cents 
6-inch.......... 35 cents 





Complete Assortment, $1.00 

The same idea is used with auger bits, chisels and 
other small tools. Notwithstanding that chisels and 
bits are made up and often sold in complete sets, many 
people who wiil not buy a set will buy an assortment 
of several of the most usable sizes. 

Many tools that have been in hardware stock for 
some time are new to the people whose trade we want. 
Information and ideas we have may be old to us but 
new to those people. Information and ideas new to 
them are often as interesting sales accelerators as 
new tools. 


Fireplace Hardware 








r NHERE is a time and a place for everything. 
Take fireplace hardware for instance, screens, 
andirons, baskets, tongs, shovels, hearth 

brushes, pokers and the like. 

There is a period each year when these accessories 
for the fireplace can, solely through proper displays, 
be made a fast turning and highly profitable line. 

At least that has been the experience of W. E. 
Meierhoff, Highland Park, IIl., who sold approximate- 
ly $2,500 worth from October first to Christmas from 
a stock that at no time exceeded $500. This class of 
merchandise carries a margin of profit that is con- 
siderably above the average possible on most of the 
other hardware items. . In fact Mr. Meierhoff’s sales 


figures represent only about a three time turnover, 
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How many men other than mechanics know the 
difference between a rib and crosscut hand saw? 
Or the purpose for which each is intended. Thousands 
of saws are sold for general use to people other than 
mechanics. With a saw display include a neat card: 


Cross Cut Saws— 
Teeth set to cut across 
the grain of the wood. 
Rip Saws— 
Teeth set for ripping or 


cutting with grain of wood. 


These and many similar things are known by nearly 
every one in the hardware business. They are not 
known to the thousands of prospective saw buyers. 
People like to purchase where they receive informa- 
tion. 


Yields Fine Profit 
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Window display of fireplace fixtures in the store of W. E. Meierhoff, Highland Park, Ill. 


and even that record in less than ninety days is some- 
thing. 

Mr. Meierhoff’s plan for pushing these sales is very 
simple—just display. The first week in October, 
when there had been a few frosty nights that made 
people feel the need of artificial heat and yet not 
enough for the starting of the furnace, he made an 
attractive and appealing window display and his sales 
that first week were $500. After that week a display 
was arranged on a couple of low tables just inside of 
the front door and left there until the holidays and 
they sold the rest. By simply picking the proper time 
to make his displays, fireplace hardware was made to 
yield a profit of just about $1,000. 














February 4, 1926 HARDWARE AGE 


205 








SOUTH AFRICA 
CALIFORNIA 








Some Cases of @ PD Tools Ready for Export 


The same care goes into packing a case of GYD tools for the domestic 
market as is given to export shipments. For fifty years GT D has been mak- 
ing shipments of quality tools which must be packed properly to arrive in 
good condition. 


Packing methods are important to consider. Many a sale has been lost 
because of poor appearance. By ordering your small tools from @TD you 
can be sure that they will arrive in shape to put right on your shelves. 


Remember that it is our aim to keep our line superior to any other as re- 
gards packing as well as actual quality and accuracy. 
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CORPORATION 








GREENFIELD. — MASS.,U.S.A. 
—~ ¢ Chicago Store: 13 So. Clinton St. New York Store: 15 Warren St. 
gl See vvéeé y Canadian Plant: Greenfield Tap & Die Corporation of Canada, Limited, Galt, Ont. 
our sroware London Office: 139 Queen Victoria St., London, E. C. 4 
talof, Buyers 
@ a atalog @‘I’ [D Screw Plates, Taps, Dies, Reamers, Gages, 





Pipe Tools, ‘Twist Drills, Machine Tools. 





= : ( GREEN FIELD i TAP AND DIE ee 
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Specialization Secret of Gavin’s Success 
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The above set of shelves netted Gavin $2,000 last year 


sells an average of $15,000 worth of paint an- 

nually, buys denatured alcohol in carload lots 
and disposes of five carloads of roofing a year. Al- 
though this firm has handled radio less than one year, 
it has already sold over $5,000 worth of sets. 

From the above statements you can readily see that 
the Gavin Hardware Co. conducts a real hardware 
store—one in which ideas and methods join hands 
with hard work in winning and holding business. 

One thing stands out in your mind as you look over 
the Gavin store and talk with its proprietor. You 
simply can’t help but feel that Gavin knows his lines 
and has a personal interest in them. Carload business 
doesn’t just grow, as Topsy did; it is made. There is 
always a man behind exceptional business. 

There are two Gavins in the store—father and son. 
Gavin, senior, is interested in the carload end of the 
business. He is the man who sells the contractor and 
the factory buyer. He also keeps close tab on the 
paint department, which, in a large measure, accounts 
for the volume of paint business. This is Gavin’s sys- 
tem: “Specialize on certain lines, and carry no dead 
stock.” 

When inventory is over he gives away his slow 
sellers in the paint line. Every purchaser of a gallon 
or more of paint receives a can of some slow seller 


[T= Gavin Hardware Co., Leominster, Mass., 


gratis. It builds good-will and keeps the stock clean. 

He specializes on one line of varnish and keeps it 

always on display. Last year he actually made $2,000 
from the set of shelves shown above, which are de- 
voted to this line. 
_ Meanwhile Gavin, Junior, goes after specialties. He 
it was who insisted on stocking radio, and it is due to 
his efforts that over $5,000 worth of radio sets were 
sold in less than one year. He knows radio, likes it 
and sells it. “Do you install the sets?” we queried. 
“Not personally,” he answered. “We have a man who 
looks after the installations at so much per set. He 
knows his business, and there are no come-backs.” 

The Gavin Hardware Co. also specializes in house- 
furnishings, maintaining a large, well-arranged de- 
partment. Most of the lines are displayed on special 
decked tables, as shown in the illustration. Only 
quality goods are handled, and the results justify the 
plan. However, not all the credit for this department 
goes to the Gavins. The department is in charge of a 
woman, Mrs. Jobes, who lives up to all the Gavin 
traditions in displays and sales. 

Gavin’s personal interest in all departments of the 
store, his method of pushing the various lines coupled 
with neat, compact and frequent window displays is 
the basis for the success of the Gavin Hardware Co. 


Reading matter continued on page 208 
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’S a sale- 


because the man in 
front of the counter 
has learned confi- 
dence in tools that 
bear the name of The 
L. S. Starrett Com- 
pany and because the 
man behind the 
counter knows that 
every Starrett Toolhe 
sells promotes friend- 
ship for the house 
and him. 


Two and a half mil- 
lion buyers and users 
of tools will see Star- 
rett Advertising in 


1926. 


THE L. S. STARRETT CoO. 
World’s Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 
ATHOL, MASS. 
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with World-Wide Appeal 


OOLS of serviceable quality at prices all 
can afiord. That’s what makes CRE-CO- 


ITE Tools sell fast and pay big. And they 
carry liberal discounts. 









No. 112 
Camp Axe 


Scouts all over the world want camp axes. 
Here’s a big seller! Also for tourists, camp- 
ers and general utility. pay 


CRE-CO-ITE axes, 
hammers and hatchets for 
all uses have satisfied men 
and boys for vears here 
and abroad. 





Claw Hatchet 


Nail Hammer. 








Other fast-selling items include MARION 
Hunting Knives; Pitching Shoes; Grass, Sheep, 
Mule, Hedge Shears; Grass Hooks; Chain Repair 
Links and Hooks; Ice and Skidding Tongs; 


Dolly Trucks, etc. 
Ask your jobber or write us today for samples, 
prices and liberal dealer’s discounts. Ask for 


Catalog H. 


CRE-CO-ITE 


“Tools You Can Sell with Confidence” 
MARION TOOL WORKS, INC. 


Subsidiary of Chicago Railway Equipment Company 
Marion, Indiana, U. S. A. 
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Gavin Keeps Close Tab on All Departments 


. / 


\ 
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Kitchenware sales constitute an important part of the exceptional business enjoyed by the Gavin Hardware Co., of 
Leominster, Mass. 


Although Gavin has handled radio less than one year, over $5,000 worth of sets have already been sold 
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pee Mowers with This 
Self-Adjusting Device 
are Easier to Sell 


AWN MOWERS with this self-adjusting ball-bear- 

ing device are easier to sell. No annoying, diffi- 
cult screw adjusting is ever necessary. There’s no 
poor mowing that results from neglected or improper 
ball-bearing adjustments. And there’s no chance for 
wear, lost motion or neglect. 


Special models for all requirements of foreign trade 
—designed for conditions in every country, including 
Australia, New Zealand, British Isles, Continental a + a n 
Europe, Africa and the Orient. Every mower is per- Mower Company oper- 


> ates the largest and best 
fectly machined and fitted—and made of the finest ma- equipped lawn mower 


terials of special analysis for each particular purpose. a Phe poser) 
Horse and Motor Mower 


Send for free self-adjusting ball-bearing demon- is unconditionally guaran- 
strator, and beautiful illustrated catalog in colors. 
Write us if your jobber cannot supply mowers with 


this feature. 


THE F&N LAWN MOWER CO. 
RICHMOND, INDIANA, JU. S. A. a 


THE WORLD'S LARGEST LAWN MOWER MANUFACTURER 
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California Firm Cultivates Young 
Folk with Sporting Goods 


N example of what the hard- 
A ware dealer can do in the way 
of cultivating the good will 
and encouraging the patronage of 
the young folk in his community, by 
appealing to their love of sports, is 
furnished by the unusual success 
along these lines enjoyed by the Sun- 
set Hardware Co., Berkeley, Cal. 
E. F. Louideck, president of the com- 
pany, himself a lover of sport, has 
given the sporting goods department 
a good deal of his own personal at- 
tention, with the result that it is one 
of the best balanced departments of 
its kind in the Far West. The Sun- 
set Hardware Co. carries a sporting 
goods stock valued at about $20,000, 
on which its stock turn is three to 
four times a year. 

This amount of business has been 
made possible, under the direction 
of Mr. Louideck, by cultivating the 
younger element in the community. 
Berkeley is a university town, the 
seat of the University of California. 
Being situated in the foothils of the 
Coast Range, overlooking San Fran- 
cisco Bay, and within forty-five min- 
utes’ traveling time of San Fran- 
cisco, it enjoys an ideal location for 
a suburb, and consequently a large 








The sporting goods department of the Sunset Hardware Co., Berkeley, Cal., 


receives a good deal of attention. 


The company caters to the young sport 


lovers and school students and arranges its displays in an excellent manner 


proportion of its population is made 
up of home owners. 

The fact that the University of 
California and a fairly large number 
of public, high ‘and preparatory 
schools are all situated in the town 
has tended to emphasize the activi- 


+ Wei: 





One of the complete and frequent fishing tackle window displays of the 
Sunset Hardware Co., Berkeley, Cal. 


ties of the younger element in the 
community. 

This is particularly true in regard 
to sporting activities. There is keen 
rivalry between the different high 
schools and preparatory schools in all 
sorts of athletic competition, notably 
in football, baseball, basketball, soc- 
cer, and field and track sports. Ap- 
preciating this the Sunset Hardware 
Co. has helped to encourage interest 
in the various games. It supplies 
programs without cost to the differ- 
ent high schools for sale at football, 
baseball, basketball and track games. 

These programs are printed in the 
school colors, and whenever possible, 
it has cuts of individual stars used 
for illustrations. The different de- 
partments of the store pay for the 
advertising matter, and frequently 
non-competitive stores are asked to 
contribute ads featuring lines not 
carried by the Sunset Hardware Co. 

The company also offers cups and 
medals every year to be competed 
for by the different school teams. 
It does this also for industrial and 
commercial teams, that is, amateur 
teams made up of players who are 
all employed in Berkeley business 
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RestA-Foot 


Now rest 


MOOTH, even gas-feed! No more lurching and 
jerking. The new Blackhawk Rest-A-Foot 
Throttle combines comfort with steady gas feed 
and insures even power over the roughest roads. 


Merely shifting the weight of the foot from gas 
button to foot-rest automatically holds the gas 
button in position at any speed, over any road. 
To increase speed merely step on the gas button. 
When the foot is lifted both button and foot- 
rest return to idling position. 


Blackhawk Rest-A-Foot Throttle is a complete 
accelerator and automatic foot-rest combined. 
It fills a long felt need and sells at a price that 
makes motorists say, “I’ll take it!” 


The Rest-A-Foot Throttle is easily installed. 
Both throttle and connections are simple and 
sturdy. No parts ever need replacement. 


If ever a product can sell itself it is the Rest-A- 
Foot. How many for you? Ask your jobber or 
write us direct for prices and information. 

, Display Stand Free with first order for ten 


Rest-A-Foot Throttles. Demonstrates and 
sells the throttle. All Steel—three colors. 


BLACKHAWK 







BLACKHAWK Merc. CoMPANY 
Dept. E Milwaukee, Wis. 











Assembly Ln 
to Carburetor J 7 
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Blackhawk 
Water Pumps for Fords 


The “CHIEF” 


: Blackhawk “‘Chief”’ is built 
4) toselland builttolast. Has 
*| turbine type head, double 
bronze bearings, positive 
double grease lubrication 
and over-strength construc- 
tion throughout. Prevents overheating insummer. Mini- 
mizes danger of winter freezing. A year ’round seller at 
$7.50 including belt and horn bracket. Fits 1926 and pre- 
vious models. 


The “SCOUT” 


For those who want some- 

thing lower priced. A high 
e pump in every way 

with many features of the 

Chief”. Bring out the 

“Scout”’ if they balk at the 

rice of the “ Chief’’. A wonder value at $5.00 including 
and horn bracket. Fits 1926 and previous m 





> 
ats 
























O 
BLACKHAWK 


i 
a, . a _—_ } 
; > \ 
i Dae 
f. } 
> mG . | ; 
2 1 
: . 
—_< 
* w. 
. - > 
> > 
~~ = * 
’ & m $ 








FE MGT BR EE a 


Sells **Q. D.’? Wrenches in Sets 


This handsome steel cabinet holds a full assortment of 
“Q. D.” handles and sockets—from it you can quickly 
assemble a set for any car. Put iton a prominent counter, 
atch it sell. sets—and boost your profits. Set 
book furnished with cabinet. See your 
jobber or write us. 
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organizations. Many of the schools 
and business houses buy all sporting 
supplies at the Sunset company be- 
cause of the interest that the hard- 
ware firm has shown in their teams 
and athletic activities. 

Besides the teams, there is always 
a fairly large number of individual 
sports lovers who are favorably in- 
fluenced by what the hardware firm 
is attempting to do for community 
athletics. They also patronize the 
Sunset Hardware Co.’s_ sporting 
goods department. 

All of this friendly feeling toward 
the firm naturally results in the 
younger people talking about what 
the company has done or is planning 
to do. A good deal of conversation 
along these lines is carried on in the 
homes, and, of course, it is the most 
favorable kind of advertising in the 


HARDWARE AGE 


home that the firm could have. It 
influences mothers and fathers and 
other relatives of the youngsters to 
look upon the Sunset Hardware Co. 
as an institution possessing human 
qualities. They are therefore in- 
clined to go to that store to trade. 

In fact many direct sales in other 
departments of the company are 
traceable to the good will created by 
the sporting goods department. 

In Berkeley, as in other parts of 
California and the West generally, 
there are many men whose favorite 
sport is hunting or fishing. In order 
te provide equipment and informa- 
tion for all persons interested in 
these two sports, the Sunset Hard- 
ware Co. has established an informa- 
tion bureau in various parts of the 
State from which it is possible to 
obtain at short notice answers to 
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questions on weather conditions in 
the particular section inquired about, 
how the hunting or fishing conditions 
are in comparison with similar con- 
ditions the previous season or what 
kind of fly is the best for trout 
fishing in a certain stream. 

By means of its information bu- 
reau for hunters and fishers, and also 
because of the fact that only quality 
merchandise is carried, the company 
has been able to build up a large and 
profitable business in these two lines 
of sporting goods alone. 

It also makes an effort to cultivate 
the good will and patronage of 
golfers, tennis players, walking clubs, 
campers, etc. It furnishes maps free 
of charge to walking clubs and 
campers and carries all kinds of 
equipment which such customers 
would be likely to require. 


Isolating the Glassware Boosts Sales 


Y means of a_ special booth, 

wherein it samples its best 
selling and profitable numbers, and 
which enables the clerk to display 
some particular item to a customer 
without interference or fear of being 
jostled, a San Francisco Hardware 
Store turns a $2,000 stock of glass- 
ware six times a year. 

One of the principal reasons which 
induced the firm to construct this 
special compartment for the sale of 
glassware was that many customers 
seemed disinclined to visit the glass- 
ware department. Investigation 
proved that there was no complaint 
with the service of the clerks, no dis- 
satisfaction with the merchandise, 
and no hesitation because of the 
prices. 

Finally, a customer who has traded 
at the store for many years, in walk- 
ing through the glassware depart- 
ment in the company of one of the 
managers of the store, remarked 
that he hated to pass through that 
particular department of the store 
for fear of knocking something off 
one of the tables; that he dreaded to 
think of the consequence, not be- 
cause of paying for a broken article, 
but because it would make him con- 
spicuous and, to all appearances, a 
clumsy blunderer. 

Following this conversation, the 
management made a number of tact- 





This arrangement of the glassware gave the customers a feeling of safety 


ful inquiries and found, to its sur- 
prise, that the same state of mind 
existed with many persons. After 
much discussion of possibilities, the 
booth idea was hit upon, and tried 
out. 

From the beginning it has proven 
successful, and from the opening the 
sales of glassware have steadily in- 
creased. Of course, the booth alone 
has not been the sole cause of this 
increased business. Other factors 


have contributed their share, such 
as advertising, special sales, good 
sales ability on the part of the sales 
force, attractive displays and simi- 
lar things. 

Nevertheless, the construction of 
the booth was the turning point. It 
probably influenced clerks to feel 
that they did not have to combat the 
resistance of a customer which was 
based on nothing more than the fear 
of knocking something over. 


Reading matter continued on page 214 











February 4, 1926 


The Original and Successful 
Motorized Hand Lawn Mower de 


BOB-A-LAWN , 


Here’s Something That 
SELLS ON SIGHT 


There's a big demand in every community 
and city for this wonderful labor-saving 


machine. 


—Every Park and Cemetery 
—Every Court House Grounds 
—Every School House 
—Every Country Estate 
—Every Fine Home Lawn 


Needs a Boba-Lawn. It goes 
wherever the hand mower will go and 
does whatever the hand mower will 


do. 
Easy to Start—Easy to Run 


A boy or girl can run Bob-a-Lawn. Just a 
quick easy pull on the Starting Cord and the 
engine starts. There is only one control—a 


handy lever at your finger tips; no spark or 
throttle control to bother with; no clutches or 
complicated parts to get out of order. 


Just pull 
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Just Follow and Guide 


up on the control handle and away you go; to 
stop, push this lever down. Just walk and 


guide. 


The Bob-a-Lawn reaches the little corners 
and patches that are’ hard to cut—along the 
walks, under the bushes, in the corners—just 
as easily as a hand mower. Cuts from 3 to 4 
acres a day. 


Equipped with a | H.P. high speed, air cooled 
Gasoline Motor, with Governor, 
Carburetor and Battery Ignition. 
Speed up to 3!4 miles an hour. Fin- 
ished in bright aluminum and black 
enamel—very handsome. Weight, 
complete, 95 Ibs. Shipping weight, 
130 lbs. Boxed for export, weight, 
165 Ibs. 


Write for liberal exclusive agency 
proposition 


POWER UNITS, Inc. 


Manufacturers and Distributors East of 
Mississippi River 


625 Jackson St. Jackson, Mich. 
CUSHMAN MOTOR WORKS 


Manufacturers and Distributors West of 
Mississippi River and Foreign Countries 


1005 North 21st St., Lincoln, Nebr. 
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General Market News 





January Sales Ahead of Last Year’s— 
Retail Business Good—Collections 
Favorable 


matter of hardware sales, according to reports from the 


ae hes month of January has been a satisfactory one in the 


various market centers. 


Business generally for the month 


is substantially in advance of that for the same period last year. 
The sale of staples is holding up well, while advance spring orders 


are materializing in considerable volume. 


In respect to the latter, 


however, the peak of buying will not be reached until after February. 
Should this prove a mild month, a satisfactory business will un- 


doubtedly result. 


“Retail sales are good, and stocks generally low. That conditions 
generally are basically sound is indicated by the fact that collections 


are favorable.”’ 





No Price Changes in New 
York 


Very little change has occurred in the 
New York wholesale market during the 


past week. Prices are generally firm, | 


and there is no indication whatever of 
any marked departure from prevailing 
levels. This fact is resulting in stimu- 
lating sales in that retailers are not 
delaying their buying in any expecta- 
tion of substantial declines. 





Chicago Trade Continues 
Active 


Although there have been no price 
changes made on the leading staples in 
this market during the past week, sales 


are reported as satisfactory, as all lines | 


are running equal, if not ahead, of those | fine start toward its customary position 


_in the business of the country last year. 


last year. 
The outlook for spring business was 
never better. 


_—_—_—_— _- 


Improving Sales in 


Pittsburgh 


Retail hardware business in the 
Pittsburgh district is rather quiet, but 
jobbing trade is of fairly good propor- 
tions because there are some fill in de- 
mands for seasonal goods and specifi- 
cations against orders for spring lines 
are coming along very steadily. Not 
many price changes are being made. 
Mason jar rubbers are beginning to re- 
flect the high cost of crude rubber. 
Slight advances are noted in one or two 
numbers of ignition batteries. 
wise, prices are holding at 
levels. 


_yet by other makers to the advance an- 
nounced a few weeks ago by one manu- 


facturer of hatchets and hammers, but 
that manufacturer is holding to the ad- 
vance and jobbers are about to put in 
the advance in that line. Collections 
still are rather slow in this district. 





in Northwest 


Continued reports of increased sales, 


especially from dealers in the larger 


Other- | 
recent | line of lanterns and Savory roasters 


cities and towns, is perhaps a good in- 








Few Changes in Boston 
Prices 


Almost no price changes of great im- 
portance were reported in the Boston 
hardware market the past week. There 
has been an adjustment in copper tack 
prices, some advances, but more de- 
clines, and one make, a competitive line, 
of bathroom fixtures is a shade cheaper. 
Otherwise prices are reported as steady 
and unchanged. 


General Business Conditions 


The first month of 1926 has made a 
very satisfactory showing of business 
activity and prospects. The volume of 
trade continues large and reports from 
the industries are almost uniformly 
good; indeed, generally optimistic. Car- 
loadings for the two weeks ended Jan. 
16 aggregated 1,843,774, against 1,866,- 
829 in the corresponding weeks of 
1925, but merchandise and miscellane- 
ous loadings, which are the significant 
feature as regards the current trade 
movement, were 30,000 cars larger than 
last year. Unfilled orders of the United 
States Steel Corporation showed an- 
other increase in the month of Decem- 
ber, for the fourth consecutive month, 
and all reports from the steel industry 
indicate that it is working close to ca- 
pacity, with excellent prospects. The 


, . «.. | automobile industry reports advance or- 
Look for Continued Activities 


ders by sales agents as giving promise 
of another good year. The railroads 


are budgeting for large capital ex- 


_ year. 


dication of increased business for this | 
_anthracite producing region, but the 


year, in the Northwest, tributary to the 
Twin Cities. There seems to be every 
reason to believe that 1926 will bring 
prosperity back to a greater extent than 
last year, and the Northwest made a 


Building operations are planned on an 
even greater scale than last year, de- 





spite the fact that some predictions | 
have been made that the peak had been 
| reached. 





There has been no response as | 


oe 


Cleveland Hardware Market 
Quiet 


Hardware business in the Cleveland 
territory did not get under way in heavy 
volume in January, but spring merchan- 
dise has become fairly active, and the 
trade looks for a good spring demand. 
Malleable iron fittings have declined 5 
per cent and levels and some types of 
dry cell batteries have advanced. Prices 
that prevailed last year on a leading 


have been reestablished for 1926. 





penditures. The building industry is 
starting off with more work planned 
than was in sight at this time last 
The anthracite coal industry is 
paralyzed, with serious results to the 


public is using other kinds of fuel, and 
rival industries are stimulated by this 
situation. 

Notwithstanding some complaints 
from agricultural districts, the outlook 
for agriculture is generally favorable. 





Census of Manufactures 


The Bureau of the Census is now en- 
gaged in collecting the data for the 
biennial census of manufactures, which 
will cover industrial operations during 
the calendar year of 1925. The director 
of the census has agreed to make a tab- 
ulation for each city within a few 
weeks after the receipt of the last 
schedule, properly and accurately filled 
out, and to publish the results of this 
tabulation in the form of a preliminary 
report. At the census of 1923 it was 
necessary to send more than 100,000 
letters to manufacturers requesting ad- 
ditional information or verification or 
correction of their reports. Careful es- 
timates will be accepted in lieu of exact 
figures. 
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The Long-Lasting 


Collar Pad / 


NO ] Stapling wire cut to length. 




















ABE you offering your customers the 
best in Collar Pads? Note this 
exclusive TAPATCO feature—Hooks ready for 


securely attached —no rivets to : eile 
quickly rust out and pull through the Pad. Pest Fo 


vent wire 


Sweat and continuous heavy usage do not have male poling 


this effect on the Wire Staple and Felt Washer. 








~ Stapling 


shaped — 
y for 





; ite 





The weakest point is made strong and the life of E honey Patented in U.S. 
‘ stapling December 1, 1914 
Pad materially lengthened. Your customers i eine tie 






ada April 6, 1915 


will prefer this better Pad. 


TAP 


HORS 
COLLAR 






Stapling wire clinched 
inside eyelet of hook. 

























Embody the best yet attained 
in the manufacture of such 
goods. Of surpassing excel- 
lence, they meet in satisfac- 
tory manner the most ex- 
acting requirements of a 
Collar Pad. They cost no 
more than so-called “just as 
good” pads—yet you can be 
sure nothing better can be 
obtained. 


We manufacture a complete line of 
Pads for Team Collars, Riding 
Saddles and Cart Saddles; 
also a full line of Back 
Bands, both Padded 
and Burlap Lined. 


FOR SALE BY JOBBERS 


Canadian 


Branch 
Chatham, Ontario 


The American Pad & 


Textile Company 
Greenfield Ohio 
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Fair Volume of Business in Cleveland 


Territory—Outlook Very Favorable 


HANDLES.—The handle market does 
not show much life. Prices are un- 
changed. 


Jobbers quote f.o.b. Cleveland: 

Axe Handles.—No. 1 hickory, $4.25 
per doz.; No. 2, $2.90 per doz.; finest 
selected white hickory, $6 per doz.; 
special white second growth hickory, 


(Cleveland office of HARDWARE AGE) 
LEVELAND jobbers are enjoying a fair volume of business, 
which is largely in staple merchandise. Retailers who de- 
ferred buying spring merchandise during the fall are now 
showing more interest in spring goods and sales of builders’ hard- 
ware, wire cloth, poultry netting and some other lines have increased. 














-— $5 per doz. 
Jobbers regard the outlook as promising for a very good volume of Hatchet and Hammer Handles.— 
; . . a. No. 7, 90c. per doz.; finest growth 
spring business, although retailers generally are not disposed to hickory, $1.50. , | 
. . . . . neues St i &s 
stock up heavily. This is probably due to the fact that practically chucked and bored, XX. 4% ft. $3.78 








. = 5 ms. . 
all lines of merchandise are plentiful and there is little expectation tg ft. ¥4.i5 er, dor. ft. $5.10 pet 
OZ.; ent, 4% ft., .90 per doz.; 
of higher prices. 5 ft., $3.20 per doz. 
New prices that have come out recently are the same as last year (a ae ae ae ee a i 
on lanterns, roasters and sleds. Other price changes include ad- doz. X, bent, 4 sft. $2.80 per doz.; 
© 7 . pe 


Garden Hoe Handles.—XX, 4% 


vances on levels and ignition, and some other types of dry cell ft. 
$3.30 per doz.; No. 1, 4% ft., $1.50 


batteries, and a decline on malleable pipe fittings. An important per dos. 
change has been made in the method of selling Eveready dry cell $0.25 dor No.1 "3205 per doz: 7 ~~ 
. . . . 7 ] aneetin € € 
batteries. Hereafter these will be sold with freight prepaid to XX. 46 ft. $6 90, per i? © ca te 
$3. 75 per doz.; D handle, 735.60" per 





jobbers’ cities instead of f.o.b. epprietic 


AUTOMOBILE ACCESSORIES.—With | 
the sharp drop in the price of crude 
rubber, talk of another price advance 
on tires has disappeared. However, a 
reduction is not looked for unless there 
is considerable further decline in crude | 
rubber prices. Tires and accessories are 
moving slowly. 


doz. . 
Spade Handles.—X grade, $5.40 per 


doz. 





lower freight rates by other cekdaen. 
No. 26 ignition type dry cell batteries | | LEVELS —Leading manufacturers have 
‘are advanced from 29 to 32 cents; | made a price advance of 20 per cent on 
Eveready dry cell A _ batteries, No. Mason’s levels and 10 per cent on alumi- 
| 7011, from 29 to 35 cents; Hot Shot dry | num levels. 
/cell batteries, No. 11461M, to $1.75 | ‘. 
each; No. 1561M, to $2.07 each, and No. ee als demand is 
1662, to $2.45. Dealers were permitted a a er ee oa 
Cleveland jobbers quote 


machine 

















Py te See ee. to place orders at the old prices before serews at 80 per cent off list for iron 

145 jacks, $4.75; Reliable jacks, No. ‘the advance, and consequently, sales and 75 per cent off list for brass 

be Sees No. 12,_$3-33 in lots of 12: — have been very heavy. engines 

er spar u eac or all ; . 
sizes os Soke "all heen than 50; Cham- _Jobbers quote f.o.b. Cleveland: NAILS AND WIRE. — Retailers are 
pion X spark plugs, 45c. each for fo. 766 B a Ra os showing more of a disposition to stock 
unl ac Kage an . or sme . : 

a; Canin miadies, the caeb tor oe . up on nails and jobbers’ sales are good. 

Regular prices are being maintained. 


less than 100, all sizes; 50c. each for 
over 100; Reliable jacks, No. 00, $1; 
No. 1, $1.25; Nos. 2 and 3, $1.75. 


ALCOHOL.—As is usual at this season 
of the year the demand is light. 


Cleveland jobbers quote denatured 
alcohol at 52c. per gallon for single 
drums. 


AXES.—The demand for axes at pres- 
ent is rather slow. Prices are un- 
changed. 


Jobbers quote f.o.b. Cleveland: 

First grade, single bitted rustless 
black finished, handled axes, $19.50 
base per doz.; unhandled, $15.50 per 
doz.; double bitted, handled, $24.50 
per doz.; double bitted, unhandled, 
$20 per doz.; 60c. increase for dozen 
lots weighing 42 to 48 lb. and similar 
advance for each 6 Ib. additional 
weight increase. 


Eveready B batteries, No. 486, 
$3.58 each for unit packages and $3.85 
each for smaller lots. 

No. 6 Ignition type dry bat- 
teries, 32c. each. 


BOLTS AND NUTS.—The demand con- 


cell 





_tinues fairly heavy and’prices are firm. 


Jobbers quote f.o.b. Cleveland: 

Large machine bolts, cut threads, 
50 and 10 per cent off list; small 
rolled threads, 60 and 5 per cent off 
list; carriage bolts, large and small 
cut threads, 45 and 5 per cent off 
list; stove bolts, 75 and 10 per cent 
off list hot pressed nuts, $3.90 off 
list; small rivets, 65 and 5 per cent 
off list. 


ELECTRIC LAMPS.—Effective Feb. 1, 
the General Electric Co. made a price 
reduction from 30 cents to 27 cents on 





BATTERIES.—A price advance of | 


about 10 per cent, effective Feb. 1, has 
been made by the National Carbon Co., 


tional sizes up to 100 watts. 
jobbers quote frosted 


Inc., on ignitor and some other types of | 


dry cell batteries. In addition to the 
price change, this company has issued 
an announcement to the effect that all 
Eveready Columbia dry cell batteries | 
will hereafter be sold f.o.b. distributors’ 
cities, freight prepaid instead of f.o.b. 


frosted inside Mazda lamps and placed 
on the market this type of lamp in addi- 
Cleveland 
inside Mazda 
lamps: 25 watts, 27 cents; 40 watts, 27 
cents; 50 watts, 29 cents; 60 watts, 32 


‘cents; 100 watts, 45 cents. 


i 


at factory, as formerly. This change | 
places jobbers in different cities on an | 


equal price basis and will doubtless 
necessitate some freight absorption on 
sales to points that are reached with 


GAME TRAPS.—Although some sales 
are being made, the demand for traps 
is pretty well over for the season. 


Jobbers quote f.o.b. Cleveland: 

Victor game traps, No, 0, $1.10 per 
doz.; No. 1, $1.38 per doz.; No. 1%, 
$2.44 per doz.; No. 2, $3.36 per doz.; 
Oneida jump traps, No. $1.59 per 
doz.; No. 1, $1.83 per doz., No. 1%, 
$2.83 per doz.; No. 2, $4.38 per doz. 





Jobbers quote nails at $2.75 per 
keg for car lots and mill shipment 
= $2.90 per keg for less than car 
ots. 


Jobbers quote as follows from 
stocks: 
Nails.—Less than car lots, $3 per 


keg: No. 9 galvanized wire, $3.45 per 
100 1lb.; No. 9 annealed wire, $3 per 
100 Ib.; cement coated nails, $2.40 per 
100 +o polished fence staples, $3.70 
per 100 Ilb.; galvanized fence staples, 
$3.95 per 100 Ib.; miscellaneous nails 
ey wire brads, 70 and 10 per cent off 
st 

Barbed Wire.—80-rod spools, Yy- 
man, 4 point cattle wire, $3.25; same 
hog wits'so 50; American special hog 
wire : 


STOVE PIPE AND ELBOWS.—Not 
much business has been booked since 
the recent announcement of 1926 prices. 


Jobbers quote f.o.b. factory: Stove 
pipe in crates of 25 “+ tee ea 
blued 28 gage 3-in., 3 85; 4-in., $3.00; 
5-in., $3.46; 7-in., $4.0 

Elbows, Security nad. “ee 
28 gage, A in., $1.02; 4 in., $1.14; 5 
in., $1.26; 6-in., $1.38; T7-in., "$1.88; 
per dozen. 

Coal hods, galvanized, 17 in., $5.25 
per doz. for open models. Same size 
close with funnel, $6.50 per doz. 

Stove boards in full box _lots, paper 
lined, square, 26 in., $ 


all 


28 in., $8.30; 30 in., $9.70; 32 in 
$11.45; same, wood “lined, 24 

$11.20 per doz.; 26 in., $13.25; 28 in 
$15.50; 30 in., $18, and 33 in., $21.30 
oblong, wood lined, 18 x 24 in., $9.95 
“nd doz.; 18 x 30 in., $12.50; 20 x 30 


$15. 10; 24 x 26 in. - ge 65 oblong 
paper. lined, 18 x 24 in., $6.45; 18 x ” 
oe 20 x 20 in., $9.45; ih, AAA 
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From the beginning in 1879, 
it has been our policy to do one 
thing well; to make good lawn 
mowers; to make them a little 
better than is required or ex- 
pected. 


That, and careful attention to 
individual requirements, go far 
toward explaining how we have 
been able to maintain the confi- 
dence and business of so many of 
our customers for a generation or 
longer continuously. 


If you are not familiar with present 
day Blair lawn mowers, we suggest 
that you examine them; for 
example, the Hercules, 
Grand, or the new mower 
which we will shortly an- 
nounce. 


Blair Manufacturing Co. 
Established 1879 


my SPRINGFIELD, MASS. 
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January Sales Ahead of Last Year's in North- 


west—Collections Improving and Prices Firm 


(Minneapolis office of HARDWARE AGE) 


HE indications of good business for the coming season continue 
to come in from over the Northwest tributary to the Twin 


Cities. 


Merchants in the larger cities almost without excep- 


tion report better business for January than during the same period 


of last year. 


A representative of one of the largest national man- 


ufacturers and distributors of certain lines essential to the building 
business states that his orders for this territory for January are far 


ahead of any year since the high point of some years ago. 


This is 


just one indication of what is expected in the building lines in the 


Northwest. 


Collections are in good condition and prices seem to be holding 


steady in nearly every line. 


There is some talk of price advances 


on freight rates, but it is expected that the revived river traffic will 
materially offset any advances which may be allowed. Transporta- 
tion by water is expected to start early this year for the entire Mis- 


sissippi Valley. 
AXES.—Demand is holding up well, 


with stocks well filled. Prices show no | 


change. 

We quote jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes at $14.50, and double bit 
base weight axes at $19.50 per doz., 
net. 


BOLTS.—Call for bolts shows some in- 
crease from the dealers, to fill in stocks 


from 


—_—__ 


} 





$12.60: No. 2, $13.80; No. 3. $15; 
standard 10-qt.. pails, $2.70; 12-qt., 
$3.05: 14-qt., $3.40; stock pails, 16- 
qt.. $5, and 18-qt., $5.50 per dozen, 
net. 


GLASS AND PUTTY.—Sales are very 
fair, with stocks in good condition. 
_Prices show no changes. 


depleted before inventory. Prices have | 


not changed. 
We quote from jobbers’ stocks, 
f.o.b, Twin Cities: Carriage bolts at 
15 per cent; machine bolts at 50 per 
cent: stove bolts at 75 per cent, and 
lag screws at 55 per cent from list. 


BRADS.—Demand is light with stocks 
ample to cover present needs. There 
is no change in prices. 
We from jobbers’ 
f.o.b. Twin Cities: Wire brads in 
lb. boxes at 75 per cent from lists. 


BUILDERS’ HARDWARE. — Dealers 


stocks. 


quote 
25 


We quote from jobbers’ stocks, 
fo.b. Twin Cities: Minn. prices, sin- 
gle strength glass, 83 per cent; double 
strength, 8&5 per cent, and strictly 
pure putty in 50-lb. drums at $4.85 


ewt., net. 


HAMMERS AND HATCHETS.—Call 


are beginning to have some call for | 


finishing hardware, although building 
is at a low point. Prospects are good 
for another excellent year in construc- 
tion work. While dealers’ stocks are 


low, they are beginnnig to place orders | 


for stcoks. 

COAL HODS.—Sales are very good, 
with stocks ample for the season. Prices 
show no changes. 


We quote from 
f.o.b. Twin Cities: 
in. coal hods at $3.60: 


jobbers’ stocks. 
Japanned open 17 
18 in. at $4.15; 


japanned funnel hods, 17 in., $4.50; 
18 in., $5.15: galvanized open, 17 in, 
$5: 18 in.. $5.50: galvanized funnel, 


17 in., $6.45, and 18 in., $7 per dozen, 
net. 
FILES.—Sales are beginning to show 
improvement. Stocks are still rather 
low, with prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent, and second grade files 
at 60 per cent from lists. 


GALVANIZED WARE.—Demand 





| 
| 





is | 


fair, with ample stocks on hand. Prices — 


show no changes. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs at $7.50: No. 2, $8.25: 
No. 3, $9.45; heavy tubs, No. 1, 


for small tools is rather light at pres- 
ent, due to the small amount of build- 
ing in progress. Stocks are still low, 


with spring shipments not yet started 


forward to the dealers. Prices have not 
changed. 

We quote from 
f.o.b. Twin Cities: Maydole, No. > 
carpenters’ hammers at $12.60; 
Plumb No. HFS81, $10.50; Plumb No. 
2 broad hatchets, $14.45; No. 2 shin- 
gling, $11.20, and No. 2, claw, $12.50 
per doz., net. 


NAILS.—Stocks in dealers’ hands are 


stocks, 
11% 


jobbers’ 


low. Sales are light, with prices 
steady. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 


nails at $3.25 keg, base, and cement 
coated wire nails at $2.40 keg, base. 


OIL HEATERS.—Sales are fair, with 
ample stocks to care for present needs. 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 12 oil heaters, 
japanned polished steel, $3.66 each, 
and No. 016, nickel polished steel, 
$5.32 each net. 


PAINTS AND WHITE LEAD.—Call is 
for finishing materials for indoor use 
only, at present. Dealers are planning 
at least at heavy stocks for the year 
as were carried last year. Prices show 


no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade house 
paints at $2.80 per gallon, in 1 gal- 
lon cans, and white lead in 100 Ib. 
kegs at $14.29 cwt., net. 

PAPER.—Paper is selling slowly, with 
stocks at a low point. Prices have not 


changed. 


Td 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin build- 
ing paper in 20, 25 and 30 Ib. rolls 
at $3.25 cwt., and tarred felt at $3.35 

cwt., net. 

PYREX OVEN WARE.—Call is rather 
light since the close of the holiday sales, 
but there is a normal demand. Stocks 
are still somewhat broken, with prices 


| steady. 
We 
f.o.b. 





jobbers’ stocks, 
No. 113 casse- 
197 casseroles, 


quote from 
Twin Cities: 
roles at $1.17; No. 
$1.17; No. 202 pie plates, 50c.; No. 
210 pie plates, 70c.; No. 212 bread 

s, 60c.; No. 231 utility pans, 67c.; 
$1.67; No. 24 tea 


tea 
36 tea pots, $2.33 


pots, $2 and 

each net. 
ROPE.—Rope sales are steady and fair. 
Stocks have not yet been filled in deal- 
ers’ hands, but spring orders are 
'placed. Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 27l%c. Ib. base, and best 
grade sisal rope at 19*%4c. lb. base. 


'SANDPAPER.—Demand is fair, with 


pots, 
No. 








stocks light but well assorted. Prices 
| show no changes. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Best grade No. 1 
sandpaper at $6.65 per ream; second 
grade No. 1, $6 per ream, and garnet, 
No. 1, $16.50 per ream. 


'SASH CORD AND WEIGHTS.—Pres- 


Dealers are hold- 


ent sales are quiet. 
Prices show 


ing stocks at a low point. 
no changes. 











We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord, 78%c.: second grade, 45c.: 


cast iron sash weights at $2.10 cwt., 
net. 
SCREWS.—Dealers are filling in stocks 
following the low inventory point. Sales 
show a slight improvement. Prices are 





| unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws, 75-25 per cent; flat 
head japanned, 65-25 per cent; 
round head blued, 70-25 per cent; 
fiat head brass, 70-25 per cent, and 
round head brass, 70-20 per cent 


from lists. 


TORCHES.—There is a normal winter 








demand for torches from the _ trade. 
Dealers are expecting a good demand 





during the spring. Prices show no 
changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Turner Master 
J.ine, No. 43, qt., $5.76; No. 45, qt., 
$6.53; No. 47, qt., $7.08: No. 48, qt., 
$7.48; No. 49, qt.. $8.54; No. 52, aqt.. 
(flat), $6.96 each. Turner Standard 
line; No. 8, pt., $5.33: No. 14, pt, 
$5.76: No. 22, qt., $6.53: No. 30, qt. 
$6.91; No. 38. qt., $5.76: No. 39, at.. 
$6.05: No. 92, qt., $6.79: No. 93, at.. 
$7.42: No. 105, pt., $4.88: No. 205, 
qt., $5.25 each. Turner Fire Pots, 
No. 53, $7.20: No. 63. $7.97: No. 66. 
$10.18; No. 76, $7.13: No. 34, $8.67 
each net. 





| WIRE.—Call is fair, with stocks at a 
‘low point. Spring orders are not yet 
'being shipped. Prices are unchanged. 
We quote from jobbers’. stocks, 
f.o.b. Twin Cities: Painted cattle wire 
at $3.01 per 80-rod spool; painted 
hog wire at $3.22 per 80-rod spool: 
galvanized cattle wire at $3.21 per 
80-red spool; galvanized hog wire at 
$3 43 per 80-rod ; smooth black 
wire No. 9, and galva- 
nized smooth wire No. 9, $3.70 ewt. 
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HARDWARE AGE 


SELL 


UF ror 
GREATER 
PROFITS 


Are You Overlooking These 
Opportunities to Sell Fencing? 


Millions of feet of Stewart’s Iron Fencing are stretching over 
every section of the country. You see it everywhere. Someone 
is selling it. Someone is getting these fence profits. Are you? 


What a market for Stewart’s Iron Fencing: Private Residences, 
Churches, Schools, Hospitals, Libraries, Factories, Fair Grounds; 
Athletic Fields, Amusement Parks, Cemeteries—all these are pros- 
pects. 


Follow up—you can sell. 


STEWART’S IRON FENCE and Miscellaneous 
IRON and WIRE PRODUCTS 


which have an established reputation for quality and service. 
The buying public know this make—so popular for nearly 40 
years. We are strong for Dealer Cooperation. Our plan will 
help you get business. 


You do not have to carry any stock, nor invest a single dollar. 
All our products are sold from our big 96-page Book of Designs 
and are shipped direct to your customers. The profit is more than 
many dealers realize. 


Equip yourself with our literature and let your trade know 
you can take their orders for fence. We’ll see that they are well 
satisfied with both materials and deliveries. It will pay you to 
mail your prospects catalogs and advertising matter. We will 
gladly furnish you with sales helps. 


We make a complete line including CHAINLINK WIRE FENCE 
for properties requiring FENCE PROTECTION. 


Let us send you full particulars of our interesting dealer prop- 
osition. 


The Stewart Iron Works Co., Ine. 


Cincinnati, 225 Stewart Block, Ohio, U. S. A. 


“The World’s Greatest Iron Fence Builders” 
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Capacity 
5,000 000 Feet 
Per Annum 
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Noted for Quality Since 1837 


When a product has been on the market for eighty-nine years the 
buying public have had ample time to determine the quality and 


accept or reject it. 
a LAMSON sm 
“8 CUTLERY =" 


The fact that “Anchor” Brand Cutlery has continually increased in 
popularity and sales during all these years is the best reason in the 


world for dealers selling it. 
You will find “Anchor” Brand Kitchen Sets, Butcher 




















Knives, Carving Knives, Table Knives, Slicers and kin- L 
dred lines to be profitable cutlery that insures rapid turn- asec “S 3 ae 
over and returns liberal profits. auyel 5 
We will gladly send Catalogs and Trade-prices on request. in| @talo 
LAMSON & GOODNOW MFG.CO. 
Shelburne Falls, Mass., U. S. A. NEW YORK OFFICE: 36 WARREN ST. 
Boston, 7 Water St. Chicago, 1732 Republic Bldg. St. Louis, Victoria Bldg. San Francisco, Wells Fargo Bldg. 
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—_— 
Shoe Knife 
Hyco Brand Turnover— 
particularly designed for 
use in turning eggs and re : a = <—s- 
panca - 
Clam Knife 












Yo ur Cutler i ; aoe. dnd sponmgeps > ndles Ee 
Sales g-MURPHy. 


Display of the Hyco quality line y STAY GRY SHARES 
is building sales for hardware mer- ad KNIV S oats 


chants. It will do the same for 








you. Every item bearing the Hyco sine sand dows de 
trade mark is a kitchen necessity 
that householders need. Knives for all purposes. For the housekeeper, the shoe- 
Made in stainless or carbon steel. maker, the paper hanger—everyone in your town needing 
Black, white glazed, or friction- a knife. Every knife is made of the best tool steel, 
burnt maple handles. carefully tempered and ground and fully guaranteed 
Insist upon Hyco. Made by 
manufacturers who have just cele- Reasonable prices and evident quality insure 
brated their golden anniversary. quick turnover. Send for complete catalogue. 
HypE MANUFACTURING ROBERT MURPHY’S SONS CO. 
COMPANY Established 1850 
AYER MASS. 





Southbridge, Mass., U. S. A. 
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Observations of a Cutlery 


Salesman 


UST as the householder and general public are 
J larger users of tools than any one vocation or 
trade, so the general public is the largest po- 
tential market for that handiest of all tool knives— 


Genuine Punch Blade Knives 


The danger of impressions versus facts is well 
illustrated by the impression many salesmen and 
merchants seem to have about punch blade knives— 
they appear to believe that the use and sale of punch 
blade knives was curtailed when motor trucks and 
tractors took the place of horse-drawn vehicles. Of 
course, the carter, teamster, farmer and drivers of 
delivery wagons had good use for and many oppor- 
tunities to use punch blade knives—but even before 
the advent of motor transportation this group of 
people were but a small part of the market for these 
wonderful utility or tool knives. 

While a feeling or impression may become almost 
general, simply because we are living in a hurrying 
world and are not always inclined to take time to 
ascertain facts, where facts possess merit, there are 
instances where the keener merchants and salesmen 
profit by the knowledge they possess that is not gen- 
erally enjoyed by most merchants and salesmen. 

So it is not surprising to find merchants who do 
not handle genuine punch blade knives, while their 
competitor, but a block or two away, is making many 
sales, simply because he knows of the enormous mar- 
ket for these great pocket, shop, tool kit, manual 
training and general use tools. 


What Is the Market? 


About this time someone is remarking, what is 
the market for punch blade knives? What kind of 
punch blade knives are the best and easiest to sell? 
Before replying to this suppositional question I desire 
to digress a moment to remark that I don’t know of 
any part of the hardware business that has profited 
as little by the great changes that have occurred 
in our living and recreational conditions as pocket 
knives. The reasons for this condition are so numer- 
ous they will be dealt with in a separate article. 
In the meantime some of our manufacturers, distrib- 
utors and retailers may desire to offer their opinions 
and reasons, which will be very welcome, even to 
the extent of differing or taking exception to the 
following statement, which, while made in all sin- 
cerity, is advanced at this time just to give those of 
our readers who desire to—a target to shoot at: 





“It seems to me that less than 30 per cent of the 
people in the hardware business have sufficient knowl- 
edge or information about pocket knives to permit 
them being a factor or force in the sale of the greatest 
and most convenient tool made—a good pocket knife.” 


Punch Blade and Tool Knives 
By John Cassin 
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Yet for all this seeming lack of knowledge or in- 
terest, pocket knives continue to be one of the key 
lines of the hardware business. Perhaps the opinion 
of that “master salesman,” E. C. Simmons, will at 
least partly explain why. Twenty-five years ago as 
I was about to leave for a distant territory, Mr. 
Simmons called me to his office and during his talk 
said: “Sell pocket knives, you will find that the 
merchants who buy pocket knives of you will. be in- 
clined to purchase other goods.” Mr. Simmons was 
always interested in pocket knives. I have always 
remembered his remark, found it correct and often 
wondered to what extent the sale of pocket knives 
was an influence or factor in the building of his 
business. 

The market for punch blade knives includes every 
work bench, all homes, country, farm and city, even 
to the apartment dweller. Motorists, campers, ranch 
and stockmen, hunters, fishermen, in fact, nearly 
every sportsman has occasion to use a boring and 
scraping tool. As a spark plug cleaner there is noth- 
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ing better. For use in soft woods and paper boards, 
ic will take the place of most small boring tools. 


Perhaps one of the best reasons why punch blade 
knives are not better appreciated is because of the 
many inferior imitations that have been offered as 
punch blades. These imitations, most of them cheap, 
are often but very poor apologies for a punch blade. 
Where the merchant has purchased a flat or rounded 
slotted blade instead of genuine punch blades it is 
not to be expected that either he or his customers 
will be very enthusiastic about them. A real punch 
blade must be a carefully made, highly tempered tool 
that will cleanly bore a hole in leather, rubber belting 
and similar materials. To do so it must be a tapered, 
rounded blade, the entire inside hollow to permit of 
clearance and clean cutting; these blades are made 
of the highest quality refined tool steel, perfect in 
temper and cutting qualities, otherwise they are not 
real punch blades. There is a great difference be- 
tween a slit that will crack or stretch and a clean 
bored hole that will not split. 


How Do You Find Business? 
By Going After It 

If you are not handling a good line of real punch 
blade knives, add a few numbers to your stock and find 
the business by featuring these knives in your 
windows and showcases. Here is an assortment that 
even the smallest hardware store can afford to feature: 

Each 

4, doz., two-blade, stag handle, to retail for $1.00 


HARDWARE AGE 


February 4, 1926 


_% doz. two-blade, stag handle, large, to 


DE: cco cétuwneededeb+decebans Bae 
4 doz. three-blade, stag handle, small, to 

EE Ss la stn Pie sSaedtesesienss Se 
4, doz. three-blade, stag handle, large, to 

PE. cvewteavwesmecnseresaditaes Bee 
14, doz. three or four-blade, stag handle, 

medium, to retail for ............... 2.00 


Please keep in mind this suggested assortment is 
for small stores, the larger stores can afford to in- 
crease quantity and variety. But to obtain full 
returns for your efforts as well as assuring satis- 
faction to your customers, be sure to handle and 
recommend real punch blade knives. 

Tool knives often find their way to uses they were 
not created for but are well adapted to. The hook 
blade pattern pruning knife is an excellent knife for 
marking and cutting linoleum, roofing, paper board, 
etc. The slim serpentine sportsmen’s pattern, about 
three and three-quarters inches, with clip blade and 
long spey or flesh blade, has become one of the best 
patterns of skinning knives for use with small 
animals, such as muskrats. 


Blade Patterns 


During my trip through the southern states 
I have been surprised and gratified at the number 
of pocket knife pattern charts (published in HARpD- 
WARE AGE last year) that have been cut from copies 
of HARDWARE AGE and placed in cutlery cases. The 
following chart of pocket knife blade patterns is a 
good supplement to the charts previously published. 














Coming Hardware Conventions 


AMBRICAN IRON, STEEL AND Heavy HaArb- 
WARB ASSOCIATION CONVENTION, Ambassador 
— Atlantic City, N. J., May 25, 26, 27, 
19 T. James Fernley, secretary, 505 
a Street, Philadelphia, Pa. 


ARKANSAS RETAIL HARDWARE ASSOCIA- 


TION CONVENTION, Little Rock, Ark., May, 
1926. L. P. Biggs, secretary, 815 Southern 
Trust Building, ittle Rock. 


CALIFORNIA RETAIL HARDWARE & IMPLE- 
MENT ASSOCIATION CONVENTION, Hotel 
Whitcomb, San Francisco, March 16, 17, 
18, 1926. Le Ro Smith, secretary, 112 
Market St., San ancisco. 


CONNECTICUT RETAIL HARDWARE ASSOCIA- 
TION gt agg 1 Hotel Bond, Hartford, 
Conn., Feb. 18, 19, 1926. Henry S. Hitch- 
cock, secretary, Woodbur y. 


HARDWARB ASSOCIATION OF THE CAROLINAS 
CONVENTION AND EXHIBITION, Raleigh, N. C., 
June 8, 9, 10, 6. . Craig, secretary, 
717 Commercial Bank Building, Charlotte, 


IDAHO RETAIL HARDWARB & IMPLEMENT 
DBALERS — <a CONVENTION, Owyhee 
Hotel, Boise, Feb. 9, 10, 1926. E. E. Lucas, 
secretary, Hutton Building. Bt Wash. 

ILLINOIS RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Hote] Sher- 
man, Chicago, Feb. 16, 17, 18, 1926. Leon 
D. Nish, secretary, Elgin. 

Iowa RETAIL HARDWARE ASSOCIATION 
CONVENTION, Des Moines, Feb. 9, 10, 11, 
12, 1926. A. R. Sale, secretary, Mason — 


MICHIGAN RETAIL HARDWARE ASSOCI 
TION CONVENTION, Grand Rapids, Mich, 
Feb. 9, 10, 11, 12, 1926. Karl S. Judson, 
248 Morris Avenue, —e Rapids, Mich., 
manager of exhibits. . J. Scott, secretary, 
Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCI 
TION CONVENTION, St. Paul, Feb. 16, 17 1 18, 





19, 1926. C. H. Casey, secretary, Nicollet 
Avenue and Twenty-fourth Street, Minne- 
apolis. 

MISSISSIPPI RETAIL HARDWARE & IMPLE- 
MENT ASSOCIATION CONVENTION, Biloxi, 
Miss., June 21 “4 23, 1926. Guy Nason, 
secretary, Starkvil le. 

MONTANA IMPLEMENT & HARDWARE AS- 
SOCIATION CONVENTION, Great Falls, Feb. 
18, 19, 20, 1926. A. C. Talmage, secretary- 
treasurer, Bozeman. 

NATIONAL RETAIL HARDWARB ASSOCIATION, 
Congress, Claypool Hotel, Indianapolis, 
Ind., June 21, 22, 23, 24, 1926. Herbert P. 
Sheets, secretary, 130 E. Washington St., 
Indianapolis. 

NEBRASKA RETAIL HARDWARE ASSOCIA- 
TION ah a age yr EXHIBITION, Omaha, 
Neb., Feb. 1926; convention head- 
quarters, aA, “Hotel exhibition City 
Auditorium. George H. Dietz, secretary, 
414 Little Building Lincoln. 

NEw ENGLAND HARDWARE DEALERS’ ASSO- 
CIATION CONVENTION AND EXHIBITION, Me- 
chanics Building, wy Mass., Feb. 22, 
23, 24, 1926. George A. Fiel, secretary, 10 
High Street, Boston, Mass. 

New YorK STATE RETAIL eg aang 
SOCIATION CONVENTION AN 
Rochester, Feb. 9, 10, 11 12, 1926 Head: 
quarters and session will be held at the 
Hotel Seneca; exposition will be conducted 
at the State Armory on Main Street East. 
John B. Foley, secretary, City Bank Build- 
ing, Syracuse. 

NORTH DAKOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Fargo, Feb. 10, 11, 12, 1926. C. N. Barnes, 
secretary, Grand Forks. 

OHIO HARDWARE ASSOCIATION CONV 
TION, Cleveland, Feb. 16, 17, 18, 19, 1926. 
James B. Carson, secretary, 1001 Schwind 
Building, Dayton. 





OREGON Reta, Harpwars & IMPLEMENT 
DEALERS ASSOCIATION CONVENTION, Multno- 
mah Hotel, Portland, Feb. 2, 3, 4, 1926. 
E. E. Lucas, secretary, Hutton Building, 
Spokane, Wash. 


PENNSYLVANIA AND te: SBABOARD 
gee od ae, INC., CONVENTION 
EXHIBITION, Commercial Museum, 
Philadelphia, Rtas Feb. 15, 16, 17, 18, 19, 
1926. Shar E. Jo ones, secretary, 604 
Wesley Building, Philadelphia. 


UTH DAKOTA RETAIL HARDWARE ASSO- 
oa CONVENTION, Sioux Falls, Feb. 
23, 24, 25, 1926. Charles H. Casey, sec- 


retary, Nicollet Avenue and Twenty-fourth 
Street, Minneapolis, Minn. 


SOUTHEASTERN RETAIL HARDW AND 
IMPLEMENT ASSOCIATION lecmmponnd @ of Ala- 
bama, Florida, Georgia and Seamenase) 
CONVENTION AND EXHIBITION, Atlanta, 
May 10, 11, 12, 1926. Walter Harlan, nec: 
egy 4 701 Grand Theater Building, Atlan- 
ta, a. 


SOUTHERN CALIFORNIA RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXHIBITION, 
March 10, 11, 12, 1926. Headquarters, Am- 
bassador ‘Hotel, ‘Los Angeles. H. L. Boyd, 
secretary- -treasurer, 61 Hellman Bank 
Building, Los Angeles, Cal. 


VIRGINIA RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Jefferson 
Hotel, Richmond, Feb. 23, 24, 25, 1926. 
Thos. B. Howell, secretary, 301 E. Grace, 
Room 906, Richmond. 


WISCONSIN RETAIL HARDWARE ASSOCIA- 


TION CONVENTION AND =~ we — 
torium, Milwaukee, Wis., Feb. 2, 
1926 W. Kornely, 1476 Green , 


Avenue, Milwaukee, is., manager of ex- 
hibits. P. J. Jacobs, secretary, Stevens 
Point, Wis. 








Reading matter continued on page 224 
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Better Profits in Razor Blades 








endian: Eagle a Blades 
made of 


Finest Imported Swedish Steel 


Jobbers and Dealers can now meet all competition with 
these fine safety razor blades which are guaranteed for 
20 good, smooth shaves. They are conveniently put up 


3 Blades in a Package— 
Retail at 10c a Package 


25 packages on an attractive display card which sells 
them on sight. This small package costing only Ten 
Cents induces every “Shaver” to try them. Every trial 
brings repeats. Big turnover to Jobbers and Retailers. 


Send for Samples and Prices 


New Jersey Razor Blade Mfg. Co., Inc. 
485 South 2lst Street Newark, N. J., U. S. A. 














CHRADE ()AFETY 
Push Button knife 


* ~ No Breakingg 
& ber ie 


ln Safet 
pectig 


Sure to sell on sight. 
Absolutely safe in pocket and in use 
or convenience you can’t beat ii 
Easily operated with one hand. 
The safety slide locks the button. 
ou can’t afford .o be without it. 


TRADE EVERLASTINGLY SHARP MARK 
Schrade Cutlery Co, 


Manufacturers of Superior Pocket Knives 
ies: , N.Y. 


ORDER THROUGH YOUR JOBBER oR DIRECT 
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No. W3560 Paring Knife Display 





SANITARY 
ALUMINUM HANDLE 





NO RIVETS TO LOOSEN. 
NO WOOD TO CRACK. 


h ar p 
tainless 
anitary 

















No. 3555—Steak Knife No. 3558 


No. 3537 
Slicer 


Spatula 


THE ONTARIO KNIFE CO. 


FRANKLINVILLE, N. Y., U.S. A. 





























224 


HARDWARE AGE 


February 4, 1926 


January a Good Month in New England— 
Shelf Hardware Sales Particularly Active 


rienced by the local shelf hardware jobbers. 


(Boston office of HARDWARE AGE) 


Business so far 


AST month was one of the best Januarys ever before expe- 


this winter has been favored with exceptionally good weath- 
er, making it possible for the average retail dealer to sell unusual 


amounts of standard merchandise. 


This continued good business 


following the usual Christmas trade has placed the average retail 


dealer in a stronger financial position. 


With indications of a down- 


ward adjustment in Federal taxes, the retailer’s position seems just 


so much brighter. 
jobbers. 


What February will bring is problematical, say 
February usually is a quiet month, due to the fact that 


many retail dealers take stock, and because retail dealers in many 
instances put off buying until they have an opportunity to look over 
exhibits at the annual convention of the New England Retail Deal- 


ers’ Association. 


BARBED WIRE.—The retail trade has 
and is taking barbed wire, for future 
delivery, in good volume. In fact, 
most of the jobbers here say more wire 
has been booked than in any previous 
similar period in years. 


We quote from Boston jobbers’ 
stocks: 
Barbed Wire.—From mill, 4-point, 


Lyman, in car lots, $3.40 per 100 Ib.; 
in less than car lots, 3.65. Two- ply, 
twisted, galvanized, in car lots, $3.40 


r 100 ‘lb.; in less than car lots, $3.65. 
om store, galvanized, 4- int, 80 
rod_ reels, per reel; 2-ply, 


twisted, $3.58 per reel. 
BARROWS.—Indications are that job- 
bers will move a larger number of 
garden barrows than they did last 
year. Certainly orders already booked 
would suggest so. It is quite evident 
that retail stocks in general are small. 


We quote from Boston jobbers’ 
stocks: 

Barrows.—Garden, from stock, steel 
wheel, No. 4, $5.50 each net; No. 5, 
6. Wood wheel, No. 4, $5. 15: No. 5, 

. From factory, steel wheel, No. 
4, $5; No. 5, $5.50. W wheel, No. 
4, $5.26; 5, $5.75. Toledo canal 
barrows, $5.40 each net. 
slight 


BATHROOM FIXTURES.—A 
reduction in prices on Maid-En-White 
bathroom fixtures is announced by job- 
bers. Some of the jobbers here, for 
the first time, are carrying bathroom 
scales, which job out at $10.50 each 
net. Fashion calls for slight women 
these days and most of them are en- 
deavoring in one way or another to 
acquire “slimness.” For that reason 
the sale of bathroom scales should be 
comparatively easy. 


BUILDERS’ HARDWARE.—Good or- 
ders for builders’ hardware, for future 
delivery, have been placed with local 
jobbers. In fact, the season is open- 
ing in a highly encouraging manner. 
Banks inform us that a very large 
number of people will build their own 
homes this year, and in addition, a 
tremendous amount of alteration work 
will be done this year. In that event 
a good market for builders’ hardware 
should be experienced throughout 1926. 
We from Boston jobbers’ 
stocks: 


quote 








Lock Sets.—Competitive sets, steel 
inside sets, in small lots, $5.50 per 
doz., in large case lots, $5.35. Steel 
latch sets, $6 per doz. Steel bit front 
$1.50 each. All prices net. 


CHAIN.—Alternating light snows, 
thaws and freezes have created a 
much better retail market for auto- 
mobile tire chains. A goodly percent- 
age of the trade was fairly well covered 
on stock, but during the past week 
it has been necessary to reorder to fill 
depleted stocks. | 


We quote from Boston jobbers’ 
stocks: 

Tire Chains.—Weed, 1 to 9 pair, 30 
per cent discount; 10 to 29 pair in 
one shipment, 35 per cent discount; 
lots of 50 pair in one shipment, 40 per 
cent discount. Fill-in orders are fig- 
ured at the discount earned by orig- 
inal purchases, 100 cross chains equal 
1 pair of tire chains. 


door sets, 


achine Chain. — Twisted, 11-64- 

$7.50 per 100 ft.; 3-16- in., eh 
13. 64- in., $8: Pp: 7-32- in., $9; %-in., 
$13.50, all ne 


GARDEN TOOLS.—Things are mov- 
ing along fairly satisfactorily in gar- 
den tools. Quite a sizable increase in 
the past week’s bookings is reported by 
jobbers, who say the average retail 
dealer is buying a better assortment. of 


merchandise than he did a year ago. 


We quote from Boston jobbers’ 
stocks: 

Garden Tools.—Trowels, 6-in.; gar- 
den, $1.32 per doz. net; florists’, ‘sb. 25; 
transplanting, $1.50 and $2.50. Forks, 
No. 300, $3.50: No. 40, $1.76. Sets, 


garden, No. 83, $6; floral, No. 112, 
$1.50; No. 120, $2: No. 125, $4: No. 
HF, $9; No. 3FSX, $12.80. Rakes, 


$4.32: weeders, $2. 

LAWN ACCESSORIES.—Most lawn 
accessories are being contracted for by 
the retail trade. Such merchandise 
will be wanted by the public as early 
as March, consequently those retail 
dealers who have not placed their 
orders should do so immediately. 


We quote from Boston jobbers’ 
stocks: 

Lawn Mowers.—Colonial, 16-in., 
$8.25 each net: 18-in., $8.63. ew- 
port, 16-in., $7.75: 18- in., $8.13. Im- 
perial, 14-in.. $14; 16-in., $15; 18-in., 
$16: 20-in., $17. Competitive makes, 
14-in., $5.50; 16-in., $5.75 


Lawn Trimmers. Popular makes, 
$15 each list. Discounts, 50 per cent. 

Factory Shipment.—On direct fac- 
tory shipments up to 30c. freight on 
ten or more machines is allowed. 





NAILS.—Jobbers are securing quite a 
few direct from the mill orders for 
wire nails, which is taken as a fore- 
runner of a general buying movement. 
Some forward buying of cut nails also 
is reported. 

We quote from Boston jobbers’ 


stocks: 
Nails.—Wire, from store, $3.70 per 
keg base; from mill, in car lots, $2.65 
per keg base; in less than car lots, 
$2.95. Cement coated, in count kegs, 
from mill, in car lots, $2.40 per keg 
base f.o.b. Pittsburgh; in less than 
car lots, $2.65; from store, $4.60 per 
keg base. Cut nails, from store, $4.25 
per keg base. Hardened steel floor, 
direct shipments, $8.10 per keg base. 
Western cut nails, direct shipments, 
in car lots, $3.50 per keg base f.o.b. 
Pittsburgh; in less than car lots, 
$3.65. Tremont cut nails, direct ship- 
ments, $3.95 per keg, f.o.b. Wareham, 
Mass., hardened rr floor nails di- 
rect shipments, $7.6 o.b. Wareham. 
Cement coated cm from § store, 
boxed, $4.60 base. Factory shipment, 
in count kegs, car lots, $2.50 base; 
in less than car lots, $2.30, f.o.b. 
Pittsburgh. 


SCREENS AND DOORS.—Jobbers re- 
port that orders for screens and doors 
continue to be received each day, but 
they add that the retail trade is quite 
generally covered. 


We quote from jobbers’ 
stocks: 

Doors.—No. 241, 2/6, $17.88 per doz. 
net from _ store; 2/8, $18.75; 
$19.82; 3/7, $20.75; No. 384, 2/6, $25. a 
2/8, $26.88; 28.13; 3/7, $29. 
No. 457G, 2/6 $21. 25; 2/8, 22, 44; O/10, 

3.75; 3 4. 4 


, 2/6, 
1.70; 2/8, 33. 12; 2/10, $35. 06: 3/7, 
36.75. G-14, 2/6, ¢ 88; 2/8, 
41.31; 2/0, $43.06; 3/7, $44 

Scre ns.—Compe titor, No. 
doz. et from seen i No. 3, 
Hummer, No. 1833, $4.38; 

.19; No. 2437, rH 56; No. "2837, $6. 50: 
oO. 1833G, $4.56: No. 2433G,. $5.44; 
No. 243 $5.81. Diamond E. No. 2, 
$10; No. S3. $12; No. 12, $14: No. 13. 


Boston 


SID E WALK CLEANERS.—Recent 
snows and ice have spe@ded up retail 
sales of sidewalk cleaners and in some 
cases it has been necessary to reorder 
from jobbers. 


We quote from Boston jobbers’ 
stocks: 
Sidewalk Cleaners. — Wallingford 
ag No. SCX7%, $8.40 Pe doz. net: 
No. 1C, $9.96; No. RRS 5.16. 


TACKS.—Quotations on No. 3 and No. 
6 copper tacks have been reduced about 
10 per cent, and No. 10 are a shade 
less costly. No. 14, on the other hand, 
have been advanced slightly in price. 


WIRE CLOTH.—Forward booking of 
wire cloth business is progressing satis- 
factorily, say jobbers, and it looks very 
much as though the total amount of 
stock moved this year will exceed 1925 
records. 


We quote 
stocks: 

Wire Cloth.—From stock, black, 12 
mesh, $2.15 per 100 sq. ft., 14 mesh, 
$2.55; dull galvanized, 14 mesh, : 
bronze, 14 mesh, $6; 16 mesh, $6.50: 
copper, 14 mesh, $5.50, 16 mesh, $6. 
From mill, f.o.b. Worcester, Mass., 
black, 12 mesh, $1.80, 14 mesh, Peet 
dull galvanized, 12 mesh. $2.0 5, 14 
mesh, $2.45; 16 mesh, $2.90: bronze, 
14 mesh, $5. 50; 16 mesh, $6: copper, 
14 mesh, $5; 16 mesh, $5.50 ‘ 


from Boston jobbers’ 
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Dazey Glass Churns are 
made in three sizes: 2, 
Sir bole Gn- Meath baamer bor lanae 


ak 
Dazey metal Churns are 
made in six sizes: 1, 2, 3, 4, 


6 and 10 gallon capacity. 
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ST. LOUIS, MISSOURI 


DAZEY 


GLASS CHURNS 


Heavy Clear glass jar with smooth finished 
neck and sloping rounded upper corners; 
heavily plated screw cap top; white maple 
dasher. Cast frame and gears finished with 
double coat of aluminum bronze; patented 
removable strainer in cap. Dazey Churns 
are guaranteed. Their popularity is evi- 
denced by the fact that more are in use than 
any other single type of churn in the world. 


DAZEY 


METAL CHURNS 


Frame is strong and rigidly constructed of 
steel and iron, and finished with double coat 
of pure aluminum bronze. Receptacle of 
triple plated charcoal dairy plate, enameled 
outside. Receptacle is entirely free from 
frame and can be lifted right out. Covers 
and dasher are hard white maple. 


DAZEY 


SHARPIT 


A practical sharpener for every home. Sharpit is 
not simply a knife sharpener, but an all-purpose 
sharpener that will put a keen edge on practically 
every tool used in a household. It is 5% inches 
high and weighs 1 Ib. 











Iron frame, strong and rigid, cast in one piece. 
Gears enclosed. Twin Grinding Wheels of genuine 
corundum, beveled on the inside to assure even 
grinding surface. Pressure spring holds the grind- 
ing wheels together at just the proper pressure. 
Will sharpen tools of the hardest steel. 


DAZEY CHURN & MFC. CO. 
U. S. A. 


DEPT. E. 
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HARDWARE AGE 


February 4, 1926 


Prices Stabilized in Chicago Market— 
Growing Sales Volume Reported 


CHECK-UP of this week’s 


(Chicago office of HARDWARE AGE) 
hardware prices shows that the 


market has apparently become stabilized, as there have been 


no price changes made on any of the leading staples. 


Business 


is going ahead on a satisfactory basis, and a great many dealers are 
attending their State conventions, where most of the buying is be- 


ing done. 


Competition has developed between Chicago and eastern steel 


plants. 


In some instances, eastern producers have quoted prices 


equal to those named here in the West, and in one or two cases, they 


were reported to have been slightly lower. 


While there are reports 


of price weakening here in this market, up to this time no real re- 
ductions have been made, with the possible exception of tie plates, 
which are being quoted at $2 per ton under the price prevailing the 


first of the year. 


Operations of the producers show no change and 


are between 85 and 88 per cent of capacity. 

Building permits to date show a slight increase over the corre- 
sponding period of 1925, but architects are not quite certain that 
this extensive program will be maintained throughout the year, as 
some of their clients are hesitating about going ahead on some of 
the larger work until the year’s business trend discloses itself more 


fully. 


In a statement just issued by Montgomery Ward & Co., net earn- 
ings for 1925 pass all previous records, amounting to $12,908,498. 
Their gross volume of business was $184,095,999. This compares 
with gross sales in 1924 of $162,715,494. Their financial statement 
shows that there has been a marked improvement in the company’s 
financial position during the past four years. 


AUTOMOBILE ACCESSORIES.— ~~~ 


Sales show an improvement. No change | 


in price has been noted. 


We quote from jobbers’ 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, 50c. each: 
regular, 58c. each; Champion X, 45c. 
each; Champion Blue Box line, 53c. 
each: A. C. Titan, 58c. each; lots of 
100, 56c. A. CC. Special Ford, 44c. 
each. 

Spot Light. No. 
$6.50. 

Horn. 
each. 

Jacks.—National 
$1.20 each. 

Pumps. — 
$1.55. 

Chains.—Non-skid, dozen pair lots, 
33% per cent discount. 

Tires and Tubes.—30 x 3% oversize 
eord tires, $12.55 each; regular cord, 
$8.60 each: gray inner tubes, 30 x 
3%, $1.80 each: red inner tubes, 30 x 
3%, $2.25 each. 


BUILDERS’ HARDWARE.—tThe de- 
mand is improving. Deliveries from 
the manufacturers are prompt, and no 


stocks, 


3280, 
$4 


Standard No. 21, 


Anderson, 


— A. A. Electric (Ford), 


Rose, 1%4-in. cylinder, 


| FIELD FENCE.—Current business 











chains, $8.50 per 100 lb.; Tenso, Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-4% electric 
welded cow ties, $2.75 per doz. 

is 
good. Futures are being shipped out 
by the jobber. 


We quote 
f.o.b. Chicago: 
100 rods; 1848-6-14%, 
rods. 


FILES.—The demand is normal. Prices 
are unchanged. 


from jobbers’ stocks, 
726-6-12%, $29.02 per 
$14.08 per 100° 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 


Black Diamond files. 


per cent off list; 
list. 


40-10-5 per cent off 


GALVANIZED WARE.—Prices on gal- 
_vanized ware are being held firm. Nat- 
_urally, with the $2 advance on black 


| 


sheets and spelter around 9c. per pound, 


_lower prices are not to be expected. 


important price changes have been | 
made. 
We quote from jobbers’ stocks, 
f.o.b. Chicago, 3% x 3% steel butts, 
old copper and dull brass finish, $2.70 
per doz. pair; 4 x steel butts, old 
copper and dull =f. finish, $3.66 
per doz. pair: heavy steel bevel in- 
side sets $6.25 per doz: steel bit- 


keyed front door sets, $1.65 per set: 
wrought brass bit-keyed front door 
sets, $3.25 per set; cylinder front 
door sets, $7.50 per set. 


CHAIN.—Orders are being placed 
good volume. Prices are firm. 


We quote from jobbers’ 
f.o.b. Chicago: %-in. proof 


stocks, 
coil 


We quote from jobbers’ stocks. 
f.o.b. Chicago: Standard galvanized 
after made tubs, No. 1, $6.35: No. 
20; No. 3, $8. 35: 10- -at. pone Poe Re 
> made pails, $2.25: 12-qt., $2.45: 
$2.75: 5-gal. galvanized oil 


cans, galvanized breast, $7.50 doz. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—A normal 
| ported 


business is re- 


in this line. Prices are un- 


| changed. 


We quote from jobbers’ stocks, 


f.o.b. Chicago: Garden hose, good 
quality, molded hose, ‘-in., 11%c. 
per ft.; %-in., 14c. per ft.; 5-ply, 
good quality, wrapped, %-in., 9c. per 
ft.; %-in., lle. per ft. Lawn sprin- 
klers, Rain King, $28 doz.: original 





fountain sprinklers, $8 doz.; Rainbow, 


38-in. high, $24 doz. 


GLASS AND. PUTTY.—Sales have 
picked up and are now keeping pace 
with production. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A. 
25-in. bracket, 85 per cent discount: 
single strength A, 34 to 40-in. brack- 
et, 82 per cent discount; single 
strength A, all other brackets, 81 
per cent discount; double strength 
A, all sizes, 82 per cent discount: 
double strength B, up to 4 in., 87 
per cent discount; balance, 85 per 
cent. Putty, pure grades, $3.75 per 
100 lb.; commercial, $3.40 per 100 Ib. 


HATCHETS.—Local jobbers have not 
as yet followed the recent advance made 
by the manufacturers. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, $11.20 doz.; aoe 
quality hatchets, No. 2 broad, $14.4 
doz.; medium quality hatchets, ie. 
2 shingling, $7.25 doz.; medium qual- 
ity hatchets, No. 2 broad, $10.50 doz. 


HANDLED HAMMERS.—The demand 
continues heavy, and although some fac- 
tory prices have advanced, local jobbers 
are still quoting as follows: 


We quote from jobbers’ stocks, 


f.o.b. Chicago: Vaughan-Bushnell, 
16-oz. nail hammers, $10.50 doz.; 
Maydole, $12.60 doz.; other makes, 


16-0z. machinist hammers, $7.85 doz.: 
Competitive grade, 16-oz. nail ham- 
mers, $4.50 to $6. 
LANTERNS.—No changes in price are 
looked for this year. Sales are fair. 


We quote from jobbers’ stocks. 
f.o.b. Chicago: Dietz D-Lite, $13 doz.; 
with large fount, $14.25 doz.: Little 
Wizard, $8.50 doz.; Blizzard, $13 doz. 


NAILS.—Prices are firm. A great im- 
provement in sales is expected to be 
made during the next few weeks. 


We quote from jobbers’ stocks, 
f.o.b. Chicane: Common wire nails, 
$3.15 per keg base; cement coated. 
$2.20 per keg base. The extra for 
galvanized nails is now $2 for l-in. 
and longer, $2.25 for shorter than 


PYREX WARE.—A decrease in the va- 
riety of items makes it easier for the 
dealer to carry a complete line. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Bread Pans.—No. 212, $7.20 doz.: 


No. 214, $12 doz. 
New Handled res “ey — Round. 


Oval, No. 632, $12 doz.: No. 633, $14 
doz.; Shallow ae No. 642, $12 doz. : 
No. 64 3, $14 

Pie AB, 208, $6 doz.: No. 
209, $7.20 doz. 

Tea Pots.—2-cup, $20 doz.; 4-cup, 
$24 doz.; 6-cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 

WRENCHES.—The demand is good. 
Prices are unchanged. 

We quote from jobbers’ stocks. 
f.o.b. Chicago: Agricultural wrenches 
60-10 per cent discount; Coes’ 
wrenches, 40-10 per cent discount: 


engineers’ wrenches, 50-10 per cent 


discount off new list: Trimo, 65-10 
per cent discount. 
Snap-On Wrenches. — Radio and 


electrical set, $4; No. 101 Master Ser- 


vice Set, $15.25; No. 202 Heavy Set. 
$8.80; No. 303 Ford Master Service 
Set, $14.85; No. 404 Universal Socket 
Set, $8.75; No. 505B Screw Driver 
Set, $3.40; No. 900 Square Socket 
Set, $3.70. All Snap-On Wrenches 
less 40 per cent. 
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Says Sammy Shakeproof to 
7S |. Toothless Tommy, the Old 
Style Lock Washer 


‘No Teeth—No Bite’’ 


“THAT'S how I| am different from you, old timer. | 
am young—and I've got lots of teeth. They're 
twisted teeth, too, made for biting into metal—and they 
form a multiple lock that laughs at vibration. 
“I am now making good in a big way in the hardware 
field—and a list of my customers reads like the Blue 


Book of Industry.” 








Sammy Shakeproof says this to you dealer readers: To the manufacturer reading this message: 


Vacuum cleaners, heating irons, cooking utensils, Production men who test the Shakeproof Lock 
stoves, all sorts of household appliances—and many Washer never go back to the other kind. This mul- 
tiple locking, patented washer is also tangle proof— 


other items from your big hardware stock—make bi F de 

. " a big production cost saving. 
customers sore when connections work loose. Write Note, too, that Sammy Shakeproof comes in the 
us and we will try and supply the remedy. You'll find only counter sunk lock washer for flat head machine 
screws and bolts. 


Ask for free Shop Test quantity in any of these types: 


+ 


it interesting. 





Made in Steel, : Sizes from 
Brass and Bronze : ly” to 1%” 
Type 11—Externai Type 18—Counter Sunk Type 12—Internal 
SHAKEPROOF LOCK WASHER COMPANY 
Incorporated 


2505 North Keeler Avenue, Chicago, IIl. 
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bai ne Me 4 Garage Door Hardware 
Rolling Ladders 
- Overhead Carriers 


GARAGE DOORHARDWARE || 
“TWENTY-EIGHTY” | 


‘““Twenty-Eighty’’ is an unusually dependable, its ability to give long service and complete 
low priced hanger set for folding-sliding doors. satisfaction. ‘‘Twenty-Eighty’’ has a strong | 
It is simpler, though similar in design to our frame, adjustable vertically and machined cast | 
famous ‘‘Ten-Eighty’’ but is of steel con- wheels securely riveted to hardened axles that 
struction throughout instead of i revolve on lubricated roller bearings. The 
malleable which accounts for its very attrac- track is standard ‘‘Allith’’ trolley track with Hl 
rounded troughs for the hanger wheels. When | 
| 


tive price. 
once installed the hanger cannot become de- 


Dealers find this hanger set fills all the railed. Noise and friction are reduced to a 
requirements of a considerable part of their minimum on a ‘‘Twenty-EKighty’’ installation 
trade and contractors and builders vouch for and the doors always close weathertight. 


DEALERS 


‘‘Twenty-Eighty’’ is also packed complete with all Hardware parts and track in a 
specially strong carton under set number 02080-3D. 
The price, too, is very attractive. May we tell you more about it? 


ALLITH-PROUTY COMPANY 


Danville, Ill. 





























Manufacturers of 
Fire Door Hardware 





























Door Hangers 
Spring Hinges 
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Satisfactory Volume of Sales in New York— 
Retail Sales Generally Good 






































ONDITIONS prevailing in the New York wholesale market ait t des Gur Os Gat ee oe 
have remained practically unchanged during the past week, cent. 
and while sales on both staples and spring lines are charac- | NESCo— 
’ : : No. 05 1 burner solid door....... $2.10 
terized as satisfactory, there was nevertheless some room for im- No. | 5 1 burner glass door...... 2.25 
° ° ° ° urner Solid GOOr....... . 
provement. Still in all January sales for 1926 are substantially in No. 10 1 burner glass door... 4.40 
advance of those of last year. | No. 20 2 burners glass door..... 3.40 
In the matter of spring goods, it is still too early for sales in this eee ee” ee 
direction to have acquired any considerable volume yet. Should the EE oe. > ow 
month of February prove mild, wholesalers generally will look for a 
a good business in spring lines, but should cold weather persist, and ery ag ti —_— 
aa ° ° . erfection O. BLGccccccccscccsvoes ° 
a late spring result, sales will undoubtedly be seriously curtailed, Perfection No. 421.............- 80.00 
as they have been in the past. February is regarded as a barometer Pa hg ny ony AF 4 
insofar as spring business is concerned. a oF Or eae 
Retail sales are generally good and stocks for the most part are 
light as is indicated by the frequency with which retailers are com- 
ing into the market for replenishment. 1926 Prices for Pyrex 
Nineteen twenty-six prices covering 
. . . : Stove boards (paper lined), 24 x 24, the entire line of Pyrex have been is- 
Copper Wire Cloth Active rs Fer e008 per doz, ~ ~" 0 Sis | sued recently. This line is in good de- 
The demand for copper wire cloth | per dos; 32, 32 gett pe doz, ; — at the present time, and stocks 
continues strong, and wholesalers fore- | $1980 A, — - are sufficient. 
Ss j ivi in this respect. | Stove pipe dampers, 4% and 5 in., aaa all 
eagronatgpie ty 7 t ‘ | ms ge (ao7. - 5% in., $1.60 per doz.: ‘ yong * te. ~s ae 
tocks are sufficient, and prices show- | 6 in., $1.60 per doz.; 7 in., $2.25 per 35 $1. 4y, 623, 1% at.’ 73 3 $117: 
ing no tendency to depart from aa doz., and § in., $2.60 per doz. These No. 62 i. So. 8% x a 3 3 
vailing levels. : - ices are net. ‘Gasser ole — Square. ~ No. 653, 1% 
a ceamrerel at., x 

JOBBERS'’ gh ge I TO RE.- . . Casseroles—Oval.—No. 632, 1 .. 
TAILERS, F.O.B. NEW YORK: Heaters Sull Active $ - oh x 2%, $1; No. 633, 1% < 
Bg ~_ cloth, 14 ak. $5.26; o% = $1. 17; No. 634, 2 at., 

a a. If mesh, $5.75: 16 in., $6.25. With the anthracite coal situation 10% =? ¥. 3% $1.55 ons ie 

Opal wire cloth, 12 mesh, $2.20; 14 still apparently as far from settlement eS date 9% x 6% x Shallow. — 643, 
mesh, $2.50; 16 mesh, $3.15. as ever, the demand for oil burning 1% gt., 10% x i x 2%. ; No. 

—____—— . 4 < x x ’ 
Weath — heaters, particularly from the outlying Pudding Dishes—Rounda-No. 021. 
ea erstrip oving sections, continues very active. Retail- & at., 2%" 5a o-s i, 5 $33, 1 7 
4 M4 x C.$ oO. Reo 
With prices firm, the demand for ers for the most part are experiencing x 3, 67c.: No. 084, 2 at., 8% x 3%," 80c 
weatherstrip naeiemin eaiene te Gant difficulty in securing prompt ship- . {Pudding Dish — Square. — No. 053, 
x 2 c 

mateepeton aren, aoceceing te state pate ie TO RE- 218° th Be 1h, lie: No a2, 9% 

_— by ens gs the wholesalers. TAILERS, F.0.B. NEW YORK: x 5% x 2% 60c.; No. 214, 10% x 55% 
St ‘ x 

pn nn oe oSrnt Battng Ste Tye Siew 

: PERFECTION— val.—No. x 

TAILERS, F.O.B. NEW YORK: No. 72 2 burners........cceccccce $17.50 Pie Plates—Round, —No. 205%, 1% = 

Wirf's weatherstrip, packed 500 ft. i, We RS. on 6 de's Keeure ce 22.50 1%, lic.; No. 208, 8% x No. i 50c. ; 
to the poet maroon, $27.50 per reel; ee. re : burners Stievessedesieen 8.58 im aaa x, 1%, f0c.; JN iis % 1h 10% x 
white, per reel. oO. Pe cccccssevccceees ’ 7 ie, 

Nero weatherstrip, in 500-ft. reels: Perfection dealers’ discount, 30 and Pie Plate. azo Hexagonal. ie. 200, 
maroon, $21 per reel or $4.20 per 5 per cent on lots of 10 or more: on 9% x 1%, 6 
a A eae eta — less than 10, 30 per cent. biscuit Pan—obiong ——No. 235, 11% 

etropo n weatherstrip, in - _ x x 
ft. rolls; No. @ and No. 1. $1.80 per te ae fg ~~ $17.50 ; Bean, Pots —Round. —No. 504, 1 gt. 
2. $2 oo 1%, ae a4 ty and ~ No. 43 8 DBUrme;rS. ......00.csc00 22.50 ae fa $1.1 0. 506 at., 7% 

"aN “ai "$4 $5 me Ss = per rou, ee ee eS 28.50 xc - as h—R — 99 91 
o Metallic wantneretrio. ‘in 100-ft uritan discounts same as Perteo- x 1%, 50c.. Reina “a 
rolls; No. 38, $2.15 per roll; No. 39, Gon. Double Compartment Baking Dish. 
$2.55 per roll, and No. 40, $2.90 per NESCO —No. 130, 9% x 1%, og 
roll. ED rrr rrr Te $9.50 Au Grat tin Dish.—No “ 331. 9x 5% 

Felt weatherstrip, in 100-ft. rolls: No. 212 2 burners.............. 17.35 x 1%, 

No. 18, $2.35 per roll; No. 19, $2.75 No. 213 3 burners.............. 22.50 hidlnar—-Ovel-~ie. 316, 1554 x 11% 
per roll, and No. 20, $3. 75 per roll. i | ee a Pe a cccstsoucost 28.00 x %, $1.33. 

Flexible weatherstrip, in 100-ft. No. 215 5 burners.............. 39.50 Utility se 4 231, 
rolls: No. & $1.90 per roll: No. 9. No. 1102 high shelf only......... 5.25 10% x 6% x 2 12% 
$2.30 per roll, and No. 10, $3. 05 per No. 1103 high shelf only......... 6.50 x 8% x $1 a * 

ll. No. 1104 high shelf only......... 8.00 individ 2, j B k _— 2 bia 
on No. 1105 high shelf onl 9.75 aes, Sar <= rmematin) 

niniatiniiiess sNO. gn sneill omly......... o fe Round—Wide Rim.—No. 442*, 4 oz., 
Nesco dealers’ discount, 30 and 3% x 114, 13c. 
5 +? cent; in lots of 10 or more, 30 Custard Cups—Round. —No. 424* 
: and 5. 4.02. 3 13c.; No. 426*, 6 oz., 
Satisfactory Demand for iia 4 08. 25 7 2%, 13¢.; No. on. 
PERFECTION— indivi ual Deep Pie oo ~ — 
Stove Goods No. 211 1 burner plain door. .$2.50 No. 452%, 6 oz., 44 x 1%, 
‘ , No. 211G 1 burner glass door.... 2.70 Cake TE scar es Rs $09. 9% 
With stocks sufficient for current re- No. 121G 1 burner glass door. 4.90 x 1%, 73c. "7 
quirements, stove goods, including stove a or ae door... th no Ag og * > 064, Smt 
boards, pipe and dampers, are reported j Dealers’ discount, on 10 or more. eter, ete . linia ten oe 
. . . 30 an er cent; less than 10, easuring Cup—Round.—No. c. 
to be fairly active. Prices are firm. — aa PYREX is packed in Individual car- 

JOBBERS’ QUOTATIONS TO RE. PURITAN— tons—except items marked with *, 

TAILERS, F.O.B. NEW YORK: No. 42G 2 burners glass door...$5.50 which carry six to a carton. 


Reading matter continued on page 230 





February 4, 1926 





ae’ 


7 





LE 











_ 








- 














WOOD AND 
ALUMINUM 


SAND’S 


Permanent factory built-in accuracy has made Sand’s Levels the choice 
of Masons and Carpenters who KNOW they can depend absolutely 
upon any job they “plumb” with these levels. 


Sand’s Levels will plumb any end, or level any edge up. Can be used 
in overhead work to plumb or level ceilings, girders, shafting, etc. 


They are the easiest levels to read in dark places and can be used in 
They build trade and good will for every dealer. 


anv position. 
for Folder and Prices. 


Sand’s Level & Tool Co., 


HARDWARE AGE 


LEVELS 


SAND’S LEVELS TELL THE TRUTH 
Known Since 1895 


~ Noted for Their Absolute Accuracy 
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8629 Gratiot Ave., Detroit, Mich. | 
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OW—You see the distinctive Clay 
Sunshine Clothes Drier—everywhere. 
It has been a long time since a piece 


of household equipment—has taken so well 
with the housewife. 


There is a compelling appeal in the 10 


’ distinctive features—because these features 


bring a new degree of convenience and dura- 
bility never before approached in a Clothes 
Drier. . 

National Advertising in 6 leading women’s 
publications with a combined circulation of 
over 8,000,000, is creating a decided pre- 
ference for the Clay Sunshine Clothes Drier 
—Retailers handling it are cashing in on this 
advertising and profiting generously. 

Write Today for dealers’ selling plan— 
Get your share of the big Sunshine Business 


during 1926. 
IOWA GATE CoO., Cedar Falls, Ia. 


DRIER DIVISION CEDAR STREET 
Distributors for 
GREATER New YORK—NeEw JERSEY—WESTERN CONN. 
MASBACK HARDWARE CoO. 
84 WARREN ST. NEW YORK CITY 


Nunshine 


)- 
Clothes Drier 
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Wholesale Trade Active in Pittsburgh Market 


—Prices Are Firm—-Collections Favorable 


(Pittsburgh office of HARDWARE AGB) 
ARDWARE retailers in this district are finding business a 
H little slow, but that is not the case with jobbers, who, be- 
tween a fair amount of fill in business and shipments against 
orders for spring Jines, are having a fairly good trade. Weather 
conditions have been unfavorable for a good movement’ of goods 
from retailers’ shelves, because the district has had more real 
wintry weather this year than before in several years. There has 
been a good deal of snow and much cold weather, and this has 
affected shopping. 

Prices do not change much. Mason jar rubbers have advanced, 
this being a belated response to the high price of crude rubber. 
One or two numbers of ignition batteries have been advanced. 
Prices of other items are where they have been. One maker of 
hatchets and hammers a few weeks ago announced higher prices; 
other makers have not followed, but this has not influenced the stand 
of the one who has advanced, and jobbers, after an effort to secure 
revision, now are satisfied the advance is to be held, and are putting 
in the advance in resale prices. Collections in this district still are 
reported to be rather slow. 

It is a little difficult to explain the sluggishness of payments in 
this district, because the high prices of coke have anabled a good 
many Connellsville district operators to lift notes with their banks, 
and, as a whole, the coal business is doing better now than it did 
earlier in the winter. Meanwhile, there is fairly high engagement 
of steel-making capacity. There is a spirit of conservatism in both 
the steel and fuel industries. It is figured that the third parley of 
the hard coal operators and miners will result in a settlement and, 
of course, such a development would make for a less satisfactory 
situation in coke and soft coal, which have benefited from the 
hard coal suspension. In steel, some of the optimism of late last 
vear has gone out of the picture because business has been rather 
slow to recover from the lull incident to the holidays and the in- 
ventory period. The expectation of good business is strong, because 
the prospect of large requirements by the automobile builders, the 
railroads and for new construction still is good. But when business 
does not come up to expectations there is always some apprehension, 
anud the present case is no exception. Such tightening as developed 
in prices over the end of last year appears to have disappeared, and 
it looks as though there was going to be a fresh demonstration of 
the fact that consumers have definite price limits beyond which they 
are not disposed to go, so long as they get what they want when 
they want it. And, it must be said, that last year’s record produc- 
tion, so easily made and delivered, does not impress consumers 
that they will not be able to indefinitely buy close to their actual 


needs. 
BATTERIES.—lIgnition batteries have | 





No. 6 dry cells, ignition type, unit 


been advanced slightly, but other kinds | packages, 32c. each; broken, 36c. 
are at the prices which now have ruled | "ste take a, o one: 
for about a year. Good demand still is | 705, 21%4c; No. 750, 18c.; No. 751, 
noted for batteries, particularly for | “*t.. coyote — No. 1461 $1.70: No. 
radio use. 1662, $2.35. 
Jobbers’ quotations to. retailers, BOLTS, NUTS AND RIVETS.—Steady 
ieee rit | demands are being made upon jobbers, 
Packeges Packages | but they are not so large, nor are sup- 
— ne oo plies hard enough to secure, for jobbers | 
ee ee 114 | to carry as large stocks as they did a _ 
et, _ eR OReS 1.32 1.22 few years ago. It is a year since prices 
sagt ~ Bde pogentaeae : ~ i; | have changed and since there is not 
No. 172 (eNeeieeres 2.62 2.44 much sign of a change either way at 
ae sss. ae * 9g present, another reason is presented for 
WG WEEE. ciasewecave 40 35 short range buying. 


We quote out of jobbers’ stocks as 
follows: 
Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads, 
45 per cent off list; stove bolts, 75 
per cent off list; tire bolts, 40 and 
10 per cent off list; nuts, hot pressed 
blank or tapped, 3.25c. off list, c.p.c. 
and t. blank or tapped, 3.35c. off list: 
rivets, small wagon and tinners’, 60 
per cent off list. 
BUILDERS’ HARDWARE.—This line 
still is good in this part of the country, 
where there does not seem to have been 
the overbuilding there has been in other 
sections, and consequently the building 
program here is comparatively iarge. 


CEL-O-CEL GLASS.—This line has be- 
gun to take hold here and already a 
fairly good market exists. Its uses are 
many, a common one being for parti- 
tions, where translucence is wanted, 
and another in the shape of cones and 
tents for the protection of young plants. 
It is a clear tough and flexible chem- 
ical deposited on bright wire screen 
cloth. Jobbers are quoting it at 12c. 
per sq. ft. 


HATCHETS AND HAMMERS.—The 
advance announced a short time ago by 
one maker has not been followed by 
others. Jobbers are getting ready to 
put in new resale prices on the line 
that has advanced, having tried to se- 
cure modification without success. 


JAR RUBBERS.—Mason jar rubbers 
have been advanced on account of the 
high cost of crude rubber, the new 
price being $1.10 per gross in single 
gross lots, as against the former price 
of 80c. 


PAINTING SUPPLIES.—Lower prices 
are noted on both oil and turpentine. 
Other items are unchanged. A_ good 
many orders for spring delivery are 
coming along, but current business is 
slow. 
Prices to retailers: 
Ready mixed paints, 
$3.10 per gal.; lower grades, $2.50 
white lead, 15%c. per Ib. in 100-)b. 
lots, 10 per cent less in lots of 500 
lb. or more and an extra 5 per cent 
less in lots of a ton or more; turpen- 























best grades, 


tine, $1.16 per gal. in barrel lots: 
linseed oil, 12.7¢c. per Ib. in barre! 
lots. 


PAPER BURNERS.—Shipments 
against spring orders are being made 
| steadily, but the real activity is not 
looked for until the actual consumptive 
demand is there and that will not be 
until after furnace fires have been let 
out. Jobbers quote No. 1 size, $3.50 
each; No. 2, $4.50; No. 3, $6. 


POULTRY NETTING.—Fairly good 
movement against orders for spring are 
reported. Prices hold at 50, 10 and 10 
per cent off list for galvanized netting 
before weaving and 50 and 10 per cent 
discount after weaving. 
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The Roller Skating Season Is Here 


THE SAMUEL WINSLOW SKATE MFG. CO. 


Pacific Coast Sales Agent: , Worcester, Mass. 
PHIL B. BEKEART CO. 
717 Market Street 








Southern Representative: 


HENRY KEIDEL & CO., Inc. 
New York Office, Sales and Stockroom 405 West Redwood Street 


San Francisco, Cal. 34 Warren St. Baltimore, Md. 
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(Steel Wool in Readi-Form) 


The new self-seller! 
















































































Handi- Rolls come in 





. , ? : . - : —_ three grades~—fine, 
This new Handi-Rolls package puts new life into Steel Wool medium aad coeres. 
sales! It’s American Steel Wool in its most convenient form. pen a 

° ° e attractive container, 
Convenient for the consumer, because it gives hand comfort and 12 dozen to the case, 


it?s not necessary to pull steel wool apart to get enough to use. 


Just show your customers how these convenient rolls fit the hand 

and fitthe work and your sale is made. These rolls are patented and 

are just right forthe many uses for which Steel Wool is employed. 
Also manufacturers of “Abraizo Aluminum Cleaner.” 


AMERICAN STEEL WOOL MFG. CO. INC. 


9-11-13 Desbrosses St., New York, N. Y. 
Sole Agents for Great Britain and Ireland, J. & A. McFarlane, Ltd., Springbank St., Glasgow 
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Write for samples. — 
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Display and show 
cards, electros and 
circulars for 
mailing fur- 
vished free. 
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These Better 
Incubators Mean 
Bigger Sales 


When you take on the famous AUTO- 
MATIC line, bigger incubator sales inva- 
riably result. This excellent line offers 
your. customers so much more for their 























money — both in quality  construc- 
tion and numerous 
exclusive features 
—that they will 
prefer to choose 
their equipment 


from your store. 
The superior quali- 
ty of AUTOMATIC 
INCUBATORS, 
their fine finish 
and careful work- 
manship — and 
above all, their 
many advantages 
and moderate 
price, never fail to 








win new satisfied 

customers for the 

dealer handling 
them. 


AUTOMATIC 
INC UBATORS 


Nationally Advertised in the Country Gentle- 
man and Other Leading Farm and Poultry 
Magazines 


One of the outstanding features of the AUTO- 
MATIC is its method of perfect heat control by 
means of the famous patented Revolving Chute. 
This feature alone puts the AUTOMATIC in a class 
by itself and gives you the edge on competition. 
Coupled with this is the use of highest quality red- 
wood thruout, excellent cabinet work and many in- 
built conveniences not found on other incubators. 
There is a size and style of AUTOMATIC INCU- 
BATOR to meet the requirements of every cus- 
tomer. 


Write Today For Full Particulars 


Be ready to sell from this highly profitable line and 
get the big share of the incubator business in your 
territory. Write at once for the AUTOMATIC 
catalog and our complete proposition for increas- 
ing your incubator sales and profits. 


The Automatic Incubator Company 
Dept. 217 Delaware, Ohio 
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Why Not a 
Window Display 


of Rope? 
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The Bannister & Pollard Co., Newark, N. J., hold 

frequent window displays of rope and cordage, featur- 

ing the numerous uses of these two products, with a 
descriptive sign over each individual display 


OST hardware dealers today stock rope and 

cordage; yet one rarely sees a window dis- 

play of it. Why? Rope can be effectively 
displayed, if handled properly, as the photograph re- 
produced on this page proves conclusively. 


There are so many universal and essential uses for 
rope that it should not prove a very hard task to 
make-up a compelling window display. 


A display featuring the numerous uses of rope, 
with a descriptive sign over the individual display for 
each purpose; from clothes lines and sash cords to 
heavy cables for block and tackle work will prove 
exceedingly interesting and compel the attention of 
even the casual observer. Show the actual pieces of 
the different kinds of rope contained in your display. 


Rope manufacturers are always glad to furnish the 
dealer with advertising helps and cooperate with him 
in other ways, such as furnishing photographs of rope 
in actual use, etc. 


Give it a tryout. The public today is always quick 
to observe the unusual. So if you want to create an 
unusual interest, give them something unique and 
profit by their interest in your ingenuity. 
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Fresh Items Boost the 
Housefurnishing 


Sales 


Y devoting its entire basement to the display 
B of housefurnishing goods the Sullivan-Mark- 

ley Hardware Co., Greenville, S. C., has de- 
veloped this part of its business into one of the most 
profitable departments in its store. The basement 
of the company’s store has been used for house- 
furnishing goods during the past four years. 

“In this basement,” writes T. E. Eskew, manager 
of the firm, “we carry the better grades of merchan- 
dise. Haviland, Nippon, Bavarian, English and domes- 
tic china are featured, all patterns in open stock. 
About twenty open stock designs, everyone of which 
is managed in such a way as to keep it active, together 
with six or eight stemware patterns gives this de- 
partment a_ steady fill-in, or matching business 
throughout the year, in addition to being attractions 
to new customers. 

“Much attention is given to silverware, pottery 
favors, and gift wares. In this respect we have con- 
centrated on the better grade merchandise, and have 
been fortunate enough to build up what many have 
been kind enough .to say is the leading department 
for this class of merchandise in the city of Greenville. 

“A very large housefurnishings department is op- 
erated in connection with this, part of which may be 
seen in the accompanying illustration. 

“In regard to the photograph of our basement, we 
would like to direct your attention to the style of 
shelving and fixtures, which are arranged so that 
almost every item in stock is on display, not only so 
that they may be easily seen by customers visiting 
the department, but so that customers may handle 
any of the individual items. 

“For our customers’ convenience in this respect, you 
will observe in the photograph, aisles have been ar- 
ranged around each of the tables and display cases. 

“Our experience has shown that one of the most 
important things in connection with the operation of 
a department of this kind is to keep it spotlessly 
clean. The fixtures should be polished and the mer- 
chandise should be cleaned every day. 

“We have found that the most practicable method 
of doing this is to assign a definite section to each 
clerk, and to make the individual clerk responsible 
for the neatness and cleanliness of the area assigned. 
Of course, the heavier and more difficult cleaning is 
done regularly by employees who do nothing but that 
kind of work. 

“For the benefit of anyone who contemplates open- 
ing a department of this kind, we will say, that, by 
giving it constant attention by careful buying of the 
better grades of merchandise, by keeping on the alert 
for new things at all times, a housefurnishing goods 
department can be made into a very profitable line 
in connection with the regular hardware business.” 
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For the tight nut 


There’s nothing more effective in bring- 
ing about a feeling of security and safety 
than a set of good Socket Wrenches. 
Every motorist knows this. Every mo- 
torist wants a set. You can sell most 
of them, and when you do sell ’em, why 
not sell ’em a set which you can person- 
ally guarantee and know that your own 
euarantee will be backed up by that of 
the manufacturer. You can do this with 
the NONE BETTER Line—a line which 
sells easily, produces 
profits, and, pleasing 
your customers, places 
you in a position to 
reasonably expect them 
to come back to you to 
make other purchases. @ 
It’s good business any &¢ 
way you look at it— 
NONE BETTER. 
Write for complete 
catalog. 


The No. 3000 Ratchet Set has 
been successfully developed as 
a quality set at a competitive 
price. Six sockets, one long 
and one short adapter and a 
simple but positive ratchet, all 
in a handy hinged metal con- 
tainer. 













The 
New Britain 
Machine Co. 
198 Chestnut St. 
New Britain 
Connecticut 


NONE BETTER 


So cRet Wrench Sets 
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Get your share 
of your town’s 
refrigerator 
business 


There will be a demand for 
refrigerators in your town 
this spring. 


Why not get vour share of 
these profits. 


Other hardware stores have 
built up a nice business on the 
dependable Challenge line. 


Write us or your jobber 
about putting in an_assort- 
ment. 


Challenge Refrigerator Co. 


Grand Haven, Michigan 


One of the oldest manufacturers, making one 


of the best refrigerators. 
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Window Space Donation 
Gains Poultrymen’s Support 





a rather pessimistic attitude toward the sales 

and profit making possibilities of poultry sup 
plies, due to the advent and growth during the past 
few years of the large commercial hatcheries. While, 
to a certain extent the business of selling day-old 
chicks by mail has had some effect on the potential 
sale of incubators, the increasing general interest in 
poultry raising is continually enlarging the number 
of prospects. There is a growing number of poultry 
breeders, who, in developing a strain of chickens to 
their liking, hatch and raise their own stock. There 
is also the man who is starting or running a commer 
cial hatchery who is a likely prospect for additional 
incubator units. 

According to various dealers who have developed 
and are maintaining a profitable sales volume in poul- 
try supplies, success depends almost entirely on a close 
eontact and an interest in the affairs of the breeders 
of the community. The experience of Morehouse & 
Wells, Decatur, IIl., is a good example of this sort 
of contact and how it may be obtained. 

Each year the poultry breeders association in De- 
catur holds a show and it has been the custom for 
some years for Morehouse & Wells to donate the use 
of one of their windows for a display of trophies and 
cups in order to ‘stimulate interest in the show. Nat 
urally this engenders a very friendly feeling on the 
part of the association members toward the store 
and the display of the various items of poultry sup- 
plies, which are placed in the same window with the 
prizes, results directly in some very good sales, which 
are particularly desirable as they come during the 
months of January and February, low ebb months in 
the hardware business. This year in addition to 
the regular “trophy window,” another window each 
day contained the pen of chickens which was given 
away by the association at each night’s show and this 
again created a lot of interest. 

D. L. Johnson, manager of the store, states that 
while many amateur poultry raisers and some of the 
larger poultry farmers buy their chicks each year 


é eee: may be some hardware dealers who take 
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from the commercial hatcheries, the very ease with 
which they can do so is causing more people to “keep 
chickens” and the store sales are consequently show- 
ing a steady increase on brooders, chick feeders 
waterers and similar accessories as well as the pre- 
pared poultry foods, grit, ground bone, oyster 
shell, ete. 





Cautious Optimism Needed 
Says Oliver Bros. 


F enough people whose opinions carry some 
| weight talk in the same vein about the outlook, 

the views they express are very likely to ma- 
terialize, whether they are logical or not, according to 
the January “Market Letter’ issued by Olives Bros., 
Inc., New York, N. Y. And it is conspicuously true 
at this time that a great many, we might say a clear 
majority of business and financial leaders, are qualify- 
ing their optimistic views with plainly discernible 
caution. Permit us to call attention to the fact that 
all of these carefully worded statements are couched 
in remarkably vague terms, for there is very little of 
a definite nature that can be said in favor of the 
gloomy point of view. 

Two exceptions are the building outlook and the 
credit situation. It may well be that in the former 
the dangers are many and imminent but there is a 
distinct conflict of opinion, although the subject is one 
to which those pessimistically inclined point with 
particular decision. About a month ago, two of the 
outstanding authorities on the building situation in 
the East, the heads of the Mortgage Loan Depart- 
ments of two of the greatest banking institutions in 
the world, were quoted as holding the most extremely 
pessimistic views as to the outlook; in fact they pre- 
dicted nothing short of disaster and a panic out-doing 
anything which has ever occurred in industrial his- 
tory. While these statements were still hot off the 
press, a third eminent banker, by way of refuting the 
allegations made by the two just referred to, dictated 
a statement for the Press breathing unalloyed op- 
timism. 

We may say that while it seems probable that some 
classes of construction show evidences of being over- 
done, we are convinced that there is still room for a 
vast amount of new work, and we see no reason for 
looking forward to anything approaching calamity, 
even though it should be definitely demonstrated that 
the peak of the building boom has been reached and 
passed. In other words, following the peak we do not 
look for a collapse, but rather a gradual recession 
which in orderliness will in the very nature of things 
not entirely disrupt the building trades nor the busi- 
ness community as a whole, the prosperity of which 
depends to such an extent upon construction activity. 

In the matter of credit, particular emphasis is 
placed upon the time-payment method of distribu- 
tion and it has been roundly criticized by many 
authorities, but, reiterating the point of view ex- 
pressed in our Market Letter of December 8th, we 
believe that the custom is one being encouraged by the 
sellers of merchandise in this way only within reason- 


HARDWARE 





Abbe 








AGE 235 


“ 



























aed 


Everything in this Book is 


Alive! 


Nor an item that is not a real mover with 
the fisherman trade. 

For Abbey & Imbrie, with the actual ex- 
perience of more than a century in the fishing 
tackle business, know what the real needs of 
the angler are. 

They know every flv, every line, rod, ree! 
that the fisherman wants and wil! purchase 
And they never load up a dealer with stock 
that sticks on the shelf or gets out of date. 

They have put this knowledge, in its most 
attractive form, in their new Fishing Guide for 


1926, 





Have You Received Your Copy ? 


If not, send the coupon for it today—because the first 
edition is going fast—faster than any catalog we have ever 
issued. It is being advertised direct to the consumer—for 
your benefit. Copies of it are probably in the hands of 
many of your own customers now. These customers will 
be after you for some of the Abbey & Imbric tackle shown in 
the new book hefore you know it. So don't put off sending. 


& Imbrie 





97 man St. New York 
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Pretty 
Soft 


for 


Dealers 


Nothing difficult about selling CEL-O- 
GLASS. Folks see it once—and buy it often. 


CEL-O-GLASS is such a useful material that 
everybody needs it. Florists use it for hot- 
bed sash and coldframes. Poultry raisers use 
it for chicken houses, brooders and scratch 
pens. Home owners use it for garage, barn 
and cellar doors and windows, storm doors, 
sun porches—in fact wherever they now use 


fragile glass. 


Hardware dealers tell us CEL-O-GLASS® has 
already become a staple. And why not! It 
is far better than glass for hundreds of pur- 
poses; it is unbreakable; it is very light in 
weight and absolutely weatherproof; it is easy 
to put up—anyone with a hammer, a few tacks 
and an ordinary pair of shears can install CEL- 


O-GLASS. 


If you are not handling CEL-O-GLASS it 
will pay you to look into this remarkable ma- 
terial. The big spring repair season is just 
ahead. Our national advertising is rapidly in- 
creasing the already big demand for CEL-O- 
GLASS. There’s a liberal profit in every yard 
of it you sell. Comes in rolls—easy to stock 


—and no breakage. 
Ask your jobber about CEL-O-GLASS, or write us for 


sample, prices, discounts and complete information. 


CELLO PRODUCTS INCORPORATED 
21 Spruce St., New York City 
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able and businesslike limits and contingent upon the 
reputation and ability to pay of the buyer. We are 
mindful of the fact that the advent of serious business 
depression, and the consequent loss of employment of 
a considerable percentage of working people, would 
have embarrassing effects upon the merchandisers of 
all materials on the installment plan. It would ag- 
gravate the conditions always accompanying a major 
business depression, but a point which we feel like 
emphasizing is that the methods of selling under dis- 
cussion would not be a cause contributing to the bring- 
ing about of bad time. 

Now, therefore, be it known that we do not concur 
in the opinion that business is threatened with serious 
reverses. We are willing to assume, in fact we be- 
lieve it altogether probable, that in the latter part of 
1926, a reaction may set in, but we discount the idea 
that it will gain such proportions as to constitute a 
condition of serious depression. 

Statistics now available indicate a decrease in the 
value of crops for 1925, as compared with 1924, but 
the decrease is not so pronounced as to serve as the 
basis for a view that the farmers lost ground in 1925. 
It is well to reflect that the results in hard cash of 
the improvement in agricultural conditions in 1924 
had to be largely diverted to payment of old debts. 
To be sure, the indebtedness of the farmers two years 
ago was not entirely liquidated, but the condition was 
relieved and therefore it may be reasoned that the 
farmers realized a more direct benefit from the results 
of their labor and earnings in 1925. 

The Transportation industry has shown a remark- 
able record for efficiency and service, and yet the 
railroads were rather sparing buyers of supplies in 
1925, although the aggregate of their purchases dur- 
ing the year was not much more than 10 per cent 
less than the record of the preceding year. While 
it is not to be supposed that the present year will 
witness a radical departure in the buying. policy of 
the railroads, neither is there ground for assuming 
that their demands will further recede. 

‘Opinion is practically unanimous that business 
will continue at a rapid pace for the next few months 
at least, so we are not contributing anything new by 
heartily supporting that idea. There is no danger 
of inflation in the ordinary sense of the word as 
applied to industrial operations, outside of building, 
as producers have demonstrated their ability to meet 
heavy demands, and buyers seem determined not to 
deviate from the conservative policy they have fol- 
lowed for the past two years. Orders continue to be 
for current requirements, and there is no disposition 
to build up stocks against a future need. That in 
itself is assurance that a reaction, which may be 
expected later, will not reach disastrous proportions. 

It may be noted that in asserting that inflation is 
non-existent, with one notable exception, we are dis- 
regarding the certainty that speculation is running 
riot in real estate. A large portion of the public 
seems to have thrown judgment to the four winds in 
the craze for buying lots. But that is a matter of 
concern chiefly to individuals—private investors whose 
eventual reverses cannot have a serious effect upon 
the industrial structure. 
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Variety Helps Floor Covering 
Sales 


C. O. Schmidt, Farmingdale, L. I., Finds a Complete 
Line of Linoleum and Floor Coverings Profitable 


Out on Long Island in the village of Farmingdale 
there is a progressive small town hardware dealer, 
C. O. Schmidt by name, who has enough forethought 
to take advantage of an opportunity when he sees it. 
Several years ago he realized that the hardware store 
was the logical place for the sale of floor-coverings 
and linoleum, and accordingly, put in a small stock of 
linoleum and small rugs, valued at $50. While he 
anticipated that the experiment would prove success- 
ful, he was amazed when the results entirely exceeded 
his expectations. This started the ball a-rolling and 
today he carries a complete line. He tells with weli 
deserved pride of his profits. 

Mr. Schmidt turns his stock of floor coverings 
six times a year. He has found floor covering a de- 
cidedly satisfactory line to handle, for the reason 
that the merchandise itself is unusually attractive and 
is sure to attract the attention of prospective pur- 
chasers, and for his reason is self-selling. As Mr. 
Schmidt told the writer it does not require much in 
the way of expert salesmanship to keep this line mov- 
ing, but, like the good merchandiser he is, he does 
not for this reason make the mistake of not using 
salesmanship when the opportunity offers. 

Whenever a shipment is received, he gets out a 
multigraphed letter to his customers in which he 
emphasizes the attractiveness of certain patterns, and 
invites inspection. Experience has taught him that 
novelty is an important factor in selling, and for this 
reason he makes a point of changing the patterns fre- 
quently. In addition to these multigraphed letters, 
which are carefully and neatly prepared with a view 
of giving them the personal touch, Mr. Schmidt also 
sends out circulars in which his stock of floor cover- 
ings is given considerable attention... 


In addition to the interior display, a window is 
devoted exclusively to floor coverings, and it has been 
found that the line lends itself particularly well to 
display, because of the attractive color effects that 
are possible. 

When asked by the writer what he would advise 
a retailer, desirous of taking on a line of floor cover- 
ings, to get in the way of a small but representative 
stock, Mr. Schmidt said that judging from his own 
experience a merchant wanting to start in a small 
way and gradually expand his business could advan- 
tageously start with a dozen rugs, comprising three 
or four patterns, and a small assortment of yard 
goods. This would call for an expenditure of only 
$100. 

In the matter of patterns, he says that the mer- 
chant could not do better than to ake the advice of 
his jobber’s salesman who, having sold other retailers 
in his territory, would be familiar with the require- 
ments of his trade. 























One One 
Sprinkler Sprinkler 
Cap Cap 
for for 
Watering Watering 
a Half Complete 

Circle Circle 





Saucer Spray No. 100 


Guaranteed 
Lawn Sprinklers 


The B. & J. Line of Lawn and Garden 
Sprinklers is sold under a guarantee which 
absolutely protects every dealer and cus- 
tomer. 


It is a complete line, offering a sprinkler 
equipment for every requirement. 


It is a profitable line. Besides being thor- 
oughly satisfactory, B. & J. Sprinklers are 
the most reasonably priced on the market. 
The entire line retails at a popular price 
and the profit to the dealer is unusually 
attractive. 


It is a satisfactory line. Every sprinkler 
is made of the highest grade materials and 
thoroughly tested before leaving our fac- 
tory. Our guarantee not only protects you, 
the dealer, but it protects your customer. 


Write today for our proposition. 


Fan No. 120 


Spray 





Twirlo 








The B. & J. Mfg. Co. 
Springfield, Ohio 
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Wrought Iron Hardware 
BIG PROFITS 


in 
NEW STANDARDIZED LINE 


For the first time dealers are of- 
fered a line of hand-wrought iron 
hardware at prices which will pro- 
duce a big sale. After months of 
preparation we announce to hard- 
ware dealers, house furnishing de- 
partments, department stores, and 
others, the first complete stock line 
of Colonial Builders’ Hardware ever 


offered. 


Every item has been made to meet 
STANDARD BUILDING SPECIFI- 
CATIONS and may be used wherever 
other hardware is specified. The de- 
signs are from the most popular, 
authentic Colonial pieces in museums 
and private collections. 


Strap hinges 

Strap hinge plates 
Corner hinge plates 
Corner shutter hinges 
Shutter strap hinges 
Cupboard hinges 

H_ hinges 

HL hinges 

Thumb latches 
Open spring latches 
Cupboard latches 
Shutter bolts 
Shutter rings 
Shutter holdbacks 
Foot scrapers 

Door knockers, etc. 


Every piece is packed with hammered 
head screws and is ready for use. 


Here is a big opportunity for increased 
sales. Large and complete stocks always on 
hand. Write for handsome catalog and price 
list and open up this new business in your 
territory. 


SKINNER-HILL CO., INC. 


342 Madison Avenue New York 


Wholesale Only 
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Put This on the Bottom of Your 
Monthly Statements 


the following are sent monthly to our customers for 





the following reasons: 

Every wholesaler with whom we do business sends 
us a statement the first of each month. We use these to 
check up and see if there are any errors in their accounts, 
as an error is much easier to rectify, if the circumstances 
are fresh in the minds of the people doing the business. 
These statements show us just what we owe and have to 
pay in the next thirty days. We like this way of doing 
business, and believe you will also. 





If you owe us for goods over thirty days, we charge 6 
per cent interest, and WE DO NOT WANT YOU TO PAY 
ANY INTEREST. All we want is the money due us to 
pay our bills, so we will not have to pay interest on what 
we owe. 


| The above announcement printed at the bottom of a 
| statement makes the collection of interest legal. 





‘*Hardwareteria — 


AFETERIAS are popularly supposed to have 
originated in the Far Western states. But 


the idea did not stop there. It spread. To- 
day in all parts of the country cafeterias are ac- 
cepted as part of the usual thing. They are taken 
for granted. The same is true of grocerterias and 
hardwareterias, although they are usually called by 
more euphonius names. 

But in many towns and cities of the Far West 
they still cling to the term hardwareteria. This 
simply means an open display of miscellaneous small 
hardware items, which are arranged so that anybody 
so desiring may help himself to whatever he wants 
from the bins, shelves, racks, panels and tables on 
which and in which the merchandise is displayed. 

This form of selling has proved itself not only 
popular with the public, but profitable and convenient 
for the merchant. It reduces the necessity of show- 
ing customers things, thus taking time and patience 
from both the customer and the clerk. 

The amount of stock carried in the section 
illustrated amounts to $1,000, all in small items. This 
stock turns itself without the aid of a clerk, except 
to make change, and to wrap packages, eight times 
a year. 

The merchandise in the bins and on the tables and 
panels is changed about every ten days. New stock, 
fresh assortments, and new odds and ends are put 
on display in this section at the stated intervals, so 
that it is practically a new arrangement. 

This San Francisco firm has used this hardware- 
teria for eleven years and has enjoyed consistent 
sales in this department of the store with little or 
no attention being given to it beyond seeing that the 
bins are kept filled and changed. 
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All Year Selling 
Season for Golf 


cused of being too conservative. As proof of 

this assertion it is pointed out that before golf 
became universally popular, few dealers, even though 
they had sporting goods departments, carried any golf 
supplies. 

It is a fact that in many towns and smaller cities, 
the establishment of a public course or private club 
found the drug store with a stock of golf goods and 
the hardware man sitting on the side lines. 

Naturally when the popularity of the game was 
established and the hardware dealer decided to cater 
to it, he had to overcome a considerable lead in order 
to build up a profitable volume of business. Some 
dealers, however, were far sighted enough to get 
in on the ground floor and grow with the pastime. 

The fact that E. E. Johnson is located in Peoria, 
Ill., a city of 80,000 population, may have given him 
an advantage over most dealers in that the city was 
large enough to support two private and two public 
courses. 

But this was not so when he started his golf de- 
partment twelve years ago and Mr. Johnson did some 
pioneering before the ever increasing number of 
devotees made it possible to consider the golf business 
permanent. 

However, golf supply sales now run to approximate- 

$4,500 annually, an amount which represents a 
little better than a three time stock turn. 

One fact that Mr. Johnson has observed through 
his experience is that, when he first started a dozen 


: | fcused of dealers as a class have been ac- 
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No Other Cleaner That 


Polishes, Removes 


Rust Like 








TRADE 


TOVOI] 








Genuine ““‘TOM-TAP”’ Product 


Old-fashioned stove 
polish, like old- 
fashioned automo- 
bile polish is out 
of date. STOVOIL 
does what the 
housewife wants 
done — cleans as it 
polishes yet re- 
moves rust perma- 
nently. Gas -stove 
burner holes’ are 
kept open -— sanita- 
tion increased. 





B14 Ounces US Liqu id Measure | 








STovoll, al 


oVo| 





STOVOIL 











STOVOIL comes in 
bottle form, and is 
a product of years 
of chemical re- 
search. All gas 
stores sell it——thou- 
sands of bottles go 
out with new 
stoves. It is na- 


tionally advertised, 
carries a generous 
35-40% retail 
profit and can be 


ordered in 3 dozen 
lots direct if your 
jobber doesn’t have 
it. Or—write for 
circular. 


EXCLUSIVE PACIFIC COAST DISTRIBUTORS 


GENERAL SALES CORPORATION 


718 Mission St., 
474 Everett St., 


San Francisco, Cal. 
Portland, Ore. 


350 E. First St., Los Angeles, Cal. 
710 Terminal Sales Bldg., Seattle, Wash. 


Superior Laboratories 


Grand Rapids 


Dept. 902 


Michigan 
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The Original Horseshoe 
Magnet Hammer 


ROBERTSON 


“HORSESHOE MAGNET” 


(Trade Mark) 


HAMMERS 


The original ‘‘Horseshoe Magnet’’ Hammers. Fine steel 

forgings and strong permanent magnets. Superior tack 

hammers because of utility and the strength and last- 

ing qualities of magnetism. Will hold a tack or small © 
nail for driving anywhere within reach. Special shapes 

and sizes for all trades. 


dccommeal | V1 TITIN)) 111101) 1.1) leemeenetieestissieneesiestesieassamensitnaihammens 





TRADE 


MAR KK 





BILL POSTERS’ OR ADVERTISERS’ 
HAMMER 


Nickel plated hammerheads and handle trimmings pre- 
vent rust. 


No. 502 5 oz. head 36 in. jointed handle (2-18 in. 
sections). 
No. 503 5 oz. head 45 in. jointed handle (3-15 in. 
sections). 
No. 802 8 oz. head 36 in. jointed handle (2-18 in. 
sections). 
No. 803 8 oz. head 45 in. jointed handle (3-15 in. 
sections). 
All equipped with springs on handle for holding card 


to set the first tack. 





“HORSESHOE MAGNET” 
TACK HAMMER 

No. 412 (4 oz. head). No. 512 (5 

oz. head). No. 812 (8 oz. head). 

No. 1012 (10 oz. head). No. 1212 (12 oz. head). 

12 inch handles. No. 412 bright finish. Other numbers 

nickel plated. 








UNDERTAKERS’ or CASKET- 
TRIMMERS’ “HORSESHOE 
MAGNET” HAMMER 


Magnet end shaped especially for usi small tacks. 
No. 612. Head 5 oz., nickel plated. “eaandle 12 in. 








UPHOLSTERERS’ “HORSESHOE 
MAGNET” HAMMER 
No. 712. Head 7 oz., nickel plated. Handle 12 in. 


The Hammer Holds the 


Vann Tack 


Send for Price List 


ARTHUR R. ROBERTSON 
SOLE MANUFACTURER 
Owner of “Horseshoe Magnet” Trade Marks 


94 Portland St. Boston, Mass. 


a 


C 


years ago, the selling season was limited to about 
three months, it has now become an almost: year 
around proposition. This is due to many causes— 
more players, greater enthusiasm, sustained interest 
out of season, more general winter vacations in the 
South and greater activity on the part of hardware 
stores in selling Christmas gifts. 

Mr. Johnson has also found it very profitable to 
handle strictly golf supplies, such as clubs, balls, bags 
and shoes. He does not carry sweaters, knickers and 
hose, as he contends that these articles are too for- 
eign to the general hardware line to turn with a 
sufficient rapidity. It is also his contention that in 
order to successfully sell golf goods, someone in the 
store must be a golfer, and in this particular both 
Mr. Johnson and some of his employees qualify. 


As a result he is able to advise and sell not only 
to many beginners, but also to the experienced play- 
ers who are continually looking for better equipment 
with which to improve their game. 





“Stick “Em Up!” 
HE “stick-’em-up” artists are 
in our midst again. The gen- 
tlemen (?) who carry the “firin’ 
irons” and nurse a long-suffering 
grudge against society as well as 
itching palms, are bobbing up here, 
there and everywhere. The smal! 
store is more particularly in dan- 
ger. But there are some well-defined precautions 
which may and should be wisely adopted without great 
difficulty. Some of the following may seem a bit ob- 
vious but they are none the less important: Make 
it an invariable practice to send to the bank, just 
before the latter closes each day, every available dol- 
lar. That will make the possible “pickings” of the 
night prowler at your place at least that scantier. 
Do not keep more money in the cash register or cash 
till than is actually needed to make change. Be even 
more particular about this toward the close of the 
day when the customers in the place are fewer and 
the percentage of strangers usually is higher. Take 
it away to a safe place quietly so that you will not 
be noticed in so doing. Have a switch behind the 
counter and under the cash drawer which can readily 
be touched with the foot (in case your hands are per- 
force held high above your head) which can bring 
help. The wire may run to the store next door and 
you may reciprocate for them. Never be in the store 
alone. Do not allow fine clothes to influence you 
to let expensive goods get out of your sight. Look 
out for the fake telephone call which may enable the 
other fellow to get the drop on you. Plan for the 
emergency and how to avoid it, never forgetting that 
the crook may be planning as hard against you. 
Don’t be unprepared for him. 
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Illustrations below show a few of 
the many beautiful designs sup- 





Kyanize Decal 
ime design. One of the many 
tive designs for decorating 

furniture. 


phed in Kyanize Decals. 














| As an ornament for bureau 

drawers which have first been 

finished with Kyanize Celoid 
*imish, 





For re-decorating 
cabinets, medicine 
( hest ca CoG 











Kyanze Decal on parchment 
lamp shade. First coated with 
Kyanize Celoid Finish, then dec- 
orated with Kyanize Decals. 








a 


—_ hehe eee oe 
Kyanize Celoid Finish and Decals for breakfast 


room furniture permit of a wide range of color 
combinations, 





Kyanize Decal 
Cameo desien. Another att 
“minute decoration — gives that 
finished touch to furmiture. 


Sell a Complete Decoration Service 


—with Ayanize Celoid and Decals 


TART your customers finishing and 
decorating furniture. Kyanize Decal 
Transfers appeal because they are in 
beautiful colors and easily applied (just 
dip in water and slide on). A wide 
variety of designs appeal to every taste. 


One user tells another and this fascinat- 
ing work spreads rapidly. Demonstrate 
Kyanize Decals and watch the results. 


This new idea to increase your sales with 
Kyanize Celoid Finish and Decals re- 
quires only a small investment and yields 
a big profit. As a progressive merchant, 
don't put off this profit-making oppor- 
tunity another day. Write us on your 
letterhead for our attractive proposi- 
tion. There may be no Kyanize dealer in 
your territory today, yet tomorrow may 
be too late. Write at once. 


BOSTON VARNISH COMPANY 


Everett Station, Boston, Mass. 


Boston VARNISH COMPANY 


Everett Station, Boston, Mass. 


| | 
i ! 
| If there is no Kyanize dealer in my locality send me_ | 
| your book “How to Profit with Kyanize.”’ My letter- | 
| | 
' 


head is attached. 





VARNISHES & ENAMELS (or Floors-Furniture-Woodwork 
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Real Helps to Sell Xyanize Celoid Finish 


YANIZE Celoid Finish, the medium gloss enamel, is satisfying 

thousands of people who are refinishing new and old things in 
the new tints of grays, ivories, delicate blues, etc. There is a strong 
demand for tinting enamels—and Kyanize dealers everywhere are 
making big profits with Kyanize Celoid Finish. The line includes 
beautiful tints and pure white. It is easily applied, dries overnight 
and comes in just the shades your customers want. 


How we stick with our dealers and 
help them sell 


When a dealer stocks a small 
assortment of Kyanize Celoid 
Finish then our cooperation be- 
gins. He is supplied free of 
charge (see illustrations) with the 
beautiful gold cabinet, the hand- 
some show cards, new color 
cards, new booklets ““The Charm 
of Painted Things,” strikingly- 
lithographed letters sent direct 


Free Booklets °. | ‘ Y . ; 
“The Charm of \°\ \ to his trade and coupon circulars 
Pamted Things.” 2 “a ‘ . ; 
Twenty-four pages. \\N _ for package and mail distribu- 
ulustyvated in cow ‘ — : = ; 

Supplied to dealers \ Ma tion. All furnished free. 


in iheral quantitie 
with Celoid assort- 
ment. 


DEALERS 


A smallinvestment starts you 
as a Kyanize agent. Write 
today for our proposition. 
Kyanize agents who have not 
stocked Celoid should write 
at once. Other dealers in 
territories not covered by a 
Kyanize agent should put in 
the small Celoid assortment 


* 
Aya TUZG immediately. Use the coupon. 


Tint furniture - 


cream~-qgray bul? etc, with ag BOSTON VARNISH CO. 


KYANIZE CELOID FINISH yes P 
The medium éloss. waterproof enamel =O" 
aE 


Easy to use, dnes over-night 


Then decorate wth > - Boston o o Mass. 
KYANIZE DECAL TRANSFERS 














Everett Station 


, Kyanize Gold Signs 
er Show werd 7 Free : Supplied FREE to dealers who stock Kvanize 
Beautifully lithographed—size 15 2 Celoid Finish. A beautiful frame dise 
a striking display for window yr counter, playing all colors of Celoid Finish, 


— 
we La en 


es 


Ayaniz¢ 


Kyanize  ULEEAS Kyonize 


ee * = ae = omen 
sab Nyanize Nvansze 
cae VTOLITTA 


Floor Display Stand 

Kyanize Celoid Finish Floor Display, 
finished in bright 
gold, 44” high. 
Handso me 
framed cobor 
panels at top. 
Free with spec ial 
small Celoid Fin- 
ish assortment. 


Cards de 
Luxe 
Striking in design, 
elaborately printed 
im colors and gold, 

furnished f 
generous quan’ ities 


Free Can and 
Brush Sales 


lan 
M1 To induce t 


Swho have 


ry (, ~ ;, . : 
Xi! } ; \ rr . ’ 
SS it ai tried Kyanize Ce! 
' la oid Finish fo art , 
ee, -/ it and learn why 

— ? J ‘ 
1S the 1dedt ea? 
0 tum Gloss Enamel. 
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Training for World Commerce 
(Continued from page 192) 


srecceeige 





oncoming generations of Americans, whether they de- 
sire to do so or not, will be compelled to act their part 
in world affairs. The younger generation cannot un- 
derstand the foreign nations of today unless they 
know the history of these nations. They must know 
their writers. They must read the translations of 
their greatest books. There is no better preparation 
for world-wide buying or world-wide selling than to 
study the literature of the countries with whom you 
expect to deal. 
* ¥* * 

Suppose, for instance, the young salesman happens 
to meet an intelligent Italian merchant. What could 
make a better impression upon the mind of this mer- 
chant than for this young American to indicate, by his 
conversation, that he was conversant in a general way 
with the history and literature of Italy? How could 
he make a poorer impression than to show that he 
was utterly ignorant of the events that led up, for in- 
stance, to the formation of the present Italian Gov- 
ernment? Who was Garibaldi? Why have the Ital- 
ians built that magnificent monument to his memory 
in Rome? Suppose our Italian customer should make 
some reference to Garibaldi and our young hardware 
salesman would be compelled to ask who Garibaldi 
was, when he lived and just what he did. The Italian 
would not be any more surprised than an American 
would if an Italian visiting America should casually 
ask who George Washington was, when he lived and 


what he did. 
* % * 

When one visits Paris and knows it is such an old 
city, he is naturally surprised at the broad boulevards 
and how they radiate like the spokes of a wheel from 
the Opera House. Possibly you have heard how the 
new Paris was planned and then the new boulevards 
cut through the old buildings. When was this done? 
What ruler in France was the patron of the idea of 
this newer and greater Paris? What did the work 
cost? Could our new world-wide salesman or world- 
wide buyer give the answer? 

* * * 

One of an inquiring mind might even wonder how 
Paris itself got its name. Did you ever hear of the 
ancient tribe of the Parisii who built their first city 
on an island in the Seine? Of course you know that 
Julius Caesar conquered Gaul. You know that Gaul 
became a province of Rome, but how long did Rome 
dominate Gaul? From what beginnings was the evo- 
lution of the present French nation? What happened 
at Tours and who was Charles Martel? Every hard- 
ware man should know this because I believe ‘““Martel”’ 
is the French word for hammer—Charles the 


Hammer! 
& ¥ *& 


Did Henry VIII of England repudiate the Catholic 
faith or did he simply repudiate the Pope? Does it 
surprise you to know that Henry VIII died a good 
Catholic? Are you aware that in England today a 
very large percentage of the Protestant Episcopal 
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‘TRADE MARK 
& CANADA 


NEWEST 
GLASS DRAWER 


PATENT APPLIED FOR 


KNOBS 





HESE knobs have a threaded 
brass tube cast in the glass to re- 
ceive a washerhead screw adjustable 
to any size wood, eliminating the bolt 
going through the glass also the nut 


inside the drawer. 


The knobs are guaranteed against 
the tube coming out or getting loose, 
the faces are cut and polished, the 
bottoms are studded, absolutely pre- 
venting knobs from turning, or be- 


coming loose. 


Made in four popular sizes in crystal 
and Opal glass, also drawer pulls. 


Order by number 


CRYSTAL GLASS Vv 
No. 49 size..... he” No. 
No. 50 size..... 1%” No. 
No. 51 size..... 1%” ai 
No. 52 size..... 1%” No. 
No. 56H Drawer Pull A 


OPAL GLASS 


149 size.... %” 
150 size....1%’” 
151 size....1%” 
152 size....1%” 
156H Drawer 
Pall 


Packed one dozen in a box. 


For sale by all leading Wholesale Hard- 
ware Firms in U. 8S. A. and Canada. 


Write for the name of our nearest dis- 
tributor in your territory 


Manufactured exclusively by 


TECHNICAL GLASS CO. 


Incorporated. 
LOS ANGELES, CALIF., U. S. A. 





























244 HARDWARE AGE 


Church are Catholics in everything except that they 
will not subscribe to the idea of the infallibility of 
the Pope? Did you know that Westminster Abbey 
was once a Catholic cathedral and that the Catholics 
had built in London another Westminster which they 
called the Westminster Cathedral, just as the present 
Abbey was once called the cathedral when it belonged 
to the Catholics? 
¥* * %* 

I am afraid the classics printed in Girard, Kan., 
at 5c per copy must be printed in very fine type and 
probably on poor paper, but nevertheless, the young 
have good eyes and I do not know how I can be of 
better service to the younger generation of great 
Americans who are going to buy and sell goods in all 
parts of the world than to recommend their sending 
an order to Girard for a set of these 950 books. It 
will give them enough to read and study before they 
set sail on their voyages of commercial world conquest. 
Now, don’t forget, a knowledge of what is between the 
covers of these books will be just as valuable in your 
contact with your foreign customers as a knowledge 
of the goods between the covers of the catalog of 
your own line of goods. “Thus spake Zarathustra.” 
(Who was he?) 

* a * 

What has all this got to do with the buying and 
selling of hardware? Nothing, except that our 
younger generation of American merchants who are 
going out into the world to represent America must 
know the history of the countries they will visit. 
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Don’t Sell a Sample! 


NE of the big New York de- 

partment stores ran a most 

interesting advertisement the other 

morning, at the beginning of the 

great Winter exodus to Florida. It 

SS: read: “Stocking Wardrobe for 

A AAR Southern Wear. $45.60. Sixteen 

pairs of stockings. These stockings 

are selected to complement smart frocks where every 
day is a holiday.” 

If more stores and more sales-people would acquire 
this same idea and objective of selling not a sample 
but a supply, merchandise would be a far easier mat- 
ter, saving the time of both the buyer and the seller, 
and profits would be not nearly so difficult to find. 
The difficulties involved in selling sixteen pairs of 
stockings or sixteen or a dozen or a hundred of any 
kind of merchandise are by no means sixteen, twelve 
or hundred times as great. Indeed there are experi- 
enced merchandisers and salesmen who tell us that 
they are not greater at all. The average woman who 
has the money to go to Florida and loll around the 
beaches there easily requires sixteen pairs of stock- 
ings. Furthermore, she has the money to buy them. 
And it is easier, by far, for her to buy them all at 
one time and in one store than as the result of six- 
teen expeditions into sixteen different establishments. 
Don’t sell samples. Make it your purpose and prac- 


tice to sell a supply. 














CORBIN 


Wood Screws 
Drive Screws 
Coach Screws 
Machine Screws 
Set Screws 

Cap Screws 

Saw Screws 
Thumb Screws 
Hand Rail Screws 


Special Automatic Screw 
Machine Products 


Stove Bolts 

Tire Bolts 
Agricultural Bolt« 
Sink Bolts 

Hanger Bolts 
Machine Screw Nuts 
Stove and Tire Bolt Nuts 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nuts 

Jack Chain 
Plumber's Chain 
Register Chain 
Safety Chain 
Furnace Chain 
Ladder Chain 

Sash Chain 
Escutcheon Pins 
Speedometers 


CORBIN 








UNIFORM QUALITY and ADEQUATE STOCK 


The CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warechouses——New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 
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to install, simply 
bore two ~ 
holes 
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for FRENCH Doors and SCREEN Doors 
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A Simple Comparison 
Invariably Wins a 


New and Steady Customer— 


For every progressive builder who examines them recognizes at 


once that they possess many superiorities. They require no 


tising or gouging—they consist of only three substantial working 
parts, are positive in action, exceptionally good looking and trouble 


proof. 


Devter tubular cupboard turns possess these same admirable features. 


Vlade 


in several sizes, all finishes, with glass and opal knob models 


Investigate this fast moving merchandise at once. 
Descriptive literature on request. 


NATIONAL BRASS CO. 


1609 Madison Ave. 
Grand Rapids, Michigan 
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Shows far and near 
where you are 
who you are 


To get purchasers into your store, you must first 
get them to it. | 
A sign—the projecting and electrical Flexlume 
—attracts attention to your store from” far and 
near. 
And at an investment and operating charge lower 
than 9 out of 10 business men imagine. 
You seek means for increasing sales and profits. 
We offer to present proof of Flexlume’s low-cost 
advertising effectiveness for stores in your line. 
Write for photoprints and literature. 

We also build exposed lamp and othe 


tupes of electric signs for those who 
prefer or require them 


FLEXLUME CORPORATION 
1230 Military Road Buffalo, N. Y. 


Phone “Flexlume’—aAll Principal Cities 


Factories also at Detroit, Los Angeles, 


Oakland, Calif. and Toronto, Canada. 
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A Blue Ribbon Year 














Original for 
Brak . 
mes Blue Ribbon 


A strong - selling 
Blue Ribbon lead- 
er. All steel con- 
struction, swift and 
easy running. Ball 
or roller bearing 
wheels, big rubber 
tires. Our Original 
Brake Assembly 
(patented) is a big 
feature. In two sizes 
and two modeis. 


Dealers! 


A sales volume in 1925 
that proved positively 
the demand for juvenile 
vehicles of real quality 
and that proved with- 
out a doubt the ability 
of the Blue Ribbon Line 
to “‘fill the bill’’ is over- 
shadowed entirely by 
the prospects that loom 
for this great line 
during the year that’s 
just starting. 

Indeed, it will be a 
Blue Ribbon year! 
Carefully laid plans 
have been put in 
motion for a mer- 
chandising cam- 
paign bigger than 
ever before. The 
demand is’ there 
and the quality is 
in the Blue Ribbon 
Line. Join us for 
this big year. 


Dapple Gray 


A tremendous favorite with smaller 
children. Hand-painted aluminum 
horse’s head, big rubber tires, 
strong construction. All metal parts 
baked enamel. Made in three sizes. 





Pedal Gray 


Identical to largest size Dapple 
Gray, with ball bearing pedal ac- 
tion added for youngsters who 
want something to ‘‘make go.”’ In 
one size only. 





Pitty-Pat 

Patented swivel joint (Pitty-Pat 
and Dapple Gray models) will not 
wobble, bind or loosen. Handle 
bar and post nickel plated. Other 
parts baked enamel. Three sizes. 
Also made with ball bearing pedal 
action (Pedal Pat). 





Pedal Brake 


Patented Brake Assembly, used on 
our Brake Scooter, is a feature of 
Pedal Brake. Sturdily made, with 
all metal parts baked enamel. Ball 
bearing pedal action. Made in one 
size only. 





Snuggle-Buggy 


A motoring necessity when there 
is a baby in the family. Folds into 
compact space when not in use. 
Weighs only 12 pounds. Makes a 
comfortable bed for Baby in the 
car. Can be taken anywhere— 
upstairs or down, on the street ‘ 
cars, etc. Distinctly not a toy, 
but a practical ‘‘Blue Ribbon of a 

Thousand Uses.”’ 


More detailed information on this money-making 
line and concerning our merchandising plans for. 
1926 will be furnished promptly on request. Write 





today! 
Junior Wheel Goods Corporation 
Kokomo Indiana 


Manufacturers of 


The Blue Ribbon Line 
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High Trade Levels in 1925 


HE evidence which has become available during 
the month bears witness to the genuinely pros- 
perous condition of domestic business in the 
year just closed. Most impressive perhaps is the testi- 
mony of the Federal Reserve Board, which reports 
that all records for the volume of manufacturing, con- 
struction activity, output of steel ingots and the pro- 
duction of automobiles and petroleum were broken. 
Manufacturing production was nearly 30 per cent 
larger than in 1919, a year of great prosperity, and 
was about 5 per cent above the previous record of 
1923. 

Building activity was probably from 25 to 30 per 
cent greater than a year earlier. Automobile produc- 
tion, according to the preliminary estimates, was 20 
per cent larger than in 1924 and 5 per cent larger 
than in 1923. Pig iron output exceeded by 17 per cent, 
and steel ingot production by 20 per cent, the corre- 
sponding totals for the preceding year. Unfilled orders 
of the United States Steel Corporation’s subsidiaries 
were 414 per cent larger at the end of the year than 
at the beginning. 

Both exports and imports of merchandise, measured 
in terms of values, were the largest since the inflated 
totals of 1920. Exports were 7 per cent larger, and 
imports nearly 17 per cent larger, than in 1924. The 
export balance of $685,000,000 compares with $981,- 
000,000 in the preceding year and $375,000,000 in 
1923, and is smaller than any other annual balance 
since 1914. There was a net loss of gold during the 
year amounting to $134,000,000, the first since 1918, 
and with the exception of that year the first since 
1914. 





_ Production of Autos in 1925 


UTOMOBILE output in 1925 reached the new 
A record of 3,833,000 passenger cars and 492,000 
trucks, with an approximate wholesale value of 
$3,000,000,000. A compilation by a leading tire com- 
pany indicates a registration of 20,229,025 motor cars 
and trucks on January 1, 1926, an increase of 13 per 
cent within twelve months. Last year was particularly 
favorable to the motor truck industry, the output ex- 
ceeding that of 1924 by more than-25 per cent, due 
in part to a large export demand. The growing use 
by railroads of trucks for short hauls is an important 
development. Bus manufacture is growing by leaps 
and bounds. The price of the average bus is six or 
seven times that of the average truck, which in 1924 
approximated $1,126. Automobile manufacturers are 
displaying an augmented interest in the expansion of 
exports. A saving of $100 per car was made possible 
recently by the shipment of uncrated automobiles to 
Europe. Price cuts resulting from such a reduction 
of costs can hardly fail to widen the foreign market.— 
Mid-Month Review of Business. 
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72> Year Business Romance in 
Michigan Store 
(Continued from page 162) 


in wall cases or on glazed sample doors. In front 


of the tool department stands a long table, equipped 
with wooden rollers at one end, for measuring and 
cutting wire cloth, the stock being kept in compart- 
ments under the table. 

The double-faced section across from the tools is 
given over to builders hardware, bathroom fixtures 
and kindred items. Across the next aisle is the fancy- 
ware department, oven glassware, table silver, clocks 
and the like. The floor case across the front is the 
cutlery department, and down the other side of the 
section is the kitchenware and more common items 
of household goods. 

The next aisle, which is the center of the store, 
is exceptionally wide and in it are samples of electric 
washers, electric stoves and vacuum sweepers. In 
the cases on the farther side of this aisle is one of 
the most profitable departments in the store—the 
electrical goods. Here is displayed not only the usual 
line of electrical appliances, such as irons, curlers, 
heaters, toasters and the like, but a large assortment 
of wire, switches, plugs, plates and other installation 
material. 

On the other side of this double section, the paint 
department starts with a display case of brushes, 
supplies and sundries. On the other side of the aisle 
an oblong pyramid arrangement holds the stock of 
mixed paints and varnishes and at the rear an in- 
genious rack, occupying a minimum of space, contains 
a large assortment of glass. 


The mill, plumbing and heating supplies depart- 
ment along the farther wall has already been 
mentioned. 


At the rear of the main floor are the offices, while 
the four upper floors and the basement are given over 
to warehouse space for the wholesale department. 
Three or four blocks away, on the same street, is a 
large modern warehouse, with inside trackage and 
a mammoth electric traveling crane, used exclusively 
for structural steel, bars, sheets, rods and plates in 
which the firm does a large retail business to 
contractors. 

It is interesting to learn of the place and connec- 
tions that the Jennison Hardware Co. has made in 
the hardware world. It has been the local agent and 
distributor for one well known saw manufacturer for 
45 years, handled one line of paint for 36 years, one 
line of tools for 26 years and so on throughout most 
of the stock. When one considers that this entire 
business, with total sales of approximately $2,000,000 
annually, is the outgrowth of a small general mer- 
chandise store started only 75 years ago, one is sure 
that the romance in business is not all dead. 
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winike: 


Ut BRIDGING 


eres a 


Real Seller 


with a 
tremendous demand 



















There’s Big 
Profit In It 





You can build up a mighty profitable busi- 
ness on GF Duplex Steel Bridging. It sells 
on sight to contractors becaise it cuts time 
costs way down. And it sells on sight to 
carpenters and builders because it’s easier 
to work with, won’t crack, split, warp or 
burn and takes only‘half the nailing. Cash 
in on this profit builder. A sample will be 
gladly sent free to you. Fill out the coupon, 


THE GENERAL FIREPROOFING BUILDING PRODUCTS 
Youngstown, Ohio 


Branches in all Principal Cities 
Dealers Everywhere 


Other GF Building Products 


GF Herringbone 
GF Diamond Rib Lath 
GF Steel Sash, Basement 
and Casement Windows 
GF Lintels 
GF Industrial Steel Doors 
GF Wire Mesh 
GF Concrete Reinforcement 
GF WaterproofingCompounds 


GF Steel Tile 

GF Steel Joists 

GF Steel Channels 
GF Peds 

GF Key Lath 

GF Self-Sentering 
GF Corner Beads 
GF Trussit 

GF Expanded Metal 








THE GENERAL FIREPROOFING BUILDING PRODUCTS | 
Youngstown, Ohio 


Please send me free sample and full information 
on GF Duplex Steel Bridging. 
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Notable Improvements to 
Bob-A-Lawn Mower 


The Cushman Motor Works, Lincoln, 
Neb., has announced some vital im- 
provements to its Bob-A-Lawn grass 
cutting machine. ° 

Light in weight, small in size and 
simple in construction, it is suitable 
for operation in all kinds of lawn 
mower work, whether for the hand 
mower or the larger power mower. It 
is particularly adaptable to cemeteries, 
as it has been designed to work effi- 
ciently in small patches, on terraces 
and among many obstructions. An au- 
tomatic unloader, which unloads the 





engine should the mower strike a stick 
or stone and stop the reel, has been 
perfected and patented. An entirely 
new and novel type of flywheel gov- 
erned breaker for the ignition system 
enables the operator to adjust the 
breaker points without removing any 
parts from the motor. It was previous- 
ly necessary to remove the flywheel to 
adjust the breaker, but this has now 
been completely eliminated. 

The engine develops 1 hp. and 
weighs 25 lb. The design, materials 
and construction are of the highest 
grade. The bearings are of hard phos- 
phor bronze and shafts are case-hard- 
ened and ground. 

The cutting unit is the Crestlawn, 
manufactured by the F. & N. Lawn 
Mower Co., Richmond, Ind. Every bear- 
ing is a ball bearing. The company 
has developed a new link belt that is 
stretch-proof and water-proof, for 
guiding the cutting unit. 

The Bob-A-Lawn is sold exclusively 
by the Cushman Motor Works, Lincoln, 
Neb., west of the Mississippi River, and 
is sold exclusively by Power Units, 
Inc., Jackson, Mich., east of the Missis- 
sippi River. 





Double Rear View Mirror 
for Automobiles 


A new rear view mirror, of the double 
type, one for the driver and one for 
the front seat passenger, has recently 
been placed on the market by the 
Kales Metal Stamping Co., manufac- 
turer of sheet metal stampings and au- 
tomotive specialties, 1661 West Lafay- 
ette Boulevard, Detroit. 

It is known to the trade as the Com- 
pany’s Style 25QUU. A removable at- 
tachment permits clamping to the wind- 
shield frame of open cars without 
drilling; or it may be permanently 
bolted to the frame of either open or 
closed cars, or screwed to the header 
above the windshield of closed cars. 


HARDWARE AGE 


An adjustable ball slides from the cen- 
ter to the edge of the mirror back, 
allowing any intermediate position, per- 





mitting 4-in. up and down adjustment 
of the mirror and giving full rear 
vision on any car, open or closed. 





New Tot-Walker for Babies 
Will Not Tip 


The new Tot-Walker recently placed 
on the market by the Gendron Wheel 
Co., Toledo, Ohio, embodies a number 
of salient features. 

The design is practical and insures 
comfort and security for the baby. 
Frame is of steel, sturdily constructed 
and wide enough to prevent tipping. A 
heavy rubber bumper is securely riv- 
eted to the front of the frame and this, 
with the heavy rubber tires on the 
wheels, prevents marring or scratching 
of highly finished floors and furniture. 
Both front and rear wheels are of the 
easy-running disc type. Front wheels 
are attached to heavy steel legs, swivel 
casters allow easy turning in any di- 
rection. 








The large wooden tray is firmly at- 
tached and is a convenient, practical 
feature. 

A heavy leather strap securely closes 
front of the walker; the back is of 
sheet steel, edge rolled around heavy 
wire frame, roomy and high enough 
to give complete support. The seat- 
board is shaped to give complete sup- 
port and comfort without interfering 
with the baby’s efforts to walk. 

It is attractively finished in sanitary 
enamel, rear wheels and tray light 
blue, body and gear cream. 

A handle and footrest complete the 
equipment, enabling the walker to be 
used as an outdoor vehicle for the short 
neighborhood trips. 





Adjustable Milk Fountain 
for Poultrymen 


Hoeft & Co., Inc., manufacturer of 
poultry supplies and equipment, North 
Chicago, Ill., announces an adjustable 
milk fountain, with magazine feeder in 
tin plate. It is adjustable up and down 
to feed slowly or rapidly, for any kind 
of milk or feed and has a capacity of 
two quarts. 
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New Drip-Less Broiler 
Has Cold Metal Handle 


Made of Leo-Nite steel, with a silver 
gray finish and designed for use on a 
gas, oil or electric stove, The Dundee 
Mfg. Co., 157 Summer St., Boston, 
Mass., has recently placed on the mar- 
ket a dripless broiler, known as the 
“Dundee Dripless-Smokeless Broiler.” 


DRIPLESS 
SMOKELESS 


Broiler 





A special feature of this new prod- 
uct is the cold metal handle, which will 
not heat and burn the user’s hands. 
Another feature is that it is designed 
and constructed in such a way that it 
will not smoke or spatter grease. 





Auto Gasket Features 
Bound Edges 


The Fitzgerald Mfg. Co., Torrington, 
Conn., has recently placed on the mar- 
ket a new type of gasket for automo- 
bile engines, designated to the trade 
as “Never-Leak.” 


A special feature of this new gasket 
is its patented bound edge construction, 
which prevents the asbestos from work- 
ing loose and out of the walls. It is 
also designed to strengthen the gasket 
to such an extent that it can be used 
over and over again year after year. 





Automatic Blow Torch with 
Detachable Shield 


The Lenk Mfg. Co., 38 Merrimac 
Street, Boston, Mass., has announced 
its Champion No. 30 Automatic Blow 
Torch. It is made of brass, nickel plated 
and polished and of sturdy construc- 
tion. It will operate three hours on 
one filling. 





A special feature of this new torch 
is a detachable shield, which protects 
the blast from drafts on outdoor work. 
All parts are interchangeable. It is 
7 in. by 3% in. in size and mechanically 
fool-proof. 


Reading matter continued on page 250 
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Bissell Carpet Sweepers 


also New Toy Sweeper Line 


Although commodities 
used in the making of 
Bissell Carpet Sweepers 
have lately shown a further 
advance in price, especially 
rubber, bristles and lumber, 
we are going to try to con- 
tinue our present schedule 
of prices throughout at least 
the first half of this year, and 
trust in those efforts we — 
may have your cooperation 
through an early provision 
for your needs. 


In the whole field of labor- 
saving devices for women, 
there are few things that 
offer more real comfort and 
convenience through the 
years than a Bissell Carpet 
Sweeper. 


It picks up dust, dirt, lint, 
litter quickly and handily; is 
quiet and thorough, saves 
hands, carpets, rugs, outlasts 
fifty brooms and eliminates 
forever the dust clouds and 
drudgery, the tired back and 
aching arms of old-fashioned 
broom sweeping. It is easy 
to empty, too. 


Certainly nothing can take 
its place for the daily or 





ing bristle brush. 


BISSELL’S 
“LITTLE HELPER” 


a carton- 


Colorful, alluring, finely 
made, big value. Bright 
red case of lacquered fibre- 
board top and wood ends, 
natural wood wheels and 
coppered fittings. 7 in. long 
with 24 in. handle. Real 
bristle brush that sweeps. 





New York Office and Export Dept. 
46 West Broadway 


BISSELL’S “LITTLE JEWEL” 


A very fine and sturdy 9-inch play- 
size sweeper with 27 inch handle. 
Curved fibreboard top, glossy lac- 
quer finished in a 
mahogany grain with gilt-lettering and 
border. Nickeled fittings. Self-adjust- 
I dump levers, rubber- 
tired steel wheels, etc. Each one in 





several times a day sweep- 
ing which fact is perhaps 

best evidenced by the con- 
stantly increasing demand. 


Nationally advertised, sal- 
able all year round, Bissell 
Carpet Sweepers offer you 
a real opportunity for year 
round profit without loss 
for mark-down or depre- 
ciation. Write for catalog. 


We have further developed 
our line of toy or miniature 


‘sweepers by enlarging and 


otherwise improving the 
‘*Littke Gem” without any 
change in price and by add- 
ing to the line another at- 
tractive model called ‘“‘Little 
Helper’’ which can be 

sold at a still lower price. 


So that you may verify for 
yourselves the tremendous 
values offered in the min- 
iature line, we ask that you 
refrain from arranging for 
this year’s supply of toy 
sweepers until you can 
have realistic colored illus- 
trations and prices presented, 
and which we will be glad 
to do promptly upon re- 
quest. 


realistic crotch 





BISSELL’S 
“LITTLE GEM” 


Richly attractive, now 
7% in. long all blue case, 
nickeled fittings and fancy 
bail. Lacquered fibreboard 
top with wood ends, black 
wheels and 24 in. blue 
waxed handle. “Broom. 
action’’ mechanism and 
real bristle brush that 
sweeps. 





BISSELL 


CARPET SWEEPER CO., GRAND RAPIDS, MICH. 


Carpet Sweeper 









BISSELL’S “PRINCESS” 
““Cyco” Ball Bearing; quartered Golden Oak Ve- 
neer, oil rubbed; Nickeled Fittings: Rubber Corners 


‘2 ~ 
GRAY) 7> « 
4\UtP// 





BISSELL’S “GRAND RAPIDS” 
“Cyco’’ Ball Bearing; assorted Seal Brown and 
Mahoganized Gumwood Finishes, Rubber Corners 
Nickeled or Japanned Fittings. 





BISSELL’S “UNIVERSAL” 
“Cyco” Bearing; Mahoganized Gumwood Finish 
Nickeled Fittings 





BISSELL’S “STANDARD” 
A good low priced sweeper. Mahoganized (ium. 
wood Case: Japanned Fittings. 


Made in Canada, too 
Niagara Falls, Ont.. Factory 
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Fifty Years of Cutlery 


The firm of Adolph Kastor & Bros., New York, is preparing to 
celebrate its fiftieth anniversary. The fifty years in which this 
firm has functioned is replete with the romance of business 


man boy, who had barely passed 

his fourteenth birthday, boarded a 
train for Havre at Paris, after a 
few pleasant days in that capital of the 
world. All about him were the red- 
coated figures of the French Zouaves 
shouting “Vive la France,” for it was 
the day before the outbreak of the 
Franco-Prussian War. 

With what mixed feelings must this 
boy have left for a new land where op- 
portunity beckoned and where once and 
for all it had just been decided that a 
whole continent must live in peace and 
union. 

On his arrival in New York this boy 
went to work for the firm of Bodenheim 
Meyer & Co., with whom his uncle was 
associated in the general hardware 
business. He finally was promoted to 
the cutlery department, where he got a 
thorough educational foundation of the 
cutlery business, and which he finally 
was put in charge of. 

In 1876, after the firm of Bodenheim 
Meyer & Co. had been compelled to 
liquidate, due to the disastrous effects 
of the panic of 1873, he started out on 
his own, and opened up in a small way 
a cutlery and hardware business. 


1° the summer of 1870 a lonely Ger- 


Gets Start in Cutlery 


It is interesting to note that this 
same boy, Adolph Kastor, of the firm 
of Adolph Kastor & Bros., got his real 
start in the cutlery business through 
an accident. A German salesman who 
had just come up from a selling trip 
in Cuba was showing him a line of 
pocket knives. carvers, etc. He said he 
was through with his trip in Cuba and 
the United States and had no further 
use for these samples. Adolph Kastor, 
barely twenty, and just starting in the 
business, offered the salesman double 
his asking price for the samples, if he 
would agree to give him the costs of 
each number and the name of the fac- 
tory from which they were purchased. 
The salesman said: “It’s a bargain.” 
The next day Adolph Kastor left for 
the West. With the solid foundation 
that he acquired in the cutlery busi- 
ness in his few years with Bodenheim- 
Meyer & Co., he felt sure that he could 
do some business. He was taking a 
chance on the information given him by 
the foreign salesman, but subsequently 
took import orders from the largest 
hardware jobbers in the _ country, 
among which were Shapleigh Cantrell 
Hardware Co., St. Louis, Mo.; Simmons 
Hardware Co., St. Louis, Mo.; Randall 
Hall & Co., Chicago, Ill., and Robinson 
sros. & Co., Louisville, Ky., and others, 
and then when he had taken these or- 
ders it was up to him to secure the 
goods. He went to Sheffield and Solin- 
gen and because he had worked hard 
his credit was fair and he was pro- 
vided with a substantial letter of credit. 
He bought the goods that he had sold 
to the large and experienced hardware 
jobbing accounts throughout the West. 
The goods were delivered up to sample. 


In short, of his first big business trans- 
action, Adolph Kastor made good to 
the letter. 

In the meantime his older brother, 
Nathan, who had come over in 1873, 
joined him, and for many years he trav- 
eled in Texas and the Southwest, where 
his name is still well known to the old 
timers in the cutlery business. A little 
later in the eighties, Adolph Kastor’s 
two younger brothers, Sigmond and 
August, joined him. In those days the 
four brothers did all the work them- 
selves, They were salesmen, packers, 
bookkeepers,  stenographers, billing 
clerks all rolled into one. 


Business Expands 


As the business gradually developed, 
they saw that they could not do all the 
work themselves, and in 1885 Adolph 
Kastor engaged a bright looking young 
office boy, none other than the famous 
H. K. Zust, now known from Coast to 
Coast, and from Hudson Bay to the 
Gulf of Mexico, as one of the most ex- 
perienced cutlery salesmen in the game. 

In the early eighties, Adolph Kastor 
already sensed that Sheffield was weak- 
ening and that Solingen would be the 
great cutlery center for the next quar- 
ter century. Nathan Kastor returned 
shortly thereafter to Germany to es- 
tablish a buying office there, and this 
little office grew in later vears into the 
manufacturing establishment now 
known as Kastor & Co., A. G., which 
is an entity of its own and which sells 
its own cutlery today to every country 
in the world. 

Through panics and depreciations the 
business gradually grew by the concen- 
trated attention on small things and 
big, on the part of the four brothers. 
With the opening of the twentieth cen- 
tury it became apparent that it would 
by the American tariff policy over a 
period of years to protect the home in- 
dustry, so in 1902 a small factory, lo- 
cated at Camillus, N. Y., near Syracuse, 
was purchased. Out of the little one- 
story shack has grown the tremendous 
plant devoted exclusively to the manu- 
facture of pocket cutlerv, which em- 
plovs over 325 men, and which leads the 
field in the production of carbon and 
stainless steel pocket knives. 

By 1906 the second generation had al- 
ready arrived in the person of Alfred 
B. Kastor, the son of Adolph Kastor, 
who thus celebrates his twentieth year 
in the business at the same time as the 
firm celebrates its fiftieth year, and in 
1913 his younger brother, Robert N. 
Kastor, joined the business. 

In the intervening years, at various 
stages during the history of the busi- 
ness, it was joined by such old timers as 
Dan Manning, head of the shipping de- 
partment, who is still with the firm at 
the end of forty years; E. M. Netter, 
head of the accounting department: T. 
P. Thompson, his able assistant; Max 
Landis. head of the purchasing depart- 
ment; Rudolph Heinze, in charge of the 
stock department; Fred Kappler, in 
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Adolph Kastor 
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charge of the catalog and electrotype 
department; Zacharias Wennerstrom, 
who has charge of all import ship- 
ments; Joseph P. Lowenthal, head of 
the export department. 

One of the foundation stones of 
Adolph Kastor’s business creed is “that 
your source of supply is as important 
as your channels of distribution,” and 
sometimes he has had to remind his 
many good friends and customers of 
that fundamental axiom. This some- 
what reverses the usual business prin- 
ciple, but Mr. Kastor from long expe- 
rience with dealings in foreign sources 
of supply realized that unless he treated 
them with the care and consideration as 
he did his customers, that in times of 
crisis he would be left in the lurch. 
He therefore often pointed this out to 
his many friends and customers in con- 
nection with his relations with them. 
The late war demonstrated in a most 
startling manner the correctness of this 
foundation stone of Adolph Kastor’s 
business philosophy. Then throughout 
the United States it was clearly shown 
that those houses who had dealt fairly 
with their sources of supply in good 
times and had received, of course, 
preferential service from these same 
sources of supply when service meant 
life and death and dollars and cents. 


Distribution Policy 


Another fundamental principle on 
which Mr. Kastor founded his business 
is based on his discovery early in his 
business experience as to just where 
his interest lay. He started out selling 
the hardware and cutlery jobbing trade 
and today, at the end of fifty years, 
the policy of the house is to distribute 
through the jobbing trade and through 
the jobbing trade only. 

Another motto was “You cannot 
make a profit on goods you haven’t 
got,” and to that end the house of Kas- 
tor has always carried ample stocks of 
all merchandise that they have sold, 
enabling them to give the promptest 
kind of service in good times and in 
bad. He has seen the cutlery business in 
America change from the domination of 
Sheffield and Solinger to the suprem- 
acy of the American industry. He sees 
the door open and golden opportunities 
for the American industry if it will 
pay more attention to methods of pro- 
duction and distribution. 


Reading matter continued on page 252 
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Said the Man 
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The dealer did—he asked him to grasp one end of an 


¢\MERICAN rule while he held the other end. 


Now give two complete turns, he told him—he did, expecting 
the rule to break, but it wasn’t that kind of rule. It was every 
inch an #\MERICAN and that simple demonstration showed the 
strength and the flexibility that is making sales for 4A\MERICAN 
Folding Rules wherever they are demonstrated. 

And besides, their ACCURACY is never questioned. We 
furnish an attractive display case to further help the dealer 
display these popular rules to the best advantage. 


American Steel Tapes 


These popular Steel Tapes are noted for their clear, accurate, 
easy reading markings. ‘They are made of the best materials 
and guaranteed. Thousands of them are in use giving com- 





plete satisfaction. 


Order a few and display them where customers will be sure 
to see them. ‘Their moderate price makes them easy to sell 
to every class of trade. 


New Line of Seales and 


Combination Squares and Levels 


We have recently added a New Line of Scales, and Combina- 
tion Squares and Levels. 
Also etched, Steel Tempered Scales, flexible, semi-flexible and 


stiff patterns in various lengths. All ready sellers. 


Send for Literature and Attractive Trade-prices. 








A\MERICAN SQUARE AND LEVEL 


\MERICAN 


FOLDING RULE 


AMERICAN STEEL TAPES 
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AMERICAN] SCALES 











486 Johnson Ave. 


American Rule Manufacturing Co. Binn, N.Y. 
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‘*Clean-Up”’ 


HARDWARE AGE 


Campaign for 


Customers (Not Stores ) 


HE time has passed when edi- 

tors of trade journals feel that 

it is part of their duty to sug- 
gest to their readers that all stores 
look better and have more chance of 
success when they are clean, well 
lighted, attractively painted and ar- 
ranged for the convenience of both 
customer and clerk. But the time 
is still with us when merchants find 
it profitable to urge the people of 
their communities to clean up and 
paint up. 

In the United States, in recent 
years, it has come to be a custom in 
most towns and cities to have a 
special week for “cleaning up and 
painting up.” This is usually in the 
spring of the year, and when prop- 
erly organized by local merchants re- 
sults in an increase of business for 
those who sell merchandise that can 
be used in this kind of work. 

Some hardware merchants make it 


a practice to group certain articles | 


such as paints, brushes, broom, pails, 
sponges, vacuum cleaners, sweepers, 


etc., and to hold a special sale on all 
of these during the two weeks pre- 
ceding clean-up week and also during 
the week given over to this laudable 
purpose. In some cases many mer- 
chants have found it profitable to 
sell certain assortments of brushes 
and brooms, polish and chamois, 
pails and sponges, etc., at a unit 
price attractive enough to induce 
people to buy the assortment rather 
than only one item. 

Others have found it more success- 
ful to offer the public individual 
items at slightly reduced prices, or 
at the regular selling price. These 
are advertised as shown in the ac- 
companying ad, in which the firm 
advertising states that it is willing 
to do its part to make Clean-Up Week 
successful by offering the best of 
cleaning help for the occasion at 
special prices. If you have never 
tried this out we suggest that you do 
so this year. You will find that it 


pays. 








La 
La 





"Chas Brown & Sons 





GARDEN R@SE. Give the bonse a 
good washing 


Ny 


February 4, 1926 


“Clean-Up Week’’ 
Help to make San Francisco Clean 
Sweep Up! 
Clean Up! 
Paint Up! 
and Keep It Up! 


We'll do our part by offering you the best 
of “Cleaning Help” for this occasion at-- 


Very Special Prices 


FREE DELIVERY to any Post Office ad- 
dress in California or Nevada 











“White Beauty” Floer 


lected quality “corn 
a = hen- 
eg. $1.2 


pects a .-« “B0¢ 
“Squecze- hay” Mops _ 


ee 
“Bissell” Carpet loan 
ers--Ball bearing. 
with rubber corners 


“Cedar” FPleor en No 9. for nasowend or Waxed 
fivors Regular $1 © 
“Cedar” —_ Reps—For p painted or varnished Uoors 
Regular $1.2 c 

c in St ane ry ‘Dest grease. with “easel and 
adjustable pins. Frame ow to any size 
curtain 

Clothes “Welagetsient < quality. "Made ‘specially ‘for 
stationary tubs 3 year guaraniced Reg $8 75- 

Wasb Boilers — Size 8 Mission Maid brand) GC ood 
weight = with copper bottom Tight fitting cover 
Regular Ht) 

Clothes Bashdty- “Willow, 


: ‘Sma size. “2 Yaches -~ 
Regula 77e 


Clean up >the yard, ‘garden, watke, etc. 


Tools of merit. to sult all ———— 
00 


} $1.00. 
(irass Shears, to trim lawn edges. etc. 65¢, o .00 aed $1.50. 
1.50. 


wna Mowers, standard high grade 12 In. 
we Mowers, ip all sizes up to 


down. Conserve 
ter, prevent waste by replacing 
if leaky hose with a pew length 
guaranteed quility 25 feet ae | hose — net 
vecia: -- $4.2 


lings and adjustable nozzie Spec 
Oe Negcial Pai Bruches, “43% ar a 
tles Set in Rubber” Excellent aua!rtv 








You know the a ay 


Priced to appeal to the smoking 


And that means that when 
sell a Cuno 
know | that 
accessory 
reputation for handling 
pendable merchandise. 


a chance 


you are 


you 
Electric Match you 
selling 
which will increase your 

only 
Why take 


on selling some unproven 


lighter? The Cuno is the orig- 
inal. While it has constantly 
an been improved, it has not been 
improved upon. Quality obtains 
de- throughout, and the fact that it 
is equally adaptable for lighting 
a pipe as a cigar or cigarette 
alone puts it in a class by itself. 


motorist: 
profit 
E-Z-ON 
at $3.00: 
$7.00 and as low as $1.25. 


for you. 


an ample margin of 
The No. 600 
Model illustrated lists 
other models up to 








The 
CUNO ENGINEERING CORP. 
86 South Vine St., Meriden, Conn. 
Canadian Representative 
Colonial Traders, Limited 
Chatham, Ontario. 


“A Price for Every Pocket Book; 
all Models fit Every Car.” 
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Every Sale Brings Repeats 


Every vulcanizer you sell brings you 
more than a liberal profit on the orig- 
inal sale. It brings you compound in- 
terest on your investment—steady 
repeat profits that keep piling up 
month after month and year after year 
on the automatic sale of Shaler Patch- 
&-Heat Units to use with the vulcanizer. 


Last year alone more than fifty million 
Shaler patches were used —repeat busi- 
ness produced by the sale of Shaler 
Vulcanizers in previous years. 


All through 1926 — dominating ad- 
vertising will appear in national media 
like The Saturday Evening Post, Lib- 
erty, Popular Science Monthly, Popu- 
lar Mechanics, Motor, Camper and 
Tourist, etc., newspapers, farm papers 
—and plenty of selling helps— posters, 
displays, direct mail, etc. 

Write for our attractive, colored window 
display, and connect your store to this big 
national advertising. C. A. Shaler Co., 
Waupun, Wis., U. S. A., World’s Head- 


quarters for Tire Repair Equipment. 
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TIRE 
CHAINS 


What Are You Selling In The Winter Months? 


The season of hail, ice and snow is your opportunity to push 
the sale of tire chains. Tire chains will make the cash 
register ring and bring profits when dealers find their sales 


need “Jacking up.” 
But be sure of your chains— 


WESCO TIRE CHAINS 


hold on the road because the ends of the links 
are locked to prevent pulling out regardless 
of strain. And they hold customers because 
made right from start to rustproof finish. 


Dealers can obtain a complete assortment of 
15 standardized sizes at an investment of less 
than $100, with a profit of 662/3% on the in- 


vestment. 


Write for our New Merchandising Plan— 
it’s a trade-winner right from the start. 

















WESTERN CHAIN COMPANY 
Chicago, U. S. A. 





PACKING 


These chains. are 
packed in heavy >> aoa: —— ™ . 
full telescope, fibre > s < =r 
cartons, two dozen 
in each wire bound 
shipping case. 
Packed cases weigh 
approximately 400 
pounds. Jobbers ap- 
preciate this light- = —'/_4 

ness in handling — aa 
and reshipping. 
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Ne. 116 
Hinge Lid Elbow 
Oil Cup 





No. 118 
Hinge Lid Straight 
Oil Cup 





No, 52 
Snap Top 
Oil Cup 





No. 5739 
Wick Feed Reservoir 
Oil Cup 

















Display Case No. 10 Display Case No. 11 


REASE Cups 
and OIL Cups 


More than fifty different types of Grease Cups and 
Oil Cups are obtainable in the big Empress line. They 
include sizes and patterns for every lubricating re- 
quirement of motor cars, trucks and tractors. 









The most convenient way to stock Grease and Oil 
Cups and the easiest way to sell them is by means of 
our popular Dealer Counter Displays in attractively 
colored cases. ‘These assortments are the pick of the 
best sellers. 


You can guarantee each type to be exactly suited for 
the purpose intended. 


Your Jobber will supply you. Send for literature. 


Catalog L-103 upon request 


BOWEN PRODUCTS CORPORATION 


AUBURN, NEW YORK 


Branches 


CHICAGO, 412 Wrigley Bldg. 
CLEVELAND, 7113 Euclid Ave. 
MINNEAPOLIS, 983 17th Ave. 
SAN FRANCISCO, Monadnock Bldg. 


NEW YORK, 220 Broadway 
DETROIT, 2760 W. Warren Ave. 
KANSAS CITY, 1420 McGee St. 
BOSTON, 161 Massachusetts Ave. 

















No. 200 
Plain 
Grease Cup 


No. 207 
Leather Packed 
Grease Cup 





No. 249 
Ratchet 
Grease Cup 


Reso 
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Change your 
Customers Oil 


without 
Pits or Racks/ 


| Get your share of the oil busi- © And ask your jobber 
| ness that is now going to about Brookins Oil 
others. Equip for crankcase Measures. They are indis- 
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service with Brookins Port- 
able Drain Tanks. They take 
the place of drain pits and 
racks at a low price that is 
quickly covered by a few days’ 
increased sales. They make 
easy work of changing oil in 
any car, anywhere. Order 
from your jobber. 


pensable for crankcase ser- 
vice, and will help you sell 
more oil at the pump. They 
are equipped with a flexible 
metal hose that easily reaches 
any oil intake and quickly 
serve from one to five quarts of 
oil in one operation. Get in 
touch with your jobber today. 


The Brookins Manufacturing Company 
342 Xenia Avenue, Dayton, Ohio 


The Brookins 
Portable Drain Tank 


ts 25 wmeches long, 11% 
inches unde, 4% mches deep 
and holds about 4 gallons. 
Equipped with folding 
handle and steel runners. 
Can be drawn anywhere 
as easily as a sled or can 
be carried with one hand 
even when full of liquid. 














Brookins 
Gasoline Can 


Made in two and five 
gallon sizes. Flexibie 
metal hose reaches 
any gasoline intake. 
Carries without spill- 
ing or splashing. Just 
the thing for taking 
gasoline to cars that 
cannot be brought to 
the pump. 















<? 
(im 


Brookins Oil Measure 


Made in one, two, four and five quart 
sizes. Has a flexible metal hose that 
reaches any otl intake without a 
funnel. A handy thumb-valve con- 
trols the flow of oil. 
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A remarkably easy-to-operate 
jack which requires only 514 
inch clearance under the axle. 


This new Reliable Hydraulic No. 50 can be used on 
any car equipped with balloon tires or regular tires. Its 
low starting height, its full 10 inch raise and the unusual 
ease with which it can be rolled into position and oper- 
ated, make it fill a demand which every garage has for 
a truly universal garage jack. 


This is not a back-breaking jack! You don’t have to 
pull down on the handle with all your might to lift a 
heavy car. Instead, you pump the handle back and 
forth or pull it all the way down and the heaviest car 


is raised easily and quickly. 


The release valve is controlled by a handy lever at 
the side of the handle. Opening this valve lowers the 
load at once or by degrees, as you prefer. 


This jack has roller bearings in the wheels. It is 
lower than other jacks, yet it still has ample clearance 
for use on uneven floors. Any axle can be reached either 
from the back of the car or under the running board. 
There are no trick ratchets, dogs, foot levers, chains or 
toggles on this jack. 


This Hydraulic Garage Jack and the two regular bal- 
loon tire jacks are only a few of the complete line of 
Reliable Jacks for all kinds of passenger cars, trucks, 
and busses. 


Put in a supply of these jacks and reap the profits of 
< their easy sale. Your jobber can supply you. 
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Specifications: 
Low point 5!/%. inches 
High point 18/2 inches—ten inch raise 
Weight 133 Ibs. 

Length of jack 4 ft. 

Length of handle—44 inches 

Overall length of jack and handle—7!/2 ft. 


ELITE MANUFACTURING CO., Dept. HA-2, Ashland, Ohio 


SALES REPRESENTATIVES 


MOTOR PRODUCTS CO. 
149 Church Street, New York, N. Y. 





NORTHWESTERN BRANCH 
G. A. ASHTON CO. St. Paul, Minn. 





(Complete stock carried in Ashton Bldg.) 


SOUTHWESTERN BRANCH 


THE CARROLL CO. Dallas, Texas 
(Complete stock carried in Carroll warehouse) 





THE L. E. SPENCER CO. 
704 Stahlman Bldg., Nashville, Tenn. 


A. E. MOHRIG 
1450 Pine Street, San Francisco, Calif. 







Here are the 
Néw Reliable Balloon 
Jacks 





Reliable Balloon Tire Jack 
No. Ve high grade jack 
with double screw con- 
struction. (Retails for 
$7.50.) 





Reliable Balloon Tire Jack 
No. 15. A fast selling jack 
for use with both balloon 


and regular tires. Long 
handle’ control. (Retails 
for $5.00.) 


RELIABLE tine JACKS 
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Speaking 0 of f Big Winners: TR y 


ie. 


A | ve ¥ 


Heres the nab Q ty Sire q 
st sclls againt price 
~ anywhere , 


_compilition 
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High character, 

with competitive price, 
will give you a 

new sales experience 


in tire merchandising. 





MDIA 


THE COLUMBIA TIRE AND RUBBER CO., Mansfield, Ohio 
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FOR FORD CG 


ARS 


PRODUCTS —Leaders in FORD 


Replacements since 1915 











PEERLESS 
Peerless Tool Kits and 
Tool Boxes 


kits are used by carpenters, plum- 
and mechanics; they are also a 
home item. Tool boxes go on run- 
board of Fords—a handy place for 
and extra supplies. 


Tool 
bers 





Peerless Honeycomb 


Radiator 


For ten years the leader in Ford re- 
placements. Its large cooling area makes 
it an ideal radiator for Ford trucks. 
Won’t freeze and burst in winter—doesn’t 
boil in summer. You’ll have a hard time 
to keep ’em in stock. 








eS 





Peerless Radiator Caps 


Handsome counter display, and each cap 
boxed separately. Order a dozen for 
your counter. 





Peerless Tubular 
Radiator 


Exact duplicate of Ford radiator except 
that it has more pure copper downspouts 
and special Peerless rider cradle that 
takes up road shocks. These two big 
improvements do not make it cost any 
more than the ordinary kind—sells for 
same price. 








ie 


CELLULOID 


~" 


Peea(pire 





Peer-O-Lites 


Replacement windows for the back cur- c 
tains of Fords. Good counter items that 
sell easily and make you a nice profit. 
Especially good right now. 





FENDERS 
FOR ALL MODELS 
OF FORD CARS FROM 
1917 TO 1926 








No. 7 Commercial 


Fender 
For use when Model T Chassis 1926 
Ford cars are converted into trucks. 


Matches front pair of fenders. Body 
builders and owners who use -old bodies 
on new trucks need them. Stock ’em 
now. 


De Luxe Fenders 
The one-piece top fender that is still the 


most beautiful fender ever designed. 
Makes the car look lower and longer. 
Makes old model cars look like the 
newest models. 








RADIATORS 
FOR ALL MODELS 
OF FORD CARS 
FROM 1913 TO 1926 











ORDER FROM YOUR JOBBER 


If he cannot supply you, write to 


4902 Section Ave., Cincinnati, O. 


The CORCORAN MFG. CO. 
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Letting the Prospect Handle the Goods 
Is Good Sales Psychology 


For this reason we have designed 
the Cheney Display Stand. This 
stand makes it easy for your cus- 
tomers to try the grinders and 
demonstrate for themselves the 
smooth, quiet and easy operation 
of Cheney and Royal Grinders. 


Put one of these displays to work. 
It will occupy little space and will 
do its own selling. 


S. CHENEY & SON 
MANLIUS, N. Y. 




















‘tm in Arc of a Circle 


Here illustrated is the wonderful Forstner Auger Bit and 
a sample of the work it does. 


Unlike other bits it is guided entirely by its circular rim, 
instead of its center. That is why the 


FORSTNER saving AUGER BIT 
Can Be Guided in Any Direction 


regardless of the grain of the wood or the knots in the 
wood and will bore any arc of a circle and leave a true 


polished surface. 

This bit takes the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. 

It is unequalled for such work as core boxes, fine and deli- 


cate patterns, veneers, screen work, scalloping, fancy scroll 
twist columns, newels, ribbon moulding and mortising. 


This bit has many new uses, is a good seller and returns 
a worth-while profit. Send for Catalog and Discounts. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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LUZON BINDER TWINE 


—as good as can be made 


For thirty years LUZON TWINE has stood the test— 
the real test that comes from actual field service— 
and has increased in popularity each year. 





Twine competition today is not entirely a matter of price— 


The Farmer has found that the breakage of grain bundles in the field is 
wasteful and that time lost through tying broken bundles is also expensive 
—that better twine saves grain and time and “cuss” words. Besides the 
better yardage to the pound usually more than offsets the difference in price. 


The Dealer has found that cheap twine is not only unprofitable at the 
time of sale, but often costs him loss of trade and good will. 


BLUE HEART ROPE 


The guarantee of Quality is twisted into every 
piece—“Untwist the Strands.” 
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a rail gf” mf ae ° 
rer pres, ED and a fine and complete line of other cordage. 
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If YOU are not quite sure you are “in right” on 
twine or rope drop us a line for our 1926 proposition. 





THE GEO. WORTHINGTON CO. 


CLEVELAND OHIO 
Established 1829 
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FLAKE GRAPHITE @@& 


SPRING OIL¥# 


AND 


RUST SOLVENT 











A guick-selling lubricant 
that has many uses in the 
home or ofhce. 









tt HINGES i 

Containing Dixon’s Flake 
Graphite, it is unexcelled as 
dt a lubricant, while a few drops 
Rl will loosen rusty nuts. or 
| bolts. The value of flake 
graphite as a lubricant is well 
known in mechanical fields. 
The high quality lubricating 
oil carries a charge of graphite 
to every moving part and 
provides better and longer 
lasting lubrication than pos- 

sible with oil alone— 


The new 3 oz. can is packed 
one dozen to an attractive 
carton which may be placed 











VACUUM ‘ : 
CLEANERS on counter for display and 
U easy sale. 





Ask your jobber or write 
for prices and further infor- 
mation. 

Joseph Dixon 
Crucible Company 
Dept. 40-SG. 
Jersey City, N. J. 


Established 
XOX 1827 Data's 








~~ 
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DIXON'S f 
FLAKE GRAPHITE 
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KESTER Acid CoreSOLDER 


For general soldering and heavier electrical work. 

Self Fluxing—“‘Requires Only Heat.’’ Standard size 

No. 3 about 1/8 inch in diameter, runs about 30 feet 
and 10 poun 


pound. Packed on 1, 5 
Special gauges also available. 


Kester Metal Mender 
The Household Solder 
Here is the small package of Acid Core Solder. So sim- 
ple anybody can use it. Ten cans about 1/4 pound 
each are packed per carton. Ten cartons (100 cans) 
to the case lot. 
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Kester Rosin Core Solder 


For very delicate electrical and radio work. Contains 
highest quality metals and rosin flux. Standard size 
about 3/32 inch in diameter, runs about 50 feet per 
pound. Packed on 1, 5 and 10 pound spools and 18 
inch sticks in 5 pound boxes. Special gauges also 
available. ' 


er 
(Rosin Core) 
Safe, Sure and Simple — approved by radio engineers. 
Harmless to the most delicate parts. Absolutely non- 
corrosive flux makes low-loss joints. Ten cans about 
1/4 pound each per carton. Ten cartons (100 cans) 
to the case lot. 


GENUINE SOLDER 


CHICAGO SOLDER COMPANY 
4205 Wrightwood Avenue, Chicago, U.S.A. 
o—_—_—_ 








© 
Originators and world’s largest 
manufacturers of Self Fluxing Solder 


Your Jobber Can Supply You 
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HE self-centering 

guides and quick ac- 
tion die head of Oster Bull 
Dog Die Stocks make pipe 
threading with Osters 
both fast and easy. 


There’s no unwinding af- 
ter a cut with a Bull Dog. 
The dies open and the tool 
lifts right off the pipe, leav- 
ing the thread clean-cut, 
sharp and true. 


Furthermore, a single 
Oster replaces two or three 
ordinary die stocks. Every 
Bull Dog threads from 4 
to 8 sizes of pipe—and they 
cost no more. 


Write for a copy of Cata- 
log No. 34B today. 


The Oster Manufacturing Company 


Manufacturers of the most complete line of 


pipe threading equipment in the world. 


1976 E. 61st Place 
Cleveland, O. 














TT. D .& W. 


HANDLES 





Made from 


The Finest Hickory and Oak 


By placing small mills away 
from the railroads and near 
to the forests we obtain a con- 
tinuous supply of the choicest 
timber. ‘This wood is turned 
into handles in our factories 
which are the best equipped 


in the world. 


You can guarantee our prod- 
ucts to your customers. We 
know they are the finest you 
can buy and guarantee them 


to you. 


Handles for Axes, Picks, Sledges, 


Hammers, Hatchets, Ete. 


Turner, Day and 


Woolworth Handle Co., Inc. 


1217 South 7th St. 


Louisville Ky. 


Since 1855 
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Morrill Products 


SAWSETS 


The No. 1 is the choice of the expert the world over. The ‘‘Special 
95’" enables anyone to set a hand saw correctly. We advise the 
dealer to stock both the Nos. 1 and ‘Special 95°’ in the ratio 
of three ‘Special 95s"’ to one No. 1 together with some Nos. 38, 
4 and 5 Sawsets for larger saws. 





WY N 
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WHEN CHAS. MORRILL invented the Sawset in 1878 his one 
idea was to turn out the best tool possible. Today Chas. Morrill, 
Inc., is an internationally known institution run by his children and 
the same principle is the keynote of the business. Every Morrill 
tool is first class, scientifically designed and warranted—-the kind 
that is easy to sell, that stays sold because it gives satisfaction, 
that builds confidence in the merchant and that brings in business. 


SOAPURNS 


The Soapurn is a_ liquid 
soap dispenser that has given 
satisfaction for over twenty 
years. The No. 1, as shown, 
was adopted some years ago 
after exhaustive tests as 
standard equipment by one 
of the largest Public Service 
corporations with branches 
everywhere throughout the 
U. 8S. A. and Canada. The 
No. 4, on account of its 
simplified construction, is an 
inexpensive dispenser but we 
believe it to be superior in 
many ways to the No. 




















BENCH STOPS 


A necessity in every wood work- 
ing shop. Holds the wood in posi- 
tion while being worked. Adjust- 
able, Durable and Simple. 


LEAD SEAL 
PRESSES 


We have just got out a new 
model, the ‘‘No. 1 Pocket,’’ that 
will take any wire or cord lead 
seal not over 9/16" in diameter 
or %” in thickness. 
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NAIL PULLER 


People who have used the Morrill tell us that it cuts their 
work in two. Will hold up under the most severe use. Cannot 
injure the hand. Cannot get out of order. Pulls nails perfectly 
straight 


PUNCHES 


Made in sizes varying by 32nds from 1/16 inch to \% inch, 
inclusive. Will punch through % inch of paper, fibre or similar 
material or thin sheet metal. 

Our goods can be bought through any responsible U. 8S. A. 
Export Commission Merchant or bought direct upon customary 
terms. No extra charges of any kind. 


CHAS. MORRILL, Inc. 
102 Lafayette St. New York, N. Y., U.S. A. 











45 WARREN SI. N.Y.C. 
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oe Service that 
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standard of quality 
and uniformity ~ 











MANUFACTURING CO. 


Branch Offices: 
74 W. LAKE ST. CHICAGO 
( 


ERIE ~ 47 7 PENNA. 
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Measured by purchasing stand- 
ards for solid screws, the Hollow 
Screw may mislead many of 
your customers. 


Their requirements in a solid 
screw—the stock, threading, 
finishing, hardening—admit of 
the general standard and the 
special price. 


In a Hollow Screw those points 
are the minor points. Here 
the prime requirement is strength 
of socket, which can't be cut 
to a price. 


For set screw service it’s all in 
the socket; all in the Allen pro- 
cess of cold-drawing:—the price 
of immunity from breakdowns. 


The Allen Mfg. Co. 


139 Sheldon St., Hartford, Conn. 
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Why a GLASS 


Deparieit ISSO 


_ » Profitable 


amar, Many Uses Lead 
i, toMany Sales 


HAT acomfort forthe 

handy-man around 
the house to know that the 
nearby hardware store car- 
ries glass. There are a hun- 
dred and one places where 
he can use it. Window 
panes, ventilators, pic ture 
frames, table tops and 
greenhouses are only a few 
of the many uses. And when 
he is in your store buying 
glass you have a golden op- 
portunity to sell him other 
repair items. 















































It’s good business to install 
a glass department not only 
from the standpoint of 
sales volume and profit. On 
the otherhand it’s even bet- 
ter business to carry only 


‘Oe BEST 9" 


—because it’s perfectly flat 
and cuts easily on both 
sides, reducing breakage to 
E. a minimum. “The BEST 
Glass” has a beautiful 
lustre and costs no more 
than the ordinary kind. 
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SOLD AND DISTRIBUTED BY THE LEADING JOBBERS 
IN THE PRINCIPAL CITIES OF THE UNITED STATES 


AEEICAN WINDOW GLASS CO. 
World's Largest Producer of Window Glass BEST 


GENERAL OFFICES: PITTSBURGH. PA. .BRANCHES IN PRINCIPAL CITIES 
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The 
Washington 


Home Furnace 
Will Comfortably Heat 


Five to Seven Rooms 


Here is a thoroughly up-to-date heater that combines 
unusual beauty with efhciency. It produces a circulating, 
moist heat that is comfortable in every part of the 
room, in the coldest weather. The Washington Home 
Furnace is one of the most expensively constructed 
furnaces on the market. 


The handsome grained mahogany finish blends with 
the finest furnishings. The shape is something really 
different. 











There is a real demand for a heater of this quality. 
You'll profit by selling the Washington Home Furnace 
because we sell only through exclusive agencies. Will 
you be one? 








Gray & Dudley Company 


NASHVILLE, TENN. 


“We melt more than 100,000 pounds of 
Southern pig iron per day.” 
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Bath Room Fixtures 


One of the most used fixtures in a bathroom is the Tumbler Holder and the “Combina- 
tion Holder” for Tumblers, Tooth Brushes, Tooth Paste, Nail Brushes and Soap. 























| Select your assortment from the 72 distinctively attractive styles shown in the big 
| RINGCO catalog. Of these 23 are of the individual tumbler type—6 are double to 
accommodate two tumblers and 43 are in combination patterns to hold tooth brushes 
or soap in addition to tumblers. Type shown is a popular seller for Tooth Brushes 
and Tooth Paste. 

All are built to hold customers. Being of Solid Brass, they never rust and being highly 
polished and heavily nickel-plated they present a pleasing appearance which is a strong 
factor in making sales. 


AMERICAN RING COMPANY, Waterbury, Conn. 


BRANCH OFFICES: 
New York, 2 Hudson St. Chicago, No. 29 E. Madison St. 


San Francisco, 116 New Montgomery St. Boston, No. 170 Summer St. 
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No. 6 Wrench Set 


As important to the motorist 
as a spare tire. A compact 
set, consisting of six sockets 
and one offset handle. Packed 
in handy cardboard box. 





No. MT 100 Feeler Gauge 


Fits in the vest pocket. Takes in any setting 
used by motor repairmen. Guaranteed abso- 
lutely accurate. Made from tempered Swedish 


6 





The sockets may be strung 
the handle to save space. 


We Are One of the Largest 
Automobile Tool Makers 


This company is a pioneer in the manufacturing of automotive 
tools. Hundreds of thousands of sets are sold direct to car 
manufacturers. We make quality tools under quantity pro- 
duction and our 14 years’ experience guarantees dependable 
merchandise. Here or abroad—we will be glad to quote prices, 
send literature and give you the kind of tool service you want. 








¢ 





















No. 15 Heavy-Duty Wrench Set 


Set of 7 sockets and 2 extension bars——one 
for close work and one a sliding ‘‘T’’ handle. 
Furnished in a durable leatherette roll. 


MILLER TOOL & MANUFACTURING CO., INC., Detroit, Mich., U.S. A. 


Eastern Rep.—James Gaffney, 28 Warren Ave., N. Y. 
Mid-West Rep.—J. B. Johnson, Chemical Bldg., St. Louis. 


Ask your Jobber for Miller Tools. 


EXPORT DEPARTMENT, 8-10 Bridge St., New York City 


Pac. Coast Rep.—Alden Glaze & Co.—San Francisco. 
Southern Rep.—A. M. Wooster, Chemical Bldg., St. Louis. 


























PORTER'S 
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NUT SPLITTER END 





ELEC. WIRE CUTTER 





| ANGULAR 
SIDE CUT 





CUTTER WITH SEARCH HOOK 
Bolt Clippers 9 Nut Splitters 
Wire Cutters Rivet Squeezers 
Bench Cutters Special Cutters 
Even now—some hardware stores do not carry bolt clippers of any make. We 


urge these dealers to ask their jobbers about the sale of Porter Bolt Clippers in 
hardware stores—or write to us for literature. If you don’t carry Porter’s line 
you are neglecting a source of satisfactory profit. 





SOLD THRU JOBBERS EVERYWHERE—MANUFACTURED BY H. K. PORTER, INC., EVERETT, MASS. 
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S quality is always a first considera- 
tion with us we know that the metal 
used in our rivets is absolutely “right’’ 
to start with. This is also true of the 
fabrication of the metal into the fin- 
ished product. As proof of these state- 
ments we invite a comparative test of 
the driving and setting qualities of our 
rivets with those of other make. 


Coast Representative 


J.T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 


‘The largest 
factory un the 
ed 





— world devot 
\ ~ | lothe manu-~ 
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—_ : 
TUBULAR RIVET & STUD 
COMPANY 


BOSTON 











I 


UUUUTTTUTTUTUUTTUUUTUUUUUUUUDUNUUUUUOUUUDUTUUOUUUUTUNUOUUOUUDUONUUUUOOUUNUUUDNENO NNN NNNTI 
















































































































































































~ wg, 
+ wilin cae ee ~~ ee 


~ “ACMES” Are Easy to 
Sell and Easy to Use 


Who wants the old-style caster when they 
can have ‘‘ACMES’”? 


“ACMES” are ball-bearing casters. 
They roll along smoothly, easily, quietly 
without the slightest effort. The next time 
a customer asks for casters, demonstrate 
“ACMES.” Roll ’em on the counter or in 
the palm of your hand. Show the smooth, 
ball-bearing action and the sale is made. 
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There is a generous profit. The customer 
is pleased with the result. Satisfactory 
caster service means resales and recom- 
mendations. ‘“\CMES” alwavs add_ to 
profits. 
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CASTERS 


Put your caster business on an up-to-date 





basis. Sell “ACMES” instead of the old- 
style caster which is as stubborn as an army 
mule. Difficult to turn; difficult to sell. 
Rumples rugs and mars the floor. 


Hd «eu OO ee ~ 





Q 
7™ 


Your Jobber Sells “ACMES” 
Send for Catalog and Sample 


THE SCHATZ MFG. CO. 
Poughkeepsie, New York 


AGENTS 
J. C. McCarty & Co. 


' 29 Murray St., New York City 








N “Roll Along On Acmes” 
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Send for Catalog 
of 
BARTLETT 


TRACE 


COMBESND 


Mann 


PRODUCTS 


Our products have 
a world-wide 
reputation 





No, 10-12-14. 


We are specialists in Compound Lever 
Compound Lever Snips, nips 
small or large.  Illus- Get a Bartlett 


trated here is our No. 
10-12-14 of drop forged 
crucible steel for split- 
ting large sheets or for 
bench work. They out- 


wear any ordinary snip. 


No. 30 Bench Shear 
€Searight Patent) 


This is a shear 
of great capacity 
—made with the 
patented compound 
lever principle. Blades 

solid crucible steel, 

7/32” thick. They run 
full length of jaw. Cuts 
12-gauge steel easily and 
always cuts to the point. 


e 

















No. 30 Bench Shear 
Right and Left Hand Cut 


Pruning Tools 
and Tree Trimmers 


Due to our business in. the telephone 
and telegraph field also with the largest 
electrical service stations in the country, 
we have made a close study of tree trim- 
mers and pruning tools. They are not 
cheap tools, but their drop forged blades, 
compound lever attachment and absolute- 
ly quality construction throughout make 
them the superior to any article of this 
type. 









Rope Pull Trimmers 
for 
Telephone 
and 


Telegraph 
Lineman 


We make many 
types and sizes— 
Jointed Tree Trim- 
mers as shown to 
the left, 
also one 
special 
telephone 








jointed type 
appeals e- 
cause only 
one pole is 
necessary 
where formerly 
several lengths 
were required. We 
also make Hand 
Pruning Saws, 26” 
Lopping Shears and 
Insulated Tree Trim- 
mers for work around 
High Voltage Lines. 
Our line is long 
established and 
thoroughly depend- 
able. Let us quote 
you prices. 


Ce 
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BARTLETT MPGICOI DEMON Wiceem 


No. 1 Jointed Tree 
Trimmer 


BARTLETT MFG. CO. ‘| Se 


430 E. Lafayette Ave., Detroit, Mich. 
































WhichWill It Be? 


N your territory, scores, perhaps hundreds, 

of hands are lifting and carrying water pails 
that should be turning water faucets! YOU 
can do one of two things — make no profit out 
of this situation by not attempting to convert 
“pail carriers” into “faucet turners” or make 
steadily increasing profits by selling Deming 
“Marvel” Electric Water Systems. 


The Deming “Marvel” is a moderate priced, 
automatic water system especially adaptable 
for home water supply. It is self-priming, self- 
starting, self-stopping, and automatically lubri- 
cated. In many instances it is “self-selling” as 
its numerous advantages we 
are at once apparent to even 
the most inexperienced 
prospect. 











Send for complete infor- 
mation about the Deming 
“Marvel” and other “self- 
selling” Deming Pumps 
and Water Systems. 


THE DEMING COMPANY 
Est. 1880 SALEM, OHIO 


a> 
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Deming Power 


- 





Deming Hand 


There is a Dem- 


Pumps Include | ing Distributorin | Pumps Include 
your territory 
Triplex Power Pumps capableand ready Pitcher Spout and 


Cistern Lift Pumps 
Set Length Lift and 


Centrifugal and 
Rotary Pumps 


to render you the 
cooperation that 


Deep Well Working converts pros- Force Pumps 
Heads pects into cus- 

Hy dro-Pneumatic fomers and Well and a 
Water Systems KEEPS THEM Pump Standards 
Horizontal Double- CUSTOMERS. Spray Pumps for all 

Acting Power Pumps purposes 
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The CHAMPION 


NO. 30 
LENK AUTOMATIC BLOW ‘TORCH 


Built to Last a Lifetime 





Size 7 x 3% Mechanically foolproof 


Tank 2-in. Dia. BLOWS ITSELF All parts 


Price $3.00 interchangeable 











Featuring a Detachable Shield 


Protecting blast from drafts on outdoor work 
Operates about 3 hours on one filling 


Give your jobber a sample order, or send it to us, giving his name 


Made and Fully Guaranteed by 


AT S11%g THE LENK MBG. CO., 38 Merrimac St., Boston, Mass. 

















‘Perfect 


FLAVOUR 









ABDI 1))11;110 





e 
The Customer with a Hobby 
He usually has one little plot, carefully cultivated, grow- — 


jng every sort of a vegetable that’s sold by the package. LUD THe an 
Perhaps a set of tools—good tools—a few garden imple- } LOW-SAYLU 
ments and a deep-seated faith in his hobby—/is home. 


He isn’t so hard to please—just a little economizing, doing 
his own repairs during the week-end, and depending on his 
home-town dealer for supplies—and advice. 


If you pass his home some time this Summer look over his 
rescreening jab. “Perfect” was a good selection. You will 


be glad vou recommended it. 


Your Jobber stocks “Perfect.” 
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LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. i 
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Rivets, Roofing N ails, 
Scratch Brush Wire, 
and Pipe Couplings. 


THE BRIDGEPORT SCREW CO. } 
Bridgeport, Conn. 


Representatives: 
George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 


Ry 
BRIDGEPORT, CONN. 
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Manufacturers 
Builders’ Hardware Shelf Hardware 
Lawn Mowers ow Door Closers 

















hit 











Factories . KEeapinG, Pa., U. S. A. 


READING HARDWARE COMPANY 
READING, PA., U.S. A. 


New Yor« City 
PHILADELPHIA MELBOURNE, AUSTRALIA San FRANCISCO 
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Every Sale Makes 
a Friend 

















THIS CARTON COW TAINS 
CU POCL ET? WATER STROSS FOR 

ONE SLICING WINOUA Wwiin . 
» “are 4 


: ; Your customers like Economy All Metal 
a Weatherstrips because they are so easy 
13: to install. All the tools needed are a 


pair of scissors, and a tack hammer. No 
fuss—no bother. 

“Economy” is al] bronze and rust-proof, 
but it costs no more than the ordinary felt 
or wood weatherstrips. That is why 
“Economy All Metal Weatherstrips are 
so easy to sell—and why every sale means 
a satisfied customer for you. Turnover is 
rapid and the margin of profit is gen- 
erous. 

“Economy is convenient to stock, too. 
It comes packed in neat, handy cartons, 
easy to stack on your shelves. One car- 
ton contains complete weatherstrip equip- 
ment for one door or window, including 
nails and instruction sheet. You don't 
even need to wrap up the carton—~yjust 
hand it to your customer when you make 
a sale. 
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TRADE MARK REG. U. S. PATENT OFFICE 


The All Metal 
WEATHERSTRIP 


Let Us Help You Increase Sales 


Our sales plan is a proved producer of 
increased business for hardware dealers. 
It includes display cards, advertising leaf- 
lets, and unusually attractive counter and 
window displays, prepared especially for 
you. 





ECONOMY METAL WEATHER STRIPS 


TANDROM METAL WEATHER STRIPS 





Ask your jobbers’ salesmen for further 
information, or send the coupon below. 


a SF OO NESS . RMON 
CSAS NN ESE 
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| 
: ‘ECONOMY METAL WEATHERSTRIP CO. H. A. 2-4-26 g 
: 2531 Homer Street, Chicago, Ill. ‘ 
a Send without obligation, descriptive literature, sales plan, prices 8 
| and your trade discount. : 
os 
] I, gn 66056 SSO 668900260 086.664 66HH S90 0OS4595006855 60406080 * 
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239 W. 39th St. 


For Suggestions 
On How To Sell 








One of America’s great merchants ha 
said: “The way to make a business go is to 
go after business.” 


It is always interesting to read how dif- 
ferent hardware dealers go after Paint and 
Varnish business and increase their sales by 
novel window displays, practical paint dem- 
onstrations, timely mewspaper advertise 
ments, “follow ups” by personal letters and: 
visits by your sales force. If you will 


read the Paint 
issues of 
Hardware Age 


which appear the fourth issue of each month, 
you will find all these and other methods of 
securing Paint and Varnish business discussed 
in a timely and interesting manner. 


And there’s this much about any paint 
article appearing in Hardware Age—it is 
based on the actual experience of the men 
who sell as well as the men who apply the 
product. 


Hardware dealers read the special Paint 
and Varnish Issues regularly because in 
every issue there are practical ideas which 
have paid others in their locality and will 
pay you in your town. 


Keep posted by reading— 
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New Yert- 
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Gy Faultless Label 
Sells Casters! 


SED on all varieties of good furniture, 

the Faultless Caster Label will go into 
thousands of homes! Women will want 
the same good casters on old furniture. 
National advertising to 7,000,000 women 
does the rest. Put the Faultless Demon- 
strator on the counter to remind them. 


FAULTLESS CASTER COMPANY 
EVANSVILLE INDIANA 


NOELTING 


FAULTLESS - CASTERS 


Makers of Quality Casters for a Third of a Century 
EERE TEE: 





























Seed Drills for Home and 


Commercial Gardens 


There is a big market for Planet Jr. 
Seeders with both classes of gardeners in 
your territory. From the neat little 
Planet Jr. No. 35 seeder attachment for 
wheel hoes, which holds a pint of seed, to 
the recently introduced multiple row 
gang seeders, there’s a Planet Jr. Seeder 
for every garden purpose.. Every Planet 
Jr. you sell is a product of our 54 years as 
specialists in the development of practi- 
cal and durable seeding and cultivating 
equipment for garden, orchard and vine- 
yard. Write for catalogs and prices. 


S. L. Allen & Co., Inc. 


For 54 Years Largest Manufacturers of Specialized 
Field and Garden Implements in the World 


Dept. 18 
5th and Glenwood Ave. Philadelphia 
Hill and Drill Garden Seeders. Two and Four Row Beet Cul- 
Wheel Hoes and Garden Plows. > reno 
. ; otato Diggers. 

Horse Hoes and Cultivators. Garden Tractor Attachments. 
Celery Hillers. is Multiple Row Tractor and Horse 
One and Two Row Riding Cul- Seeders. 


Fallow Land Cultivators. 


tivators. 
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Order Now for Spring Selling 


geet the original wall paper cleaner, 
advertised continuously for over 30 
years, is the best known, easiest selling and 
most profitable wall paper cleaner you can 


(| |MAX WRESCO handle. It’s a good product and a repeater. 


Order from your jobber now, for quick 
CIMINE nO ° - . 
& : sale during the _ spring housecleaning 
WALL in E 
























season. 


oO \_ LEANER The Climax Cleaner Mfg. Co., Cleveland 





CLIMAX. Mb tae 


AACA . 
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fill a big, profitable demand for a strong, attractively finished, economical guahanee aees = 
screen door guard. Three channel-shaped, steel bars with six screws Sc nt a 
to a set. Finished in dull black lacquer. Every screen door a prospect. epson 
Used to protect glass doors and windows, too. So economical that many 
users buy three and four sets to a door, 

Made in 26-in., 28-in., 30-in., 32-in. and 36-in. lengths from center to 
center of screw holes. Each set wrapped separate. 2 doz. sets per 
carton, 

Samples, literature, display cards and electrotypes on request. 
Order a stock from your jobber at once. Show ‘em and you’ll sell ’em 


Donley Alsteel Hose Reels 


are beautiful and extremely practical. Ruggedly built to give years of service 
yet low in price because of large quantity production. 

Improved 1926 models. Both No. 1 and No. 2 styles finished in bright 
green enamel. Equipped with sturdy galvanized drums holding 100 ft. of %-in. 
hose. 

Shipped K.D. and packed for your convenience. 

DONLEY ALSTEEL HOSE REELS are a tribute to the judgment of those 
who sell them. They tell the wide world that you appreciate beauty combined 
with utility, simplicity combined with lightness, troubleless, sturdy strength. 

To sell ’em simply show ’em. 

Buy them fram your jobber or write us. 


JheDonley Mfg. Co. Cleveland,0. 
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Why Dealers Stick 
to the ‘PHILADELPHIA 


When the same dealers stick to the same make of 
Lawn Mowers year after year, it is pretty strong proof 
that they are good sellers, pay a good profit, and give 
good customer satisfaction. 

Customers see no reason to change and dealers there- 
fore find it easier to sell a person a new model of a 


make they already know, use and like, than to try to 
talk them into buying some new make they know little 


or nothing about. 


GENUINE 


Sai: Satin” Tallinn Vln? St 
f ‘ { 
PLES 906 


é 





y) ‘“*“A’’ All Steel, Prac- 


G Styles ‘‘Graham’’ and 
tically Indestructible. 
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Lawn Mowers come in so many different models (27 in 
y all) that selection is made easy for customers and sales 
are made easy for dealers. 

S 20 Hand — 4 Horse — 3 Motor 


Two N:-w Styles -‘‘Graham’’-Golf and ‘‘A’’-Golf. The 
= only all steel Golf Mowers on the market. 8 Blades, 
Practically indestructible. 


Send for No. 25 Catalog and Discounts 


The Philadelphia Lawn Mower Co. 
31st and Chestnut Sts., Philadelphia, Pa. 


“The Original People in the Lawn Mower Business Since 1869’’ 


{ 
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30” Walking Type, | 
30” Riding Type, 2 
40” Riding Type. 
= Combination Roller SS = 


Wp Mm, and Lawn Mower. © 
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SERVICE THE LAWNMOWERS 
YOU SELL AND INCREASE YOUR 
SALES WITH THE IDEAL GRINDER 


If you want to increase your sales on Lawnmowers install 
an Ideal Lawnmower Sharpener, a machine so simple any 
boy can operate it. Hundreds of Hardware Stores have 
installed this machine and it has not only increased their 
sales on Lawnmowers but made a big profit on the service 
charge. A mower can be sharpened in 10 to 15 minutes 
and the usual charge is from $1.50 to $2.00, which insures 
a real profit and a satisfied customer. 











On nine out of ten mowers, after being used a short time, 
the straight blade becomes sprung or bent, caused by run- 
ning into sticks or other obstacles. When the straight 
blade is sprung or bent, the reel knives will not fit the 
straight blade and the mower does not cut properly. The 
Ideal Grinder is positively the only machine that will grind 
the reel knives to fit the straight blade when the latter be- 
comes sprung or bent. This is one of the most important 
features in Lawnmower Grinding. 


It will pay you big dividends to investigate this money- 
making proposition. 
Write for Prices and Full Particulars 


THE FATE-ROOT-HEATH CoO. 
PLYMOUTH, OHIO 





OVER 15,000 IN USE TODAY 
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; | Here's the List you need- 
KLING KLIP” Its Verified 
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Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Gives names and addresses of Hardware Retailers, 
with ratings based principally upon annual sales; 
and also shows names, addresses, capitalization, ter- 
ritory covered, number of traveling men, names of 


buyers and lines handled by Hardware Wholesalers. 
CONTENTS 


Wholesale Hardware Houses and also Manufacturers 
Agents in United States, Canada and Foreign Coun- 


tries. 
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Retail Hardware Stores, including Retail Departments 
No wonder it sells. of Wholesale Houses in United States, Canada and 
. Foreign Countries; also General Stores, Lumber 
No more dropping Yards, etc., handling hardware. 
, 2 ing hard in United 
on the dusty floor. oe ee carrying hardware in Unite 
| No more toppling Deprsimeat Store coring hardware snd hewesfur 
! into the basin. No Automobile Accessories Jobbers. 
| Dealers in Mill, Steam, Mine and Machinery Supplies. 
| more soapy water ag Merchants handling hardware and kindred 
' : ines. 
seeping In tot he Sporting Goods Wholesalers and Retailers. 
bristles. No more a Order Houses handling hardware and housefur- 
nishings. 
fussing--mu ssing-- Woodenware and Willow-ware Wholesalers. 
1 ; Paint, Oil and Varnish Jobbers. 
KitP l 
“KLING: Q CUSSINE. Radio and Electrical Goods Jobbers. 
Any wher A.K.TROUTCO., Inc. ak ger Jobbers. 
Depe. X | embership Lists o ardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers 


as - . 

‘Kune-KuP 342 Madison Avenue is indispensable in economic direct-by-mail promotion work 
vin est New York City and also a helpful guide for salesmen’s calls. Every sales 
oo manager should have one on his desk, and every salesman 
could profitably carry a copy in his grip. Since the previous 
Put this carton on your issue was published there have been more than 10,000 
additions and corrections, and these all appear in the 

shaving brush display-- current issue. 
insert a brush into Kling- Hardware Wholesalers find Verified List of great value in 

“‘checking’’ their retail prospect recorde. 


Klip and fasten it to a 
glass case--Then watch $12.00 postpaid 


it sell both Kling-Klips HARDWARE AGE 


and Shaving Brushes. 
(Verified List Department) 
239 W. 39th St. New York, N. Y. 
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Profitable Leaders in 
All Types of Spring Scales 


There is a sturdy, accurate Hanson 
Scale for every weighing purpose. 
Capacities from two to _ sixty 
pounds or metric equivalents, in a 
wide range of types and finishes to 
retail from $2.35 to $10.00. 


HANSON Household Scales 


The 20-lb. Household Scale, No. 
1930, illustrated above, is our New 
White House Model. Porcelain 
top; 8-inch glass protected dial 
with nickel-plated rim; _ special 
“3,000,000 Test Springs;” and pat- 
ented leveling indicator. Intended 






for use in the finest kitchens. Re- m1 * oe sens 
tails for $6.50. No. 1940, 40-lb. il wy 2s Ibs: 


cap., $7.50. No. 1960, 60-lb. cap., 
$8.50. 


HANSON Nursery Scales 


The Hanson Special 25-lb. Nursery 
Seale illustrated, No. 1150, meets 
the demand for an accurate yet 
moderately priced home scale. In- 
cludes one of our best scales, a 
washable, canvas hammock, and 
cast iron base to prevent tipping. 
Retails for $8.50. 40-Ib. Nursery 
Scale No. 1950 with hammock and 
base retails for $9.75. 


HANSON Dietetic Scales 


Used by people on restricted diet 
and in connection with Insulin 
treatment for diabetes. White 
enamel finish. No. 1440, illustrated, 
500 grams by 2 grams with rotat- 
ing dial, retails for $9.50. No. 
1450, 1000 grams, with non-rotat- 
~ | as dial, retails for 
6.50. 





HANSON Dairy Scales 


Used by dairy farmers to check up 
on milk yield of cows. Loose 

inter offsets weight of pail. 

adings in tenths of pounds make 
figuring easy. No. 30, 30-lb., sin- 
gle spring size, retails for $3.90. 
No. 160, 60-lb., double spring size, 
retails for $4.85. 


HANSON General Utility 
and Vender’s Scales 


Made of heavy steel throughout, 
with adjustable set screw at 
top, finished in baked black japan 
decorated in gold. No. 831 is 20-Ib. 
scale without glass, with 18 x 14 
inch scoop and chains. Retails for 
$3.50. No. 1072, 25-lb. cap., has 
glass sash and nickel-plated rim, /--\\. 
with 11-inch round steel folding &—... 
pan, and retails for $4.75. a tare 

Write today for com 

and other “analee, nee pen ng | gape eer | =e sy 

Cable address: “Hansco”-Chicago, all codes 


HANSON BROS. SCALE CoO. 


Established 1888 
508 N. Ada St., Chicago, , © 
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3 Times the Life! 
3 Times the Sales! 
3 Times the Profit! 


Never before in the history of Can and 
Pail production have retail sales mounted 
to the volume now enjoyed by progres- 
sive Witt Dealers throughout the nation. 


The facts are clear! 


The Guaranteed Line of Witt Corrugated 
Cans and Pails pays the progressive Witt 
Dealer from two to three times the usual 
profits, gives the consumer the only Can 
in the world that is guaranteed by the 
manufacturer to outlast 3 to 5 of the 
ordinary kind. 


Sales of Guaranteed Witt Ash and Gar- 
bage Cans are the largest on record—and 
every day you delay your investigation 
may mean a loss of prestige and profits 
for your store. For quick delivery, get 
in touch with your Jobber or write at 
once to 


The Witt Cornice Company 
No. 2111 Winchell Ave. 
Cincinnati, Ohio 


Manufacturers of 


WS Werreriret 
CORRUGATED 
‘CANS and PAILS: 
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Stamp Your Store 
as a Seller of Good Tools 


ICHOLSON FILE COMPANY trade marks 

do far more than guarantee the quality of 

the files on whose tangs they are stamped. So 
high is their world wide reputation, due to years of 
integrity in file manufacture, that these trade marks 
stamp your store as a seller of high grade tools. 


THOUSANDS OF MECHANICS and home tool 
users look for these trade marks whenever they 
buy a file. Naturally, this confidence means 
not only increased file sales but quicker turn- 
over and more profits on all tools you sell. 


NICHOLSON FILE CO. 


Providence, R. |., U. S.A. 


—A FILE FOR EVERY PURPOSE 
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No. 210 
For Homes 





They'll Soon Be “Spring Cleaning” 


Housewives everywhere will soon be looking over 
their mops and mop wringers preparatory to “Spring 
Cleaning.’” Many will need new mops and mop 
wringers, or mop squeezers. 


Be ready to supply their wants with the ““BOLLER’”’ 
and “EZYSQUEEZE” Lines. There's nothing bet- 


ter. 


And no matter what make of mops you sell, the 
housewife or janitor will find that a “BOLLER” 
or an “EZYSQUEEZE” Mop Wringer or Mop 
Squeezer will not only save them much time and 
labor, but it will also save mops. 


Thirty-four styles to choose from. If your Jobber 
cannot supply you—write to us. Catalog free. 


PETER P)OLLER MACHINE WORKS 


126-128 N. Curtis St. Chicago, Il. 


SALES REPRESENTATIVES: 
















SAN FRANCISCO LOS ANGELES DALLAS Z 
Thayer & Bower Thayer & Bower F. LL. Glover & Co. ‘ See “=” sit 
845 Monadnock Bldg. 923 E. 3rd St. 1322% Commerce St. our r ware 
Eastern and New FEng'and States DENVER ar ‘ 
». E. Peabody & Co. J. H. Morrtson atalog Buye's 
71-73 W. Broadway 306 Sugar Bldg. in Gtalog 


New York 











All BATHWHITE Fixtures are Are you displaying them so cus- 
made of solid brass—the lasting, tomers are instantly reminded of 
enduring metal. Our wonderful 
new china-white enamel is applied Pjace your order now for a special 
by a special process. It retains display assortment. We will send 


the original color and gloss indefi- free a beautiful display board for 


nitely. 


Are you prepared to deliver BATH- WHITE and costs you nothing. 
WHITE products when asked for? Write today for particulars. 


E. H. TITCHENER & CO., Dept. No. 4, Binghamton, N. Y. 


New  Bathwhite 
Universal Fixture 
No. 7-B. Popular 
combination — tooth 
brush, paste and 
tumbler holder. 


Solid Brass Fixtures with jag. 


a Wonderful White Finish a 


their needs? Let us help. 


use on walls or in window. A 
silent salesman that sells BATH- 








BATHWHITE FIXTURES 
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*====" Attach this coupon to your firm letterhead *==="4 


The General Fireproofing Co., Youngstown, Ohio HA 


Please send me without obligation a copy of The GF Allistee) Furniture 
Catalog. 
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RAWERS that operate at a touch, BS 
with velvet smoothness—greater ae 
filing capacity per unit—unusual fire set 
protection—and no wearing out. All 
these are Allsteel File advantages. 


Welded construction throughout, 
beautifully and richly finished in 
baked-on enamel, Allsteel Files— 
like the entire Allsteel Office Equip- 
ment line—guarantee you permanent 
satisfaction, at a reasonable cost. 
Write for the new GF Allsteel Furniture Catalog. 
THE GENERAL FIREPROOFING CO. 
Youngstown, Ohio 
Dealers Eoerywhere « Canadian Plant: Toronto, Ontario 
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There is an old 
familiar say- 
ing: 


“The Quality 
Remains Long 
After the Price 
Has Been For- 


gotten.” 


This is never more true than when it 
applies to a Scale. A scale is really 
not a scale unless it is accurate. A 
cheaply constructed unreliable scale 
is expensive at any price. Competi- 
tion is keen and some hardware deal- 
ers may feel that price is the only 
qualification, but do not forget—“A 
satisfied customer is always the 
greatest asset.” 


CHATILLON 
FAMILY 
SCALES 


are built by skilled 
mechanics with 
years of experi- 
ence. 






ACCURATE 
RELIABLE 
DEPENDABLE 


Recommend 


Chatillon Favorite 
Family Scales | 


Look for the | 
name Chatillon 
on the dial. 


No. 344E 


Write us for descriptive circular and complete 
information 


JOHN CHATILLON-& SONS 


Established 1835 
85-89 Cliff Street, New York City, N. Y. 














1926 


February 4, 








itro Powder Solvent 
N2Q 
The Standard Gun Cleaning 


Product for Twenty Years 
with the Big Consumer Demand 














| Sold Only Through the Trade 








Not an experiment living down a series 
of failures under the camouflage of new 
names, but an old-time, reliable gun-and- 
rifle-cleaning preparation that has stood 
the tests of time. Uncle Sam O.K.’s it. 
Best shooters in world use it. 


When you sell it to your gun-loving 
customer, you're selling the best. Re- 
moves all primer and powder residue 
(chloride of potassium—salts) the cause 
of rust. Removes metal fouling and 
leading. 




















Let Hoppe’s = 
Silent Salesman | Paps: “Noten n 


7 ee 
Sell for You Eye 
~enapohcg le fas 1. 


HOPPE’S 2s 








He’ll ring up 
many @ sale 
and sell many 
a bottle. 


Your customers 
will want our 
booklet, ‘‘How 





Made especially for working parts of firearms, fishing 
reels, etc. 
No acids. 





For more than 20 years the Authority on Gun Cleaning 












|[Hoppe’s Lubricating Oil_ 
Your Trade Will Want It 


And when they buy it, they will come back for more. 


HOPPE 


UBRICATINg 


Hundreds of users for it in every household. 


Won’t gum. Prevents rust. mele 


FRANK A. HOPPE, Inc. 


2314-K North 8th St. Philadelphia, Pa. 


Representatives: 


Edw. W. Simon Co., Inc., 258 Broadway, New York City 
H. L. Bowlds, 217 Mason Opera House Blidg., Los Angeles 
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The Warren Policy 


In the old days, before ethics began to creep 
into business, the merchant who mulcted his 


customers hardest was considered smartest. 
The chief idea being that merchandise was 
worth whatever the individual purchaser could 
be induced to pay. It was common to exag- 
gerate values, to misrepresent quality and to 
disclaim responsibility when the buyer came 
back to complain. 


Gradually, the notion has grown that fair deal- 
ing, Service and Satisfaction Guaranteed, are 
better business policies than the old ‘“‘public- 
be-damned "’. attitude. 


Having followed this broader policy from our 
very beginning, the growth and standing of the 
J. D. Warren Mfg. ,Company is evidence that 
this is not merely good ethics, but sound busi- 
ness. 


It is natural, therefore, that such a policy, plus 
the finest of materials, the highest skilled labor 
and thirty odd years experience designing and 
manufacturing Sectional Hardware Store Fix- 
tures, exclusively, should have well earned the 
endorsement so often heard: 


‘‘There Is No Substitute for Warren Fixtures”’ 


Planning Department will be glad to assist in 
if you will send us details. 


Our Store 
developing your store plans, 
Catalog upon request. 


J. D. Warren Mfg. Company 
159 N. State Street Chicago, Illinois 
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key Cutting MadeProfitable 


You Can Cut Any Key In 
Less Than A Minute WithA 
Segal Rectifying Key-Cutter 


Equipped with the Segal 800 you can turn 
out any key, Yale, Sargent, Corbin, Russ- 
win, offset keys and even freak keys while 
your customer waits. This kind of ser- 
vice yields not only a good profit—but 
the best kind of advertising for your 
store—advertising that will bring more 
profits. This speedy key service will 
attract new customers—not only to buy 
keys but other things as well. 









The best feature of all, is that any boy 
can operate the Segal, the overhead is 
practically nothing. 


Other hardware dealers are making a 
tidy profit. You can do as well. Send 
for details. 


Cuts all makes of flat as well ' Lr 
as cylinder or paracentric Keys HAND OF POWER re ee ee 
Philadelphia Boston Cleveland Detroit Chicago Los Angeles 


LADDER. .. § 
J erY puRPOSE § 
“ : NEEDS § 
E 
| EVERY HO. TAODER> 
el every FARM NEEDS 
ja CN. LONG LADOER, 





| Awe PAY THE FREIGHT 
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~- “am BRUSHES 


WIRE 





Made for the Hardware Trade 


Here are illustrated a few of our many kinds 
of Steel Wire Brushes of Highest Quality oi 
which we manufacture the most complete and 
up-to-date line in the world. 


The hardware dealer who realizes the ad- 
vantages in buying all his Brushes and Brooms 
from a company who cater exclusively to the 
hardware trade will find us the right people 
to do business with. 


MILWAUKEE 


Brush Mfg. Co., Milwaukee, Wis. 


ooh: on 


1611 1661 1632 





—_ 
o 
~™~ 
— 






atigee sav - me pe Rn ter Spe en - 
Soe © Se 


a 
eo pee Waa 


ee ee 













£291 


7 
io 






~e 
ro 











Taplin No. 477 











CAN OPENERS—KITCHEN 


Taplin Beaters have been sold the world over for thirty 
years and have given universal satisfaction. The name 
Taplin has become a guarantee of quality, durability and 
service. A wide range of styles and prices enables us to 
meet almost any requirement. A long experience in the 
Export Trade ensures intelligent and trustworthy at- 
tention to that department of our business. We solicit 
correspondence, and will send printed matter, export 
prices and samples to the trade on request. 


No. 477. The frame of this Double Dasher beater is made of IRON. It 
cannot bend under strain or pull out of shape, consequently the gears cannot 
cramp or disengage. The Grip is handsome sanitary white or black. There are 
no sharp edges on handle to hurt the hand. 


Has eight beating blades, tw'ce the usual number, shaped to beat to bottom 
of bowl. Beats twice as quickly and more thoroughly. Center drive. Coated 
tin finish is Rust Proof—always bright and clean. The most durable and 
efficient egg beater made. 


28 Sizes and Styles of Egg Beaters for home, restau- 
rant and hotel use. Full line of Can Openers. 


TAPLIN BEATERS 


TOOLS 





Dover Beater, 
All Sizes. 


THE TAPLIN MFG. CO., New Britain, Conn., U. S. A. 





No. 30 All Steel. Tool Steel Blade No. 95 Stainless Steel Blade 
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WHY McKINNON REELS 
ARE SUPERIOR: 


They are ALL STEEL elec- 
trically welded—no project- 
ing bolts, screws or rivets to 
injure the hose. 


They have large CORRU- 
GATED GALVANIZED 
drums. No rusting and no 
kinking of the hose. 


MANUFACTURED BY 


McKINNON DASH CO. 
BUFFALO, N. Y. 

















“Old Fashioned” Quality 


Something 
Better 






Would you sell 
your customers a tack 
hammer for driving 
spikes? Then why 
sell a little light chop- 
per for removing 
heavy ice? 


White sidewalk and 
pavement choppers 
are laid steel—just 
like a chisel and have 
a tool steel edge. 


Cities have adopted 
them for street 
gangs, for _ schools 
and parks. 


Send for a sample 
and our catalogue. 


Do It Today. 
The L. & I. J. White Co., Inc. 
125 Columbia St. Buffalo, N. Y. 











A Complete Line 
of Hand Sprayers, 
Dusters, Atomizers 


The Acme dealer has a dependable, 
standardized tool to offer every cus- 
tomer—every practical style. A well- 
known line with a steadily growing pres- 
tige backed by seasonal advertising in 
farmer and grower journals. 


A Money-Back Guarantee 
Most customers know the Acme, but you can 
say: “If it isn’t all right, bring it back.” 
Our guarantee protects the dealer in making 
good this Acme sales clincher. . 

The complete line sold through jobbers 
everywhere. Write us for catalog and dealer 
sales helps. 


POTATO IMPLEMENT CO., 
Dept.11 TRAVERSE CITY, MICH. 

















LANDRETH'’S 


Garden and Flower Seeds 
Mixed Lawn Grass 


Now is the time to place your Garden, Flower 
Seed and Mixed Lawn Grass Seed order, if you 
have not done so for this Winter and Spring 
shipment. If you would like our prices, send us 
a list before buying elsewhere and we will quote 
you on Seeds of various kinds in bulk, in litho- 
graph cartons of | Ib. 4 Ib. and %4 |b. and in 
Flat Papers. We would shee like to quote you on 
Mixed Lawn Grass. Please give us the oppor- 
tunity. 


1926 CROP 


Before buying for delivery after 1926 crop, send us a 
list of your wants that we may quote you if our traveler 
does not call upon you at 
the proper time. 


We are the oldest Seed 
House in America, this be- 
ing our 142nd year in the 
Seed Business. Had we not 
grown good seeds, given 
good attention to business, 
good service and fair prices, 
we would not have existed 
so long. 


Businese Established 1784. 


D. Landreth 
Seed Co. 


Bristol, Pa. 





COLONIAL. BOY COPYRIGHTED 
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for 
bathrooms 
and Kitchens 


Medicine Cabinets 


Mirrors with Towel Racks and Shelves 


The most economical source of 
supply for merchandise of this kind 
is Borin Manufacturing Co. Both 
quality and price will satisfy you. 


Write for illustrated catalog and 
price-list. 


BORIN Manufacturing Co. 


1325 S. Cicero Ave. CHICAGO, U.S. A. 


800 Brunswick Bldg., 225 Fifth Ave. 


NEW YORK OFFICE: 
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Goulds Automatic Oiling Pyramid Pump. One 


of our many types. 
Catalog on request. 


THE GOoULDS MANUFACTURING Co. 


SENECA.FALLS, N. Y. 
Branches or Agents in All Principal Cities 


ULDS 




















Made Sate tor 


Your Customers 


Concerning step ladders a dealer’s first thought 
should be the SAFETY of his customers. 





Our first thought is to make 
every step ladder so LIGHT 
it will be easy to handle 
and so STRONG it will be 
perfectly SAFE to use. 


Every 
Trade-Mark 


Super-Strong 
Step Ladder 


is trussed at the point of 
strain by a Patented Steel 
Step Support which rein- 
forces and holds each step 
secure. No nails. No 
slots. No grooves. Send 
for Catalog and Prices. 





The Superior Ladder Company 
516 East Madison St. (Lincoln Highway ) 
GOSHEN, INDIANA 


Agents wanted on commission who handle allied line 








ain 


A New 





Product 


Sells on sight to every gardener and | 
home owner. : 
The only weed puller that removes ed 

both the weed and the ENTIRE 4° 4° 
ROOT without leaving unsightly | : 
holes or bald spots in the lawn. 


The Out-U-Kum 
Weed Puller 


is strongly made, nicely 
finished and moderately 
priced. Packed % doz. in 
an attractive Display Car- 
ton. Specially packed in 
strong cases of 3 doz. for 
EXPORT. 


Write us for prices NOW 


C. S. Norcross & 
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Yhe Door Knocker DROP FORGED WELDLESS 


Plus = EYE BOLTS 


‘‘Modernized’”’ 
ROLLED THREAD 
GALVANIZED OR PLAIN 








flere isa Door Wnocker 
and Letter Chute com 
bined that is quickly ad- 
justable to any thickness 
of door and when 
attached makes it | 
unnecessary to go | 
outside to get the | 
mail. Owing to 
its rare beauty 
and = practicability 
the 


COWAN 


Letter Chute  * 
KNOCKER Poteet Applied 








YY” Diam. with Eye 1%” Inside 
ee? 2 

%," 1%" 
1” ee se ee Ag ee 


Quick Shipment 


is having a ready sale wherever shown. It is substan- 


tially made of heavy cast brass and will outlast any Oliver lron and Steel Corp 





door. 
Made in a variety of beautiful designs and furnished ‘i 
in all standard finishes. Liberal profit. 1001 Muriel St. 
Write for Folder and Trade-prices. PITTSBURGH PA 
+ J e 
THE COWAN MFG. CO. ESTABLISHED 1863 
Pittsburgh, Pa. 


























Kimball Straight Line Drive 


This Kimball Straight Line Elevator 
Drive eliminates the possibility of dis- 





SUPERIOR 


Poultry Netting + ge agen Sven sllyemrnigy 
will prove a goo d en —a machine frame as an in- 
will builder with ' Write for further information. 
your trade. There is a Kimball Elevator built for every 
requirement 
7 - an 
gy hen you specily | KIMBALL BROS. CO. 


Superior Brand, you 
provide for your 
trade poultry’ netting 
and hardware cloth 
with straight selvage 
and even mesh. Free 
from bags and humps. 
Heavy bright galvan- 
izing. 


1117-41 South 9th Street Council Bluffs, Ia. 





Every roll tells 
its own story 


G. F. Wright Steel & 
Wire Co. 


Worcester, Mass. 
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W acpen-WoORCESTER 


475 SHREWSBURY STREET 
Worcester, Mass., U.S.A. 


Every Ford Owner a Prospect 
For These Socket Wrenches 


This display 
board enables the 
motorist to select 
easily the 
wrenches needed 
for his Ford car. 


There is no 
charge for the 
board. 











The investment 
is small—-the 
“turnover” rapid. 


Write for Cata- 
log 500. 


Incorporated 

















MEASURING TAPES 
f FOLDING RULES 
i PLUMB BOBS and LEVELS 


%6 in. 
leather 
handle. 
ings. 


applied 





“STANDARD” 
PLUMB BOBS 
from 
OZ. trass with 


in 9 weights 


after sale. 


“HOME” STEEL TAPES 
wide. Strong, bent 
case, Self-Opening 
Nickelplated mount- 


New ‘‘Endfastener’’ (Pat. 


is making sale 





stee! 


point. Perfectly balanced. 


FOLDING RULES 


mi) OE AVORITE” LEVELS 
ray for Builders, Carpenters and 
armers. Pasy to use. Com- 
plete outfit with wooden box, 
teal bob, rod and tripod. 


52 or % in. wide. Hardwood. 


durable finish, yellow or white. 
Securely riveted spring joints 


that stay ‘‘put.’ 


Attractive display material 
jurnished with order. 


KEUFFEL & ESSER CO. 


NEW YORK, 127 Fulton Street 


ST. LOovIS 
606-20 $. Dearborn St. 817 Lecust St. 


CHICAGO 


General Office and Factories, HOBOKEN, N. 9. 


SAN FRANCISCO MONTREAL 
30-34 Second St. 6 Notre Dame St. W. 


Drawing Materials, Mathematical and Surveying Instruments, Measuring Tages 





(Reg. U. 8S. Patent Office) 


WOOD SCREWS 
MACHINE SCREWS 


DRIVE SCREWS 
STOVE BOLTS 


Quality Service 
Samples Gladly on Request 


CONTINENTAL WOOD SCREW CO. 


New Bedford, Massachusetts, U. S. A. 
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The Small Na il Trouble 





‘The Tin and Nail Trouble 
Avoid These Troubles—Use 


SIMPLEX 


ROOFING NAILS 


Time Savers 





There ean be no trouble with the 
Simplex Roofing Nails. 


They can be driven from any angle 
and the large head, well riveted, pre- 
vents them from being driven through 
the roofing like the old style roofing 
nail or wire ring head. 


The head is made from heavy stock, 
is enrved and edge positively will not 
curl up when driven, besides being 
. four times the area of large-headed 
TRADE MARK nails, They are quicker to lay, taking 


SIMPLEX but one-quarter the time that a tin cap 


REG.U.S.PAT.OFF and nail requires. 
Psy. => F 4 ° . 

















The head resists rust. 


Simplex are used on Order your prepared roofing to come 


reofing, roof covering, with Simplex nails. for laying new 
veneering — also lining roofs. 154” for laying roof over shingles. 
and covering buildings, ; 

tacking signs, export Order from your jobber or send us 


packing, ete. your inquiries. 


Crescent Brass & Pin Co. 


SOLE MANUFACTURERS 


DETROIT MICHIGAN 
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Do You Sell Poultry Supplies? 


The Patterson & Young 
Incubator Moisture Guide 


Scientific — Accurate — Practical 


Solves the Moisture Problem in incubation. 
Is NOT a Hygrometer—BUT Records Evapo- 
ration. Approved by Agricultural Colleges, 
Experiment Stations and Thousands of Satis- 
fied Users. Selling for the first time through 
the Regular Trade. Wide Demand exists 
wherever Incubators are used. Ask Your 
Jobber. Foreign Distributors needed. 


The Moisture Guide Co. 














Attachments included for all turning trays 217 E. Olive Ac. Springfield, Mo. 


























Sut PLATE Pricrion Some. 





Two Good 
SELLERS 


Speee-@oldering Paste 


acts quickly and is un- 
equalled for electrical and 
general soldering work. 














It is absolutely non-cor- 


rosive and a ready seller. . WHITCO—'Th e Easy Hardware” 


ol PECO A set of WHITCO Casement and Transom Hardware 


consists of two pieces — one for the top and one for the 
bottom of the sash—or one for each side of the transom. 
Speco Solid Sal Am- 





These pieces, beinginterchangeable, may be applied to swing 
the sash to the left or right. 


Over 500,000 sets have been sold and installed without a 


“age ” yen single complaint or criticism of their operation and service. 
ive seller. It pro- 

vides a handy way Sold only through the Hardware Trade 

to clean the iron and In Solid Brass $2.25 per set 


“Cleans as it tins” In Rust-proofed Steel 1.75 “ “ 


without a particle of 
waste. 





Send for Discounts. 


Western Offices: ern Offices: 
Special Chemicals Co. 365 Market Street 636-6451 Mass. Trust Bldg. 
San Francisco Boston 


Highland Park, IIl. ce 
Send all inquiries to nearer office 
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Gem Reputation is World Wide 


Downright merit, national advertising in the Saturday Evening Post and 25 years 
of success to recommend them have created a world wide reputation for Gem 
Nail Clippers. 





Gem Tested Nail Clippers come packed in attractive cartons that start sales as 
soon as shown. The Gem retails at 50c—the Gem Jr. at 35c. 





Cook’s “Burro” Hack Saw Frames 





Made by the same company that makes Gem Nail Clippers. The original 
Dollar Hack Saw Frame and decidedly the most satisfactory. Also made 
with shallower frame. Keep stocked. Send for Literature and Trade-prices. 


THE H. C. COOK Co. Ansonia, Conn. 




















Steel Spindles 
Stock Nats 
Hard Maple Jaws 

12 Sizes 





The jaws adjust to fit either 
angular or straight work 


FOR OVER TWENTY YEARS 


99 J ~ MARK T, 
orgensen 






Meyco Grilles 


for 
Screen Doors 








, , REG U S PAT OFF 
OUBLE your sale to every screen door buyer by Steel Spindle Hand Screws 
equipping the door with a Meyco Grille. They add ;, : scatihes tiniiiaiate ones lames. ‘They are now 
: lave been gradually splacing wi screw Cc 8s. : 
only $2.00 to $2.50 to the price of the door and you get favorably known in nearly every shop where hand screws are used. 
an extra profit. You can guess the reasons for this, but let us repeat 
Because they are correctly designed 
Three attractive finishes, black, brassine and bronze. a ae eA ae, particular to see that they are well made of 
- ; ~ e finest materials, 
a pea are om ye to fit ™ stock size screen Because they are priced low. a ee 
oor and easily attached, requiring on iver. The steel screws do not warp or break. e threads will not 
Ask vour «ole or \ rite di, t ro y a strip. They hold straight or angular work with equal facility. 
d : J NV irect tor special introductory They work faster than wood screws. They are factory assembled 
offer. and tested and cannot be taken apart. 


By their use, both dealers” and users avoid the annoyance and 
expense of frequent repairs, as ‘‘JORGENSEN’’ clamps last 
indefinitely. 


THE FRED J. MEYERS MFG. CO. — by oe E aangen oe , is 
HAMILTON, O. complete catalogue gladly sent on request. 


Also stock grilles in sheets, for use as store fixtures, railings, ADJUSTABLE CLAMP COMPANY 


wickets, partition work, guards, etc. 211 N. Jefferson St., *Chicago, Illinois. 
Hammacher, Schlemmer & Co., Distributors in New York 
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ALUMINUM RULES 


LIGHT 
DURABLE ACCURATE 








ie i OF SPECIAL HARDNESS, DURABLE AND HOLD SHAPE WELL 
Poeaeiieeee| Sunken black markings. Brass joints. Rust proof. Light weight. With or 
“a a, )~> without FOLDING END HOOK. 


ee 4 
FIVE FOOT tee) DISPLAY No. 12, a substantial, attractive, colored card, carrying only four 
Ta ase Aluminum Rules, as shown. It is the smallest assorted stock any dealer could 
x FOOT ie carry and sells the rules on sight. 


_ Ce Tapes, Rules, Mechanical Tools 





7s THE [UFKIN fouLe (0: ea 


Catalog. 
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Its Now a Staple 
Hardware item 


The Jacobsen “Junior” is a worthy member of the 
famous Jacobsen line of mowers for Parks, Estates, 
Cemeteries and Putting Greens. It is a sturdy, sim- 
ple, trouble-free mower suitable for moderately large 
home lawns, school, college, hospital or industrial 
lawns. Cuts a 19 inch swath at the rate of two acres 
a day on a gallon of gas. 


Quality in a Small 
Power Lawn Mower 


You can sell the Jacobsen “Junior” off the floor 
on our money-back guarantee—no demonstration, no 
servicing problems. A boy can operate it. Travels 
on its own power. Has self- sharpening device. Write 
for illustrated literature, attractive prices and dealer 
“-eounts. Nationally advertised for your benefit. 


JACOBSEN MFG. CO. 


Dept. DD, Racine, Wisconsin 














There 
orofit an 
orestige ti 
selling th 
Jacobse’ 


Eastern Office: 
245 W. 55th St., 
New York City 





Jacobsen 


wa ftatl') ae 








Again the merits of 


Polly Prim 


will be proclaimed to over a 
million women in the April 
issue of Good Housekeeping 
with nearly a half page of 
space. The leadership in the 
household accessory field at- 
tained through years of effort 
must be maintained and our 
duty lies in telling American 
women of our products by 
printer’s ink. The jobber and 
dealer have long known the 
values in the Fulton Line and 
their confidence is best proven 
by the big sales increase in 
1925. A stock of Polly Prim 
Dust Pans should be seen on 
your shelves with a display 
in your window—you will 
find that even dust pans can 
be made a very profitable 
item in your - 
store. All the 
better jobbers 
have them—if 
your jobber 
doesn’t, write 
us. 




























Patent Novelty Co., Inc. 
Fulton, Illinois 

















The New 


SHERMAN DIAMOND 
HOSE NOZZLE 


A perfect attachment made of 
heavy wrought brass for cov- 
ering more ground in_ less 
time. It throws more water 
farther —thus shortening the 
important hours of lawn and 
garden sprinkling. A _ larger 
nozzle with a larger stream and 
a volume spray. Water-tight 
shut-off. 


always 


agi fect 


<A 





Order a dozen Diamond Nozzles 
in ‘g ~4 carton featuring ‘Per. 
fect ” from your Jobber 
Individe y wrapped in tarnish. 
proof paper. 


H. B. SHERMAN MFG. CO. 


BATTLE CREEK, MICH. 

















"Buide 7 “ ape ty” 
dl 


a0 Ol 1-9) OL e) 


‘SNO-CHIP’’ wHITE ENAMELED HANDLES 


NEITHER 
PEEL, 


No. 095 : ae: Mo.0140 No. 099 


ASK FOR 
SAMPLES 


VAUCHAN S$ 


a x « PA ca? » (age 
aN teltls i > OR Ogu 


ve Lt) ii = Sd 


COMBINATION CAN OPENER, BOTTLE OPENER, CORK SCREW 


VAUGHAN NOVELTY MFG. CO. *"%1fec2o"" 


ee eeEeEeEeEeEeEeEeEeEeEyEEEooioOolOOO 
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CANNON COMBINE 
CONTAINER 


(They keep liquids or solids hot or cold) 


A thermo jug at a price 
that every one can afford 


One gallon Wide mouth, 
LOWEST annealed, 
PRICED smooth corners 
water jar in inner con- 
on the market tainer. Uses 
that actually Mayerite—the 


keeps liquids or insulation that 


solids hot or does not 


cold. change with 
Weight 7 — 

dampness. 
pounds. 





PACKED ONE IN A SHIPPING CARTON 


Manufactured and Guaranteed by 


CANNON OILER COMPANY 
Keithsburg, Ills., U. S. A. 











Chair 
Tips 


For the Sharp Ends 
of Rocking Chairs 





have quickly found favor with the trade. 
A positive protection against the sharp 
Durable and eas- 

Catalog, prices 


ends of rocking chairs. 
ily fitted to the rocker. 
and terms on request. 
Elastic Tip Co. é f (i | 
370 Atlantic Ave. 


Boston Mass. 





on page 763. 

















DIETZGEN 
BUILDERS’ 
LEVELS 


By all means include Dietzgen Levels in your stock this year 
for your store is their logical headquarters. More and more, con. 
tractors and builders are adopting modern, efficient equipment. The 
demand this season fer builders’ levels will be greater than ever. 
Be prepared! 
of quality-—of reliability 


The name Dietzeen is ao guarantee 


DIETZGEN STEEL TAPES 


aie in recto dB ‘Seles. 
ever-working silent Saleamen, 


are “standard equipment”’ 
properly displayed, is bound to 
furnish attractive display trays 

Qur consumer advertising on Levels and Tapes will also help 
you sell, 

Write for attractive dealers’ proposition. Our nearest” branch 
will gladly cooperate toward increasing your business in every 
possible way. 


EUGENE DIETZGEN CO. 


Enduring worth at reasonable cost 





Chicago New York | EN Philadelphia Washington 
New Orleans Pittsburgh [HEIaee’ Milwaukee Los Angeles 
San Francisco Est. 1885. factory at Chicago 




















Known as Reliable for 
over Fifty Years 


The bobbed hair fad is at its peak 


—-take advantage of it. 


Priest’s ‘Tiger and Shaver are 
ideal for keeping the cropped hair 
short. The daintiness and light 
weight of these clippers always at- 
tract women customers. , 


Remember Priest quality and 
service are back of every clipper 


AMERICAN SHEARER MFG. CO. 
NASHUA, N. H. 
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“COLD HANDLE” FRY PANS AND SKILLETS 











ce Made in the “L. & G.” 
“itt: QUALITY, both in FIN- 
A ES ISH and WEIGHT. Or- 
ih der a Sample Line and be 


convinced. 


LALANCE & GROSJEAN MFG. CO. 


NEW YORK CHICAGO BOSTON 

















Wood Screws 
‘Machine Screws 
Cap Screws 
Set Screws 
Stove Bolts 
Sink Bolts 
Hanger Bolts 
Nuts 
Rivets 
Burrs 





PAINTS @ STAINS @ ENAMELS 





A Complete “Little Paint Department” 


A single size of handy household can in each 
color to retail at one popular and profitable price 
—15-cents to 20-cents according to locality. Limit- 
ed but complete color variety. 
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ture Varnish, in Full Half-Pints ; Enamel Paint, White, 6 \ 


th. 
™~ 





Prepared Paint, 11 Colors; Varnish Stain, 6 Colors; Screen 
Enamel, Black Green; Stovepipe Enamel, Iron Black; Furni- 








Colors in Full Quarter-Pints; Aluminum Paint, Gold Paint (Qi 
in Full Eighth-Pints. Every individual unit must meet Reed & Prince standards of 
quality and accuracy. Whether finished plain, blued, nickel, 


brass, copper-plated, sherardized or hot-galvanized, it may be 





Ushi Dito) Write for Color Card, Descriptive Folder 











and Sample Can. selected with the utmost confidence . 
lAUK PAINT Mre. £a, REED & PRINCE MFG.CO, -— 












WORCESTER, MASS,U.S.A. 
————_ WESTERN BRANOH arCHICACO- 121 NORTH JEFFERSON ST. = 


eee Pe eS 


170-1 16 Seoul Avenue Brooklyn, New York 














Good Window Displays 





Do you realize that no one factor And many dealers who require 
will draw people to your store like their own copy of Hardware Age 
attractive window displays of sea- find it highly profitable to subscribe 
sonable merchandise? to extra copies for their sales 

Hardware Age is continually re- corer. 
producing such window displays— The cost, $3.00 per year, is re- 
its representatives are always on turned over and over in better win- 
the lookout for new ideas. dows and increased trade. 








Hardware Age, 239 West 39th Street, New York City 
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THE Two WORLD CLS ANE RS 


infectant. 

renovates Paint, 
CLEANS 

WALL PAPER 





For Window Shades, 
Frescoing, Water Colors 


45 W. Absorene Bldg. 


ABSORENE WALL PAPER CLEANER is a patented and guar- 


anteed article, easy to use, cleans perfectly and is a harmless dis- 


H R H PAINT CLEANER is a household necessity. 
Woodwork, Marble, 


cleaner in the Bathroom, Kitchen and Laundry. 


BIG SELLERS IN HARDWARE AND PAINT STORES 
Samples and Information gladly furnished. 


es ae ABSORENE MFG. CO. 


Patentees and Makers. 


Cleans and 


Tiling and is a handy 





Est. 36 Years. 


St. Louis, Mo., U. S. A. 


Cleans Paint, Marble, 
Tile, Porcelain 








SWEDISH TOOLS 


Are Noted for Their Durability 
Made from Swedish tool steel—the very best 


The particular craftsman wants 


For Perfect Team-Work 


Turn your wrench sales into an opportunity to cul- 
tivate good will and build a substantial repeat 
business. 

Feature tools that are adapted to the individual 
requirements of your customer. Point out the many 
advantages of Bemis.& Call features that “hold 











S09 E. Hennepin Ave. 
Minneapolis, Minn. 


quality tools. 


Service and satisfaction to the user 
govern the manufacturer of Swed- 
ish Tools. 


SHARK BRAND CHISELS 





Butt Beveled Edge. 
Regular Beveled Edge. 
Socket Chisels. 


Manufactured by 
E. A. Berg Manufacturing Co., 
ESKILSTUNA, SWEDEN 


Give Complete Satisfaction. 


We carry a full line of Swedish Made Tools 
and Hardware. 


Order from your jobber to-day, or write. 
SCANDINAVIAN 


WESTERN IMPORTING COMPANY 
116 Broad St., N. Y. 


their own” again 





S 


a 





Ltd. 





H 


Coristine Bldg. 
Montreal, 








good 
Ww 
mechanic as 
answering every call for 


B. & C. 
WRENCH 
improvements. 
forged from open hearth 
steel with oval front and 
back, giving 
stock « and 


ster are one 


Write for 


st the best. 


Your suggestions are 
an important part of 
merchandising ser- 
vice. Your trade ap- 
preciates cooperation 
and will reciprocate. 


& C. COMBINATION 


ERVICE WRENCH 


performs the work of a 


monkey or pipe 
Pleases the 
well as 


rench. 


handy tool around the 


home. 


TRADE 


Ba, 


MARK 


SCREW 
offers real 
Bars are 


additional 
strength. 

and bol- 
piece. 


andle, frame 


complete de- 
tails and prices. 


BEMIS & CALL CO. 


Springfield, Mass., U. S. A. 


= WU 


























part. 


Write for prices. 


Spargo Wire Co., 





Bronze ana Copper 
FLY SCREEN CLOTH 


Spargo is real fly screen cloth that looks the 


And besides its attractive appearance, du- 
rability is woven into every square foot of it. 


Rome, N. Y. 


























294 HARDWARE AGE 





““Improved”’ Guaranteed 
Jersey 


Shoe Lasts and Stands 


They are lock bearing and absolutely the best of their 
kind. 

If you are stocking lasts and stands similar to the 
JERSEY it will be to your interest to get tm touch with 
us before placing your next order 


We will show you that you will increase your sales on 
Lasts and Stands bv stocking JERSEY. 


Look 


for ~*~. 
This 

Mark. |S 
V 









Denotes 


Quality, 
Durability. 


STAR HEEL PLATE CO. 


Louis Sacks. Inc. 


357-391 Wilson Ave. Newark, N. J. 
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Vt Marks _ 
on all Polished | 


as plainly as a Pencil onPaper 


LV atsoe vere” 
Does away with Price Labels fg ky 


Marks distincily on on- 
Agateware,Glassware, 
Tinware,Cutlery, Steel. 
and all Metal Surfaces. y 












the strip 
straight 
away. 


PENCIL COMPANY 


PHILADELPHIA — 13.S.A,.. 





Bheisdep 











Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 

You would choose a Never Drip Steel Hod 


with its one-piece ends. You would go 
whistling on your way while the other fellow 
sulked, 

There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 
leaky hods simply because they have not been 
shown the sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland 














Sporting Goods 


Manufacturers 





g 


How Far Are You 


From Your Goal? —’ 





Every year sees 
an increase in 
the number of 
hardware deal- 
ers who sell 
sporting goods. 
Suecessful 
hardware mer- 
chants are push- 
ing this line 
hard—and with 
in@reasing 
profits. 

Your sales mes- 
sage in Hard- 
ware Age _ will 
place your prod- 
ucts before the 
eyes of every 
worthwhile 
d ealer. = Oo 
‘Buck the Line”’ 
of competition 
you must do 
more than make 
a good product. ee 
You’ve got to 
tell the dealers 
how good it is. 
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Make Good Store Signs Quickly 


Your clerk can do it with a “National” and save the 
cost of hiring an expert. The 


TAT TA ART RR TAT 7A 
|S#ow CARD WRITER 
WSN UH UW QWY LU UZ 
is the leading outfit of its kind. 


get instant attention and sell more goods. 
“Special Sales.” 

()ne merchant wrote: 
week we used it.” 
Write for Folder. It contains convincing evidence 
of the results obtainable with National Show Cards. 





d 


It makes signs that 
Fine for 


“It has paid for itself the first 


National Sign Stencil Co. 190%, University Ave. 








ANCHOR}; BRAND 
CLOTHES WRIN GERS 


Show ’Em _ Sell ’Em 
Hide’Em Keep ’Em 


Every family needs ’em and 
should have ’em. They do 
sell if you show ’em. Use 
Stand made for displaying 
‘em and 


KEEP ’EM ON DISPLAY = 


In your window or near the 
front of your salesfloor. 
Stand occupies small space 
and costs next to nothing. 
Anchor Brand Wringers 


Best on Earth 
Every One Warranted 


LOVELL MANUFACTURING CO. 
ERIE, PA. 























@u-ve-co AUTO HARDWARE 








Sell also, for at- 
taching the 


Your customers will be in line 
moulding, 


soon for auto hardware tor 
overhauling jobs. be 
No. 6 ready to sell them plenty ‘of 


% 
nickel 


plased “ Auvecolite” 
Moulding 


—for running boards 


Note the cardboard tube, sealed 
with metal ends, containing “Auve- 
colite’’ Moulding until ready for 
its use. One dozen 6-ft. lengths 
that won’t snarl or curl. For metal 
or wood running boards. 











aaa Ada .. CAN 














No. 150 PPLY YOU 
Rivets PHONE HIM YOUR 
ORDER 
-)<—e 
E Guilo-Veludle Pats Co, 
Manufacturers 


3319 Colerain Ave. CINCINNATI, OHIO 





QEPARE FOR YOUR BIGGEST 


JVOW | SPRING BUSINESS 








HELLER’S ADVICE 


On proper store arrangement, display and storage 
problems can absolutely be depended upon. 














2 ine Bie. alle a oastl pe 
7 . Bs R ad i wey » a we Pies “ be 
. 








There is a little booklet ““The Heller System of Larger 


Profits’ which will help you. Send coupon today for 


your copy. 

. C. HELLER & COMPANY 
767 Bryant St., Montpelier, Ohio 20 Vesey St., New York City 
W. C. HELLER & Co., Montpelier, Ohio 31A 


Please send the new book, “The Heller System of Larger 
Profits.” 
SE) 6's ang 6 O46 46.604 2 e OO wee oe eee Pee we eenes wader 


a le al lt ee 


rere @ ee @e 64.8 2 ee Ge aeeecreveeseverve@eeseseeCeec@ed#@rece@ewrweseee~e— so Ouse dedé6 8 OC ea 
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“CHICAGO” 
ROLLER SKATES 
Have Rubber Tires 




















ey... Qe 


,7 « | WL 
N OF ™ 


“Roll on Rubber” 


gives new life to skate sales 









‘‘Roll on Rubber’’ suggests the speed and comfort that is in a 
pair of Chicago Rubber Tired Roller Skates. Fine appearance, 
substantial construction, and smooth, noiseless action gives a 
boost to the ever-popular sport wherever demonstrated. Non- 
slipping and shock-absorbing. 
Once a buyer sees the Ohicago special features—shiny disc 
wheels, corrugated steel frame, and rubber tires—he will take 
no other. 
1926 will bring new high sales. Get aboard our “Roll on 
Rubber’’ special, with dealer helps featuring the ‘‘Roll 
on Rubber’’ idea. Your jobber has Chicago Rubber Tired 
—~ Skates. If not send us his name and order will be 


Eat. Over 20 Years 


Chicago Roller Skate Company 
4456 W. Lake St., Chicago, II. 


54 @) ae OJ Be 4 OS 5353. 
New Model Just Out 


SW» 6 See =) Oe Oe Ds a) .- 
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Approved and Used 


e 
J YOU TELL 




















f THE DEALER 

the World Over! a ay 
ORE than one-half million (A YOUR PAINT 
Ford owners in every part COVERS —~ 


of the world know that the Tur- 
ner Timing Unit will outlast five 
or six ordinary timers and will 
give dependable ignition the year 
’round, in any climate. 

The new timing disc with pit-proof raceway of hardened 
copper and Bakelite Dilecto is a patented feature found only 
in the Turner Timing Unit, resulting in greater power, 
longer wear, and less fuel consumption. 

Ignition wires are enclosed in water and oil-proof timer 
shell and flexible, cord-packed, metal conduit—completely 
protected from wear or deterioration. 


Write arfd let us explain our attractive dealers’ proposition. 
TURNER MANUFACTURING Co., INC. 
Dept. E--KOKOMO, IND., U.S. A. 


Export Office: 
116 Broad St., New York, N. Y. 









Also builders of the famous Turner 
Junior Timer, Instant Foot Accele- 
rator, Quick-View Oil Gauge, etc. 


URNEF 


) TIMING UNIT 


i i. 
4 a 
“tiéiscanaet™™ 




















Tell the hardware 
dealers about your 
product through the 
medium that covers the 
Hardware Field. The 
readers of Hardware 
Age are wide awake 
merchants. They read 
this paper because they 
want to know what is 
going on. 


Tell this responsive 
audience about your 
product and you'll take 
a big step toward 
achieving the distribu- 
tion you are looking 





I 











So 
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The LOWELL 
Clothes Line Reel 


An article of daily useful- 
ness in every home. 36 feet 
of strong braided’ cord 
wound on a reel encased in dust 
proof metal drum. A simple rachet 
wheel locked by a pawl regulates 
the length of line. Line winds up 
out of sight when not in use. 


The Green Reel—tfor cellar, attic, or porchh The White 
Reel—for bathroom, kitchen, or nursery. Your customers know 
the .“y~ = Reel because of its national advertising. Satisfy 


o- ag —_ n _— be aw: Reels. 
E rder from your jobber—to avoid dis- 


jenn + Sh insist = the Lowell Reel or write us direct 


for prices. 
THE HOGE MFG. uo., Inc. 
215 FULTON STREET EW YORK, N. Y. 







The Reds Sony 


THE TUBE WITH A SENSIBLE GUARANTEE 


are the factors wihdeh made Supertron ene merchandising. 
the foremost Independent Tube in America | | 








The Public buy and 
enjoy Supertrons be- 
cause they are as- 
sured of satisfaction 
by a serial numbered 
guarantee on each 
tube for their pro- 
tection. 

The best dealers 









sell Supertrons be- 
cause they give the 
most satisfaction ; 


the best profit and 
a permanent’ good 
will. 

Backed by a rigid 
policy ; substantial 
organization and 


Branch Cfices tn Principal en Throughout ALL $00 
the United Stat TYPES = 
Export Department, 220 Bway, New York Canada $2.75 


SUPE RTRON Supertren Mts. Co.. Ine. 


a onan Hoboken, N. 
A SERIAL NUMBER GUARANTEE _ 


























STAY-WET 


Paint and Varnish == — Tn! 
Remover 
IT IS THE QUICKEST 
AND MOST POWERFUL 
VARNISH AND PAINT 
SOFTENER MADE. PAINTavaRN ‘ 
Its widespread popularity REMOVER 
and big sale carry conviction. 
It is reasonably priced, car- 
ries a good profit and sells 
readily. 


Case Lots (12 gallons), $1.40 per 
gallon, freight allowed 


RELIABLE PASTE CO. 


3223-25 Cottage Grove Avenue 
Chicago, Illinois 
Dry Paste—Paint and Varnish Remover—Calcimine 


conan] 


L 
‘f 
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past 
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A Faster Selling Mop Offers More 
Profit and Quicker Turnover— 


Convince yourself by sell- 
ing SQUEEZ-EZY. The 
mop that. wrings by a twist 
of the handle. Keeps hands 
out of water. Saves time 
and back-bending. 


SQUEEZ-EZY 
MOP CO., INC. Vf; 
Ml (| 
New Orleans, La. COCKE 














Vise Signals 


PRODUCTS 


Pencil Sharpeners 
: . are made right in every detail, 
Vise Clips priced attractively, sold with first- 
‘ class service to the buyer, and fully 
Vise Index Tabs guaranteed satisfactory in every 


. way. You will find our offer, 
Glass Pushpins which includes dealer helps, etc., 
Picture Hangers 


Viz Signals 
Map Tacks 


well worth writing for. 
THE FOREIGN BUYER will 


appreciate the intelligent serv- 


Thumbtacks ice of our Export Depart- 
, ment and its helpful coop- 
Silver Stee] Pens eration. 


Graff-Underwood Co. 


20 Beacon St. 
Somerville 
Boston, Mass., U. S. A. 


Bud Vases 











REVOLVING 
CABINETS 


Hardware mae A ape in 
auto su arage 
owners like these Rs 
They prevent mixing of bolts 
or screws. 

Large capacity. Small space. 
Many sizes. Send for Cata- 
log and Price List. 

Your Jobber will supply you. 


American Bolt & 


Screw Case Co. 
Dayton, Ohio 




















MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
peg and goods, as well 
s bring the oy ~ are of 
i store up to date 
Write for catalogue ‘show- 
ing a large number of styles 
suitable for all kinds of 
shelving. 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 



















‘‘No siree”’ 


Nothing short of the unparalleled 
Northland resources, equipment, 
experience and skill can produce a 
product like 


Northland Skis 


NORTHLAND SKI MFG. CO. 


World’s Largest Ski Manufacturers 
22 Merriam Park St. Paul, Minn. 
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HEIMERDINGER ag~ “Red Devil” Fence Tools 


Profitable Items for 
Spring Farm Business 


Just as sure as every farmer needs to keep his 
fences in good repair, just as sure will he buy 
this “Red Devil’? Fence Tool the moment he sees it. 
No other tool compares with it! Combines 8 
tools in one—a staple puller, hammer, wrench, 
wire stretcher, pipe cutter, pinchers, wire tier and 
pipe grip. No. 1919—size 10 inches See your 
jobber. 
SMITH & HEMENWAY CO., Inc. 


Mfrs. of *‘. ed Devil’’ Tools 
Irvington, N. J. 


Improved Grass Shears 





Over 200 dozen sold in one city alone in ten weeks. Give 
your customers something good in grass shears and give 
yourself some extra profit by selling this live seller. 


Your jobber has them. 


W. C. HEIMERDINGER CO. 


Dall : BRANCHES 
114 W. Market Louisville, Ky. New York, Chicago, San Francisco, London, Eng. 


























The 
3 ‘oe pete On ny’ 
eal Vos 7 H.B. Ives Co. 


“ New Haven, Conn. 
U. S. A. 









Established 1876 
Incorporated 1900 








g co OMBINATION 
SOLDERING AND TINNING FLUX siashtiinadiits 
| It’s si d Aitable t Il the best | 
F ree Sample known products. Ruby fluid ‘is preferred because BUILDERS HARDWARE 
t is non-corrosive, - siv ( - 8. 
and our latest | Feature and sell Ruby fuld. HIGH GRADE WINDOW AND DOOR 
° Order from your jobber or write to 
prices sent on SPECIALTIES 
request. The RUBY CHEMICAL COMPANY 
| GS MeDowell St. Colambus, Ohio WRITE FOR ILLUSTRATED FOLDER 
































MADE RIGHT— 
TO WORK RIGHT 





\Breye) for tits full name 


Russell Jennings 


stamped on the round of our 







The “ALWAYS RELIABLE” furnaces 
and torches really live up to their name. 
They will stand any amount of use, 
much abuse, and still give your custom- 


mgr kind of service that they have a ° 
right to expect. A uger ena 


Jobbers sell at factory prices. 











T FL, *. ee ; 7 
The original doubie twist auver Dit, pat nted by 


No. 14 PUMP OTTO BERNZ Co., INC. Mr. Russell Jennings in 1855 


No. 13 BULB NEWARK, N. J. 















= 
Offices in New York City, Chicago, Fort Worth, R l] J M f & 
WRITB FOR COM- Denver, Helena, Mont.; San Francisco, Les u S se e Nn n I rn 4 S £ ss O . 
PLETE CATALOG. Angeles, Seattle and St. Thomas, Ont. 






Chester, Conn. 













IWAN SNOW AND BARN SCRAPERS 


These good tools for barn, poultry house and sidewalk , a WHITE “SN 

use are good sellers wherever seen. 7x18 inch blade, Rapid Sellers <HOUSEHOL D rN ) = sed for 
5 ft. handle. ae \CKS Bape 
Attractively finished with durable blue enamel. » wecsall rs Oil a 
Order a trial dozen now from your jobber. White to Tables, 
Enamel ii Shelves, 

Household (ee and in back 
Thumbtacks §& of Range 


ae 
Iwan Bros., South Bend, Ind. 


Mfrs. of IWAN Post Hole Augers and Diggers, 
Hay Knives, Revolving Chimney Tops, etc. 






Moore White Enamel Household 
Thumbtacks are in great demand at 


Housecleaning time. 
Send for illustrated folder. 
MOORE PUSH-PIN CO. 
(Wayne Junction) Phila., Pa. 
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GOOD NEWS! 


NO MORE DULL 
LAWN MOWERS 


The Berghman Lawn 
ower Sharpener puts 
a keen edge on them all 


The BERGHMAN is ad- 
justable to all types and 
makes of lawn mowe:s. It's 
just what your cusiome s 
have been Ico ing for. This 
demand along with the 
many merits of the BERGH- 
MAN means a quick turn- 
over and a good profit to 
you. At the retail price of 
$1.00 this quality product 
appeals to every customer. 
Send your order direct or 
to your jobber for a «ezen 
or more in a dsplay box. 
This will be the beginning 
of many dolla:s of profit 
during the long. spring, 
summer and fall. 
Further particularsand 
a samole uill be sent 
by request 
BERGHMAN CO. 
5427 W. Fulten St., 
Chicago, Ill. 
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TRIMMER 1° 
EDGER 4 Great Labor Saver 


Lawn Mowers and Lawn Trimmers 


GRANITE STATE MOWING MACHINE CO. 
miNSVALE, NEW HAMPSHIRE 












© OLE A- EM © ly | 


ROTATING COOKIE CUTTEIe 


Cuts a whole row of cookies, 
rolls, tea wafers, tarts, as 
quickly as a single one can be 
cut with a form. 


Different from all other cut- 
ters. Light, strong, detach- 
able blades, easily cleaned. 


EVERY HOUSEWIFE 
BLADES DPTACHED WANTS ONE 
Write for a sample or a sample dozen 


AMERICAN CUTTER COMPANY 
49 Oneida St. Milwaukee, Wis. 














Osborne High Grade Punches 





Belt Punches Arch Punches 


Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: Leather 
Workers’, Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 
quality. 

ahove tools will please your customers, as well as our famous Round 
and Oval Punches. 

Remember we have had 99 years of successful manufacturing experience, 
employ only skilled workmen and use the finest quality of materials in 
making our products. 

We stand back of every tool we make. Try us. Write for Caiaiog 
and Prices. 


Cc. S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 
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Make First Keys 7 eg Taking Locks Apart 


Nith the 
Put in a key department and add profits to your store with: ut extra expense. 


Your errand boy will make ALL KINDS OF KEYS with the ‘“‘Beisser.’’ which 
eliminates hand filing. No experience necessary. 

Write today. Let us explain how key-making can be made profitable. and 
idle moments turned into money. 


BEISSER 


407 East 
Fort Street, 
Detroit, 
Mich. 














MORJUICE 


FRUIT PRESSES ) 
CIDER MILLS 
GRAPE CRUSHERS 


Made in All Sizes 


Good territory open for Jobbers, 
Manufacturers’ Agents, and 
Retail Dealers 


Write Today 


CRGWN MFG. CO. 


= Box 226 Phelps, N. Y. 

















“BrusheNu Bill’ says:~ 


Whenever You Sell a Brush Sug- 
gest Brush-Nu to Keep It Clean. 


@stush-Nu 


Brush Cleaner 


QO 



















“BRUSH? NU BILE 
PAINT BRUSH CLEANER 

















nal 


JSALESMAA. 


$1.50 For Two Dozen. 
ORDER A SAMPLE CARTON OF 
YOUR JOBBER OR WRITE DIRECT. 


Brushe Nu Co. 


BALTIMORE MARYLAND 
WAREHOUSES CHICAGO _ SAN FRANCISCO 














The Mechanic Has Learned 
from Experience 


His torch is now expected to be 
trouble-free and dependable under 
every condition. 

_ The Detroit No. 2 has given unfail- 
ing service and is, without question, 
the most popular torch you can handle. 

Write your Jobber for full details 
of complete line. 


Detroit Torch & Mfg. Co. 
Detroit, Mich. 


New York Office: 45 Warren St.; Canadian Rep., 

George P, Fraser, 39 Tyndale, Toronto; Kettmann 

& Ten Eyck Sales Co., 2131 E. 9th St., Les 
Angeles, Calif. 


Capacity—1 Quart. 
Weight—3% ibs. 
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Invisible Hinges STRA TTO Plain or enameled in 
For houseowners, carpenters, cabinet colors 
! makers, etc. Simple in design, Soss 
invisible Hinges will give long service. 














vie our Catalog in Sweet’s, pages 
157 -9, 
For Small Tools, Utensils, Electrical Goods, Etc. 
SOSS MFG. Co. Enameling, both baked and air dried. 
778 Bergen St., Brooklyn, N. Y. STRATTON MFG. CO. Stratton, Maine 



















gee e HACK “TLS NOX” saws § 
: : : 
BF nrony CD csmccn 


“VICTOR” 





Send for Catalog =: A yo ry Pua. Bar” 
ROBERTS MFG. CO. Sanerile Suina, BOSTON, MASS. || | AMERICAN SAW & MFG. CO. SPRINGFIELD. MASS. 














Ask your jobber for 


CALDWELL SASH BALANCES 







Better Machine Screws - 


for the Hardware Trade Thirty-five ow x —" is assurance 
CALDWELL MFG. CO. 
9 Jones Street Rochester, N. Y. 











HARVEY HUBBELL, INC., Bridgeport, Conn. 














ee HORSE NAIL CO. | == QUES SLO Sa 


HORSE SHOE NAILS Proof Products 


or anaoped . . = Glass-Paint-Varnish-Brushes 
1000 MILITARY RD., | BUFFALO, N. Y PITTSBURGH PLATE GLASS CO. 


eee 
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SEYMOUR SMITH PRUNING SHEARS SO BOSS The Improved Cow Hobble 
‘ . . A Full and yn Selling fast wherever 

Line of Pruning ilked. The So Boss Com 
an ree Pruners bination — and L 
GUARANTHED ny Fy 
Write for New Packed tn individual eartons 

el display material—Na 

SEYMOUR SMITH ‘= ‘SON, INC. Oakville. Conn. worearanelbingg ve 

Bales Representatives: John H. Graham & Co., 113 Chambers St., New York. sponse eee Woe 











“dhe Fragrance of Flowers— Not the Odor of Otis.” 


0. Lindemann & Co. 


Manufacturers of 





pe eget et 
CAGES fake 


35-37 Wooster Street, New York 


: CUSHION TIRE Handy Craft 
of ADDERS The New Steel Building 
; ¢10 STORE METHODS Toy for Boys 


provide adequate storage facilities for Retails for 75 Cents 


To 
shelf ade make it accessible and con . 
absolute safety—to insure quick service for whole 
sale or retail trade — install one or more 
MYERS CUSHION TIRE STORE LADDERS. 





for Furniture Floors and Woodwork 


Bouquet-BrownsonCo.ine Of. “Paul, “Winn. 
















































































Deep tread steps, full length hand grips, rubber tires, 
overhead track system, firm construction throughout, 
einat ration and poe nd cine Make Your Wants Known 
of ample strength for safety, convenience n . 

‘efficiency One style only-neat of design— al) a A s Hardware you have for sale or want to buy— 
your wants known in HaRDWARB A the “News- 
// attractively finished —any height — business” paper of hardware retailers and wholesalers 

NM all over the United States. 


cA 50. HARDWARB AGE will bring buyer and seller together at 
on * minimum cost. 


tj} easily installed—meets most 
on request. ; a 
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M. S. BROOKS & SONS 


CHESTER, CONN. 


Oldest Manufacturers of 


BRIGHT WIRE GOODS 


Since 1848 





Particular Attention Given All Kinds of Special 
Wire Goods 








WHAT MAKES 
BLOW TORCHES BLOW? 


Send for Circular No. T-135; it tells why. It’s 
free and also gives Users of Gasoline Tools 
other valuable information. The No. 2086 has 
= —— Saving in fuel and time soon pays 
or it. 


Jobbers’ supply at Factory Prices. 


Clayton & Lambert Mfg. Co. 


6275 Beaubien St., DETROIT, MICH. 


No. 208 Torch 
Ask for 
latest price. 














Makes Welding Easy 


aa 
Welding Compound 
is used between laps of welds and 


makes welding of any grade of 
steel as easy as iron. 


In handy 5, 10, 25 and 50 Ib. 
boxes. Also in drums and bar- 
rels. Good profit. Stock it and 
increase your sales. Write for in- 
teresting proposition. 


ANTI-BORAX COMPOUND CO. 


Fort Wayne, Indiana 





@@R GAY (7. 19G8 





Screw Pilate Sets 
“‘The Line That Keeps Moving” 
It takes steam to make the engine ‘‘Go’’ and it takes mere than geod 


materials to keep tools m 
We've built ‘‘Go’’ as well as Quality into the complete line of ‘‘Threedweil’’ 
Tools. Get the Catalog. 


The THREADWELL TOOL CO., Greenfield, Mass. 


New York City Philadelphis Chicago, Cleveland San Franeises 
396 Broadway 809 Harrison 300 Wrigley 135 St. Clair 604 Missien Gt. 
Bidg. Bldg. Ave. N.E 




















ROOF GUTTER SUPPORTS 


This illustration shows, unassembled, one of “. many — < 
eaves — hangers made by us which may be adjusted every 
eighth of 
ineh ‘ee 
drainage in 
the gutter. 
These 





are 
widely through- 
out the United States. 
Write for catalog No. 
27, which also illus- 
trates and 


conductor hooks and] «xd 
fasteners. 


Free sample gladly 
furmtshed. 


L. D. BERGER COMPANY 


51 N. 2d St., Philadelphia, Pa. 





HAvvvvnyynnnannnnneltte 














NATIONAL LEVELS 





ALUMINUM AND WOOD LEVELS 


Our levels are manufactured by highly skilled 
mechanics, and the best of material used. All 
levels are guaranteed perfect. Write us for latest 
catalogue and price list. 


NATIONAL LEVEL MFG. CO. 
6197 Field Ave. Detroit, Mich. 

















Sidewalk Type 


Built to last. Welded com 

struction. Curved blade of 

special alloy steel 

user to pry under ice witheut 
g over. Irena and 

wooden types. 

Write fer circular ené gricee. 
GIFFORD-WOOD COMPANY 
Main Office & Works: { Hill &t., 
Hudson, N. Y. 


NewYork,Chicago, 

















Give them PHENIX QUALITY 


In Screen and Storm Sash 
Hangers and Fasteners 


Phenix Storm Sash Hangers and 
Fasteners are simplest, handiest, eas- 
lest applied, most 
efficient--that’swhy 
they sell best. New 
improvements put 
them in a class 
of theirown. Write 
to-day for Catalog 
showing full 
Phentx line. 
Samples free. 











Sold by all leading 
—— it jobbers. 

















ce 
No. 115 Fastener 


PHENIX MFG. CO., 032 Center St., Milwaukee, Wis. 
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Classified Opportunities 





BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





FOR SALE—FIRST CLASS UP-TO-DATE hardware store with sheet 
metal and rvoting department. New Warren fixtures installed about one 
year ago. Oldest established hardware sture in a city of 38,000 popula- 
tion, within 20 miles of Philadelphia. Will sell stock and fixtures and 
rent properiy or will sell as a whole. Stock will inventory $20,000.00. 
Address Box G-939, care of MaArpware Ace, New York. 





FOR SALE—STOCK OF HARDWARE, implements, furniture and 
tinners’ tools; will invoice about $14,000.00. 1 also wish to sell brick 
store building in hest town of 1,200 in Missouri. Have been in business 
40 years and wish to sell on account of poor health. Tie only hardware 
store in town, and the largest in county. If interested write Box G-946, 
care of Harpware Acz, New York. 





FOR SALE—GENERAL HARDWARE, PAINTS and furniture. Lo- 
cated in heart of irrigated section of the Arkansas Valley of Eastern 
Colorado. Sugar beets. alfalfa and small grain are the money crops. 
Stock and fixtures invoice $9.000.00. Must sell on account of failing 
health. Address Rox G-935, care of IlArpware Ace, New York. 





FOR SALE—HARDWARE STOCK, FIXTURES and tools, located in 
Southern Michigan town of 2000 population. Annual business $45,000. 
Inventory can be made to suit prospective purchaser. II] health reason 
for selling. Address Box G-937, care of Hlarpware Ace, New York. 





FOR SALE—STOCK OF GENERAL HARDWARE, paints, house- 
furnishings, established since 1845. Located in a county seat of 6500 
people in Central Ohio. A good farming community, and a city of manu- 
facturing. Stock, fixtures and equipment will inventory $15,000. Ad- 
dress Box G-964, care of HarpwAre AcE, New York. 





FOR SALF—NUMBER OF SETS Allith-Prouty and Richards slid‘ng 
door hangers for single and double doors. Also single and double sliding 
door locks. Attractive prices. BENGENER BROS., Austin, Texas. 


FOR SALE—HARDWARE and Housefurnishing store in Chicago. 
Good growing busiress. Opportunity. Good reason for selling. Long 
lease. Address Box G-962, care of HArpwarEe AGE, New York. 








HELP WANTED 





SEVERAL OPENINGS EXIST IN OUR sales force at the present 
time for men who have had a real experience as hardware jobbing sales- 
men. We are interested in men in the following districts: New En- 
gland, South Jersey, Delaware, Maryland, District of Columbia. Oualified 
men in other districts will be given every consideration. We have an 
attractive selling proposition and will give a substantial drawing account 
to men who are hbrs'ness getters. Write full particulars to President, 
MASBACH HARDWARE CO., 82 Warren Street, New York City. 


ADVERTISING MANAGER WANTS POSITION with large manu- 
facturer doimg national business. Eleven years in advertising and sales 
promviton vt hardware and allied lines. Knows problems of manutacturer, 
wholesaler and retailer. Efficient and practical. Splendid record. Age 31. 
Married. Address Bux G-926, care of HMarpware Ace, New York City. 








WANTED—HIGH GRADE SALESMEN to represent us on side line 
or full time basis to introduce high grade electrical specialty. Only well 
recommended men who _have produced results will be considered. 
Strictly confidential. Address Box G-958, care of HArpware Ace, New 


York. 








ENAMEIWARE AND ALUMINUM SAILFESMEN wanted to sell high 
grade lines direct to dealers. Good commission, also full commission on 
repeat orders. Give experience and territory fully in first letter. Address 
Box G-852, care of Harpware Ace, New York. 





SALESMAN FOR NEW YORK CITY and environs by established 
manufacturer, to call on hardware, drug sundry and commercial stationery 
trade. State age, religion, business experience in full. Address Box G-928, 
care of Harpware Acz, New York City. 





SATESMAN WANTED TO SELL a superior line of mechanics’ 
tool chests on commission. No objection to non-conflicting lines. State 
territorv and other information regarding yourself in first letter. THE 
A. FISS COMPANY, 3939 Olive Street, St. Louis, Mo. 





WANTED—SALESMEN CALLING ON HARDWARE dealers to 
carry as side line a well advertised line for established manufacturer. 
Prairie Mfg. Co., Prairie du Chien, Wis. 





HUSTLING SALESMEN wanted to sell on liberal commission basis 
our renular lire of lahor saving Magic Weeder Hoes to hardware trade. 
REICHARD MFG. CO., Bangor, Pa. 





SALESMEN WANTED WITH ESTABLISHED hardware trade to 
sell line of electrical goods on a commission basis. Good opportunity 
for right men. Address Box G-965, care of Harpware Ace, New York. 





WANTED—RBOOKKEEPER AND OFFICE MAN, with experience. 
Entry work. Bookkeeping and correspondence. Apply to C. M. FELT, 
Huntington, L. I., N. Y. 





_ WANTED—LIVE WIRE, EXPERIENCED SALESMAN to sell lead- 
ing line of sliding door hardware in Boston and vicinity. Address Box 
G-959, care of Harpware Ace, New York. 





POSITION WANTED—BY MAN thirty-nine years, Protestant. 
Married. Has had 15 years’ retail hardware and housefurnishing ex- 
perience as buyer and eight years as manager. Desires position with 
good established firm where there is opportunity of advancement. Refer- 
ences. Address Box G-960, care of HarpwAre Ace, New York. 





POSITION WANTED—PAINT DEPARTMENT MANAGER, by 
man of 45, with 15 years’ experience in this capacity, with wholesale or 
large retail store. Address Box G-947, care of HarpwarRE AGE, New 


York. 





SALES ACCOUNTS WANTED 





EXPERIENCED AND SUCCESSFUL HARDWARE MAN, 40 years 
of age, connected with one of best hardware jobbers in Middle West tor 
24 years, would like to secure number of high grade lines to present 
to hardware, drug and department stores in Kansas, OUklahoma and 
Arkansas. Connections effective April or May, 1920. Record of 20 years’ 
successful selling in this territory. Details of valuable background and 
sales experience for your products will be gladly given. Address Box 
G-888, care of Harpware Ace, New York. 





I AM CAPABLE OF HANDLING several well established, reasonably 
riced lines of American made merchandise in Canadian territory. 
Equipped by knowledge to sell retail and jobbing trade, with headquarters 
in Montreal, Toronto or Quebec. Speak both French and English. Have 
had several years of successful selling of general line and now wish to 
concentrate on hardware lines only. Am 26 years of age, married, and 
capable of hard work and intelligent handling of reputable lines. Best 
of references. Address Box G-949, care of Harpware Ace, New York. 





PACIFIC COAST REPRESENTATIVE OF large Eastern manufac- 
turer for the past eight years, covering territory west of Denver, seeks 
an additional quality line. Has established substantial business and 
permanent jobbing connections; cultivated the good will of salesmen and 
purchasing agents of leading distributors. I can give you the right kind 
of representation throughout this territory. Address Box G-944, care of 
HArpDWARE AGE, New York. 


th... 





YOUNG MAN WITH 10 YEARS’ experience selling to wholesale and 
large retail trade in and around the Metropolitan District would like to 
take on one or two additional lines. Prefer padlocks, latches or carpenters’ 
tools, but would consider any standard or staple and established lires. If 
you have such a line and desire a capable, experienced and hardworking 
representative in this district, address Box G-961, care of HARDWARE AGE, 
New York. 





CANADIAN REPRESENTATION—MANUFACTURER’S AGENT 
with office in Winnipeg and good business connection with the jobbing 
hardware trade throughout the Provinces of Manitoba, Saskatchewan and 
Alberta would like to hear from manufacturers who desire to enter the 
Canadian western market. Lines in agricultural tools, building and rail- 
road construction, and heavy hardware particularly desired. Address 
Box G-954, care of HARDWARE AGE, New York. 





MANUFACTURERS’ REPRESENTATIVE WITH HEADQUAR- 
TERS IN Chicago, covering the States of Illinois and Wisconsin, and 
thoroughly acquainted with the hardware and department store trade, 
desires additional line in builders’ hardware, hardware specialties or tools 
for said territory, or any part of it. Address Box 7147-A, care of Harp- 
warE AGE, 1507 Otis Bldg., Chicago, Illinois. 





SALES ACCOUNT WANTED—MANUFACTURERS’ REPRESEN- 
TATIVE with New York office and established trade calling upon «whole- 
sale hardware, housefurnishing, automobile, radio, exporters and 5 and 10 
cent store syndicates, desires correspondence from reliable manufacturer 
of hardware or kindred lines on commission basis for New York City 
territory. Address Box G-842, care of Harpware Ace, New York City. 





SALES REPRESENTATIVE WITH OFFICE in New York City and 
specializing in syndicate store (five cents to $1.00) trade, catalogue 
houses. and mail order houses, would take additional side line on strictly 
commission basis. Mid-Western or Western manufacturer preferred. If 
you have exceptional value within the price scope this business should 
interest you. Address Box G-956, care of HArpWARE AGE, New York. 





MANUFACTURFRS’ AGENT COVERING New York City, Brooklyn 
and Long Island calling on jobbers and builders’ supplv houses. desires to 
add on a few additional lines on a commission basis. Have a big follow- 
ing among the trade. Maintain office with telephone in Brooklyn. Best 
of references. Address Box G-963, care of HARDWARE AcE, New York. 





ADDITIONAL LINE WANTED—SALESMAN CALLING on retail 
hardware trade on Long Island for 25 years wants good line of hardware 
<r basis. Best of references. FE. L. COVERLY, Queens 

illage, L. I. 
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SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 








MANUFACTURERS of full line household specialties want local repre- 
sentatives in all important cities to handle line on commission. Depart- 
ment houses, premium concerns, are all big users. State experience, lines 
handled and territory covered. We want none but those who can ‘make 
good.” For such our proposition is an excellent one. Address “S. H.,” 
care of HARDWARE AGE, New York. 





REPRESENTATIVES WANTED TO HANDLE the newest thing out 
in glass; a Bent Glass Towel Bar. Can ke carried as a side line by sales- 
men calling on buyers of bathroom fixtures and housefurnishing wares. 
Exclusive territory available to big producers. Address Box G-932, care 
of Harpware Ace, New York 





SALESMAN FOR NEW YORK STATE (outside of Metropolitan dis- 
trict) and for the East, calling on department, housefurnishing and _hard- 
ware trade, to sell bird cages on commission for manufacturers established 
1863. Write, giving full details O. LINDEMANN & CO., 35-37 
Wooster St., New York. 





MANUFACTURERS’ REPRESENTATIVES FOR WHOLESALE 
RETAIL and department store trade with estatlished trade east of 
- Mississippi to handle pepular price bathroom accessories line and gias; 
towel bars for long established house. Address Sales Manager, CHAS. 
DURAND CO.. 17 N. Second St., Philadelp'ia, Pa. 








| COMMISSIONS PAID 


Every two weeks. Orders for duplicating and triplicat- 

ing salesbooks will pay your traveling expenses. The 
finest and most staple side line with best commissions. 
Neat compact pocket samples. Write immediately. 


Kansas City Salesbook Company Kansas City, Mo. 














WANTED—LIVE WIRE SIDE-LINE SALESMAN, who will work, 
calling on retail hardware and drug trade to represent a large clack 
house, also Ingerscll watches on a commission basis for Southern States, 
New York, Pennsylvania, Illinios, Indiana, Michigan, Towa. Missouri, 
Massachusetts, Vermont, New Hampshire, Maine and Metropolitan 
Boston, Name territory, High grade references required. Give full 
particulars in first letter. INTERNATIONAL CLOCK & WATCIE 
CO.. 93 Federal St., Boston, Mass. 


WE WANT ENPERIENCED “ILE-MEN” to handle our line of house 
and mill brooms throuchout Atlantic Coast and Sout'ern States. Firm 
established 60 years. Liberal commissions. If you want a side line that 
will give veuv the extra that comes in handy—write us. MIDWEST 
RROOM MFG. CO.. Circleville. Ohio. 














to handle. 





SIDE LINES FOR SALESMEN 
Many good salesmen are looking for profitable “Side Lines” 


What have you to offer? Give details—insert your ad in the “Classified 
Opportunities Section” of this paper and you'll be reasonably sure to find a 
reliable salesman to represent you. 




















Economy 
Hose Attachments 


For connecting hose to smooth 
faucets. Slips on and oT easily, 
Economy Mfg. Co. 
5590 Germantown Ave. 
Philadelphia, Pa. 








American Can 





American Can Company 


Oil, Molasses and 
Dairy Gates 
Perfection Pattern. 
Made in All Styles. 


Syracuse Stamping 
Co 








Syracuse, New York 




















Bull Dog-Grip” “sss 


Manufactured 6 
U. S. Clothes oad ya Montpelier, Ve. 


S 
1015S Unton Berk nan Pittsburzch, Pa. 





J. L. THOMPSON MFG. CO. 
Waltham, Mass. 
Tubular and Bifurcated 


=e... 


EYELET TOOL CO. 


Manufacturers of Punches and Sets (Hand 
Drive and Foot Power) for Leather, Cloth and 
Metal, Punch Tubes, Punches and Dies. All 
kinds and sizes made to order. Write jobber. 
Booklets free. Established 1858. 


190 Dorchester Ave., Boston, Mass. 























DUMBWAITERS 


Write for our catalog 
Energy Elevator Co. 
211 New St. Philadelphia 





CARPENTER’S 


—CHALK— 
STANDARD CRAYON CO. 


Danvers, Mass. 


AXES SCY THES 


ag since 1812, Axes since 1800 


RIXFORD Mc ©. 


East Highgate, Vt. 

















Ins st on getting Genuine 
‘‘Pypo’’ Drain Pipe Cleaner 
from your Jobber. Oldest and 
best seller. Clears stoppages 
in drain pipes. Thaws out 
frozen stacis and drains. 
Sold Erclusively by the 
Hardware Trade 
s 
“emi on “won ACME OIL WORKS 





Send for our Catalogue of 


GRANITE 
CUTTING TOOLS 


Trow & Holden Co., 


Taintor Positive Saw Set 

All steel Fully 

Guaranteed. Send 
for Free Book. 





Barre, Vt. TAINTOR MFG. CO. 


WA Chambers St. Vv. V. City 





125 So. Front St., Phila., Pa. 


























ELEVATORS 


YERDON CAST 
BRASS HOSE BANDS 


give JUST THE SERVICE 
you want Hose Bands for 
on All Hose Connections. 
A trial will convince. 


WILLIAM YERDON, Box 102, Fort Plain, N. Y. 
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A Better 


It’s in Style ! Milcor “Titelock” Spanish Metal Tile expresses most beautifully 
the charm of quaint old Spanish Roofs. In oxidized copper, or in steel or 
ARMCO Ingot Iron, painted red, green or any color desired, the architectural 
beauty of this metal roof is beyond compare. 





It is Safe ! Bach unit of Milcor Metal Roofing locks tightly into adjoining units, 
in such manner that a positively storm-tight roof is the result. Driving rains, 
snow, ice or steady drizzling rains—all are positively locked out by the Milcor 
“Titelock” construction. Not a nail hole is exposed. The protective armor is 
unbroken. It protects against fire and lightning, too — an advantage possessed 


by no other roofing. 


It Lasts! Milcor Metal Roofing outlasts the building. In copper it lasts forever. 


Itis Economical! Heavy substructure is not required. This means a big sav- 
ing. And maintenance cost is less, too. | 


Easily Erected! Any workman can lay a Milcor “Titelock” Metal Roof. 
. No special tools are required. No soldering, either. Less labor is required, or- 
dinarily, than for laying wooden shingles. 


Comfortable! The big air pockets under Milcor Spanish Metal Tile form an 
insulating blanket which effectively protects the building against heat in sum- 
mer and cold in winter. 

Made from Terne Plate Painted Red or Green, Terne 
Plate Galvanized, ARMCO Ingot Iron, or Pure Copper. 


MILWAUKEE CORRUGATING COMPANY, Mitwauxez, Wisconsin 


CHICAGO, ILL. KANSAS CITY, MO. LA CROSSE, WIS. 
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Roof was never built 


a 


¥ é O safely sup- 
port the pon- 


derous weight of 


other types of 
roofing, extra 
strength must be 
built into the 
entire building. 
This adds 10% 
or more to the 
cost of the house. 
Milcor Spanish 
Metal Tile weigh 
less than any 
other safe roof- 
ing. Youcansave 
upwards of $1000 
in the substruc- 
ture by using 
them —and still 
get that desirable 
Spanish charm, 
plus unequalled 
safety and per- 
manence. 





Data Book Free 









f These are practical roofs. Do not con- - if | of 

d fuse Milcor “Titelock” Metal Roofs with ohn OY te Oe ==. A. complimentary copy 
f ordinary metal roofing. Investigate! - 2 OT bes my,’ ©. n- ——————__ of this Scolor, 64-page 
i "inn Sy MO " — Data Book, complete 
y Ka ere atl pes _-- = with valuable details, will 
i. dt | ; . i age e mailed on request. 
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MILCOR > 


“TITELOCK” METAL TILE ROOFS 





Tell Your Trade! Milcor Products Are Now Made Also in Rust Resisting ARMCO Ingot Iron. 
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| The Sun Never Sets 


_ Gnap-on | 


_ INTERCHANGEABLE 


Socket Wrenches 















Snap-On Wrenches have followed 
the American automobile to the 
four corners of the earth. 


The few standard types of Snap-On Handles, with their complete 
range of hexagon and square sockets which interchange on the 
handles, offer the equivalent of many times their number of one- 
piece wrenches. To the American automobile mechanic the Snap-On 
name is a symbol of speed, strength and remarkable adaptability p SP 
to his wrench needs. He has stimulated a tremendous demand 9 * 
among car owners for selected Snap-On Sets, which more than 
five thousand hardware dealers are supplying with profit. 


This set mekes it easy for the Buick owner 
to take proper care of his car. There is an 
especially selected set for each make of car. 





if As this message is being written a letter arrives from a mechanic 
in Singapore asking where he can purchase a Snap-On Set. The 
if mails bring similar inquiries daily from beyond the seas—proving 
: that hardware dealers in other lands will find a profitable automo- 
tive mechanic and car owner demand already established. 


But the field of utility of Snap-On Wrenches spreads for beyond 
the garage and service station. On plantations, in factories, mines, 
ships—wherever there are implements and machinery, Snap-On 
%: Wrenches speed repairs and offer a more economical solution to 
: the problem of maintenance. Their use and their sales possibilities 

are very great. 


Further details will interest you. 


Snap-On Wrench Co., Manufacturers, Milwaukee 
Motor Tool Specialty Co., Sole Distributors 


Executive Offices, 14 E. Jackson Blvd., Chicago, IIl. 
k Export Dept., 616 S. Michigan Ave., Chicago, III. 


The Snap-On Set for general maintenance 
work in automotive and industrial fields. 


Distributing Branches in 17 Principal Jobbing Centers 
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What Makes for Department Store 

Success with Electrical Appliances— 

Selling the Electrical Refrigerator 

in Competition with Zero Weather— 

No Mystery in Art and Lamps— 
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Cut-away view showing Patented Hot- 
point Calrod. Cast in solid iron heat 
reservoir of the Hotpoint Super-Iron. 








The Most Popular Iron made even Better 


The New Hotpoint Super- Iron with the Patented Hotpoint 
Calrod Heating Unit provides the greatest talking point in the 
sale of electric irons made available for the dealer in 22 years. 


Dealers carrying the New Hotpoint Super-Iron NOW will 
cash in on the eleven million messages to the public appear- 
ing in Hotpoint advertisements within a period of 35 days. 


Back up this publicity with window displays and news- 
paper advertisements. The desire to own a Hotpoint 
Super-Iron will come to thousands in your community. 
Stock up now withthe New Hotpoint Super-Irons and 
get your share of the profits which can be obtained. 


EDISON ELECTRIC APPLIANCE CO., Inc. 
5610 West Taylor Street, Chicago, Illinois 


Boston — New York — Cleveland — Chicago — St. Lovis — Atlanta 
Ontario, Calif. — Los Angeles — San Francisco — Portland 
Seattle — Salt Lake City 


In Canada: Canadian General Electric Co., Ltd., Toronto 
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This new box will Icok at- 
tractive on your shelves. 
Wonderfully improved, 
but no advance in Price. 


ony $6 


Other Hotpoint Advantages 


Hotpoint’s Exclusive 
Hinged Plug 


As youiron, the cord swings 
and tends to bend at the 
plug. Sometimes it pulls 
taut. In the Hotpoint Su- 
er-Iron plug the hinge 
ends instead and saves 
the cord. Inside the 
plug a special fitting 


prevents any pull or 
jerk from loosening 
the connections. 
Even the weight of 
the iron falling from 
the ironing board 
will not pull the 
wires loose from the 
connections in the 
plug. 


Hot- 
point’s 
Patented 
Thumb Rest 


An exclusive 
Hotpoint feature. 
You can never 
know how much this 
rests your wrist, arm 
and shoulder until you 
use it. Go to your near- 
est dealer’s and try it 
for yourself. 


So great has been the 
demand for this com- 
fort feature that it is 
now made even for left- 
handed women. 















Hotpoint’s Heel Stand 


Lifting an ordinary iron on 
and off its stand 150 times 
during an ironing is equiva- 
lent to lifting almost a ton. 
With the Hotpoint, you 
merely tilt it back on the heel 
stand anywhere on the board 
«then tilt it forward again 
and continue ironing. 


HOUSEHOLD RANGES : TABLE STOVES - PERCOLATORS + CURLING IRONS - WAFFLE IRONS - WATER HEATERS - HOUSEHOLD RANGES 




















Porcelain 
Enamel Units 


AGLITE 


TRADE MARK REGISTERED — PATENT APPLIED FOR 





























You Sell Health 
When You Sell 
Aglites 


and make a mighty good profit besides. 
Aglite’s glistening, smooth surface, en- 
tirely free from dust-catching screws, 
enables them to head the list of mod- 
ern electrical equipment designed to 
promote sanitation and health. 





Thousands of women, whose first con- 
sideration for the home is perfect light 
and absolute cleanliness, have installed 
Aglites in their bathrooms, kitchens, 
laundries, nurseries, etc. Thousands 
more will follow suit, if you display 
Aglites in your shop. 


Besides being easy to clean, Aglite’s 
permanent porcelain enamel finish is 
guaranteed not to check, peel, tarnish 
or discolor. And they cost no more 
than the old style units. A post card 
will bring complete information con- 
cerning our co-operative sales plan for 
dealers and literature describing Ag- 
lites in detail. You will not be obli- 








gated 
Aglite Prices 
Ceiling Type 
No. A722 Keyless - - - $2.75 
No. A723 Pull Chain - $3.60 
Standard Richens —-Caston of 4 
Wall Type 
No. A724 Keyless - - . $2.75 
No. A725 Pull Chain - - $3.60 
Wall Type With Plug Receptacle 
No. A729 Keyless - - : z. a 


No. A730 Pull Chain - 
Standard Package—Carton of ’ 
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the E1HWIN E Gurn COMPANY 


DESIGNERS: ENGINEERS-MANUFACTURERS 











Lighting Equipment 
2625 Washington Avenue St. Louis, Mo. 
BRANCH OFFICES (Sales and Service) In Principal Cities d 
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Operates from 

105-125v50-60 cycles 

Charges both 4 and 
6-volt batteries 









$s 15°°° 


complete 
with switch 









“A Revolutionary de- 
velopment in radio, 
one of incalculable 
importance, and one 
that has been the pot 
of gold at the foot of 
many an engineer’s 
rainbow for more than 
a score of years.” 


DAVID G. CASEM 
| I. R. E. in the New York 
Evening Telegram 






























ELKON TRICKLE CHARGER 


The first practical device for charging Radio ‘‘A” Batteries direct 
from A.C. Current by means of a Dry Electrolyte (Crystal Plate) 


The Elkon Trickle Charger has been 
) brought to its present high state of 

perfection by avoiding the practical and 
commercial limitations inherent in 
earlier efforts, through discoveries by Samuel 
Ruben, of entirely new principles underlying 
rectification. 





These discoveries have made possible a 
trickle charger of tremendous com- 
mercial importance. 


A Trickle Charger for “A” batteries 
that is absolutely bone dry, made of 
nothingbut immoveablesolids, operating 
without liquids or acids to spill, without 
discharges of gases to corrode costly consoles or 
cabinets. 
Without tubes to break or burn out. 
Without moving parts to adjust or replace. 
Without noise or interference with other sets. 
With nothing to watch. 


For further information write 





a, 










os 
Subsidiary of P. R. Malle 
-_— 


Weehawken, N. J. 





INSTALL IT—SET IT—FORGET IT— 

The Elkon does the watching, replenish- 

ing the “A” batteries automatically, 

current tapering off, or increasing, from 
zero to maximum operating rate, with no atten- 
tion and as needed. 

We do not know how long an Elkon Charger 
will function. We guarantee without qualification, 
2,000 Service hours—a minimum. Its maximum 
life we ourselves have still to learn, through life tests 
which continue day by day with no measurable 
decrease in efficiency. 


The Elkon Trickle Charger is now in 

limited production, and we are ready 

! to discuss the establishment of business 

relations with distributors, wholesalers 

and retailers equipped to handle its sale. We 

will send an Elkon Trickle Charger for the list 

price $15.00, less 30% discount, to any whole- 

saler or retailer wishing to make tests, with the 

understanding that it may be returned if it has 
been mis-described in any way. 





a on 
& Co. Inc. 
. 4 


Inc. 


Sole licensees under patents pending to Samuel Ruben 


Also manufacturers of 


ELKON CONTACT POINTS of Tungsten, Silver, Platinum, Special Alloys 
“ELKONITE” Welding Electrodes and Dies. Molybdenum Sheet Metal Products 


SPECIALISTS IN RARE ELEMENT METALLURGY 
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Serving the public 


through established, 


responsible channels 


a buyers prefer to purchase from responsible 


stores. They want freedom of choice and 
certainty of service. 





In the early days of the widespread introduction of 
electrically operated domestic laundry equipment it 
seemed that washing machines were the exception— 
that the canvasser was to be more successful than 
the merchant. 


But Horton never doubted the ultimate dominance 
of store distribution—the wisdom of serving the public 
through responsible channels. 


The last five years has shown the wisdom of this 
policy, as Horton sales have increased at a rate half 
again as fast as that of the industry as a whole. 


1925 proved it incontrovertibly, for Horton sales 
gained five times as fast as those of the whole industry. 


With the comprehensive plans already formed for 
a new high mark of cooperation and with the growing 
momentum of the public preference for store distribu- 
ted washers and ironers, 1926 will set a new record 
of profit for Horton dealers. 


HORTON MANUFACTURING COMPANY, 1024 Fry Street, FT. WAYNE, IND. 


(Established 1871) 
Washers 


~HORTO j ae 


S OLD $3 $s $9 STORES 
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A GOOD HAND FOR ANY DEALER 


UR ACES—whatever type of reproducer you 
favor you will find just the style you prefer 
in the Utah Line of Aces. 


Made of semi-hard rubber there is no vibration 
in oe All types have the same unit. Utah are 
m turers—not assemblers. We are the lar- 
gest makers in America of any company devoted 


te the manufacturing of speakers and units. 
Write for attractive export terms 


UTAH RADIO PRODUCTS COMPANY 


1427 SO. MICHIGAN AVENUE CHICAGO, ILL. 
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Altorfer Bros. Company, Peoria, Illinois 





Washing Machine Dealers Are 
Thinking Hard 


CHANGE is taking place in the minds of dealers 

who are responsible for washing machine sales. 

They have seen practically every washing machine 
manufacturer in America, except Altorfer Bros. Company, 
concentrate his efforts upon a single washing machine 
principle and then claim that his is the only principle 
worth while. In other words, they have watched prac- 
tically all manufacturers go into the “specialty” business. 


As a matter of fact there are six different washing 
methods that have stood the test of nearly a generation 
and are well established in the homes of America. These 
thinkingdealers have begun to realize that where they have 
been induced to take on one of these “specialties” they have 
encountered a tremendous resistance from the other five 
because they were only covering one part of the natural 
demand. And where they took on all six, they were deal- 
ing with six different companies, and that wasn’t so good. 


But they are finding that where they take on “special- 
ties” from one company and back those “specialties” with 
a complete line from the same company the whole picture 
changes. The volume of all their washer sales goes up 
because the resistance to every washer they handle goes 
down. They sell more “specialties” because they sell them as 
“leaders”. And they sell more washing machines because 
they have all there is to sell in washing machines. 


Altorfer Bros. Company is practically the only manufac- 
turer that has stuck to its complete line of tried and true 
washing principles. Instead of taking a single “specialty” 
and backing it up with a line of talk, we have backed our 
talk with a complete line of washing machines. The 
result is that here is all of the natural washing machine 
demand that there is in America. And here are just a few 
of the big dealers who are proving this with profits: 








Write to them or write to us about the ABC Line 
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PITTSFIELD ELECTRIC CO. 





IOWA ELECTRIC CO. 


A Gyrator. The 
big leader of the 
line 














WISCONSIN VALLEY ELECTRIC CO. 

GAS AND ELECTRIC APPLIANCE Co. 
ILLINOIS POWER & LIGHT CO. 
PHILADELPHIA ELECTRIC Co. 


NORTHERN STATES POWER CO. . 
NARRAGANSETT LIGHTING CO. 


GEO. HUBBARD HARDWARE CO. 
Flint, Michigan 


=. FREIJE ELECTRIC CO. 
_ Binghampton, N. Y. 
AQ, A. A. 
t, WILSON 
9 
4 Los 
One of the Copper |} Angeles, The other of ‘‘The 
Twins, The Double ft, Calis. CopperTwins” The 





~) ‘e 
Wausau, Wisconsin © 
ca 


Cincinnati, Ohio 

. St. Louis, Missouri 

Philadelphia, Pennsylvania 

Pittsfield, Massachusetts 

“inneapolis, Minnesota 

. Providence, Rhode Island 
Cedar Rapids, Iowa 








Vacuum. Another 
big leader of the 


line 
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The New 1926 

























FEATURES of this 
BIGGER, BETTER 
CLEANER 


¥% H.P. AIR COOLED MOTOR, 

Full 14-inch aluminum nozzle. 

Long nozzle points to get into corners. 
Special adjustment in rear roller to 
raise or lower nozzle for different 
rug nap thicknesses. 

Finest aluminum castings. 
Non-cramping pistol grip handle with 
convenient push button switch. 
Double, detachable, self-cleaning brush. 
Tested and approved by Underwriters’ 
Laboratories and leading Home test- 
ing Institutes. 


GUARANTEED FOR TWO YEARS. 























JEWEI, 


ELECTRIC VACUUM CLEANER 
(with 14 H. P. Motor) 


RETAILS 25 
-OR $4, 4-75 COMPLETE 


Here is your opportunity to build a quick-turning, large 

volume vacuum cleaner business right from your floor 

without house-to-house canvassers and so make more 
profits per sale than you could with any other ma- 
chine! 


It has been proved that FREE ATTACH- 
MENTS, featured in local advertising, will 
bring people to your store for demonstrations. 
The JEWEL is a real $55.00 cleaner with 
$5.00 set of attachments being offered for 
$44.75, attachments FREE, so has the ex- 
tra cleaning power, handsome finish and 
durability of standard, high-priced ma- 
chines. People, today, are “vacuum 
cleaner wise” enough to know value 
when they see it so will buy the 


JEWEL on sight at its low price. 


























The experiences of hundreds of 
JEWEL retailers prove that 
this is the ideal cleaner for 
the merchant who wants a 
share in the large profits 
to be made in vacuum 
cleaner  business— 
without the extra sales 

effort or expense. 


Write or wire for 
further details and for 


JEWEL Dealer 
Franchise 


-nee artacuments. CLEMENTS MEG. CO., 608 Fulton St., Chicago, Ill 
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“We have been able to more 
than triple our sales” 


WHEN the Ideal Electric Co., Creston, 
Iowa, started to handle Eveready Radio 
Batteries, they knew that they had tied up 
with a mighty profitable line. But they 
never guessed that a little over a year later 
it would be possible for them to write such 
a letter as this: “Through window display 
and advertising, we have been able to more 
than triple our sales. We 


money than they have ever been offered 
before, and we believe that the coming 
year’s sales will more than triple again.” 
The large dummy “B” battery displayed 
in their window is their own original idea. 
It contributed considerably towards in- 
creasing their profits, as did the display 
material we supplied. Order Eveready 
Radio Batteries from 





find the sale of Eveready 
‘B’ Batteries gives us the 
cleanest profit we are 
able to get in the radio 
field. With Evereadys 
we are able to give cus- 
tomers more for their 


wEE!I—Boston 





Tuesday night means Eveready Hour 
— 9p. m., Eastern Standard Time, 
through the following stations— 


WwEAF-New York wor-Buffalo 
wyAR-Providence wcaE—Pittsburgh 
WwSAI-—Cincinnati 
wTaG-W orcester wwj—Detroit 
wFi-—Philadelphia woc—Davenport xsp-St. Louis 


your jobber and write us 


for free display material. 
Manufactured and guaranteed by 


NATIONAL CARBON Co., Inc. 
WEAR-Cleveland 


weco! Minneapolis New York San Francisco 
pen LE hctongg Atlanta Chicago Dallas 

“ Poe Kansas City Pittsburgh 
Canadian National Carbon Co., Limited 





Toronto, Ontario 





EVEREADY 


Radio Batteries 
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~they last longer 


9 











A FREE Book for Buyers 
of Electrical Supplies 


If you buy and sell wiring devices, sockets, plugs of 
all kinds, fixtures and radio supplies 

—and want a buying guide of high-quality merchan- 
dise at the right price 

—backed by a responsible house 

—which helps you to sell 


SEND FOR IT! 


PEERLESS LIGHT COMPANY «+ + + Dept. A 
663 W. Washington Boulevard, Chicago, IIl. 
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OW you can sell frosted lamps at clear lamp 
prices—frosted lamps that have practical- 
ly the same lighting efficiency as clear lamps. 


The demand that previously has been spread 
over forty-five types can now be concentrated 
on six types. 


That means great savings in sales cost, overhead 
expenses and stock space. It means quick turn- 
over, greater sales volume and more profit. 


To help change demand for clear and outside 
frosted lamps to the new standard lamps a most 
comprehensive advertising campaign is now in 
full swing. 


Tie in with this campaign. Feature the new 
lamps at the new price and boost your lamp 
business. 


For full information on the new standard line 
write the Edison Lamp Works of General Elec- 
tric Company, Harrison, New Jersey. 


AZDA LAMPS 


NERAL ELECTRIC PRODUCT 
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Summer always comes~ 


No matter how cold it may be as you read this advertise- 
ment, you know that hot weather is on the way. Now is 
the time to plan for these hot weather sales—order fans 
now and be ready for the first warm spell. 








STAR-Rite Vibrator 
$7.50 


In Canada $9.50 


STAR-Rite Vibrators have 
been famous for quality and 
value for many years. This 
new vibrator, with complete 
set of attachments, is a health 
stimulator indispensable in 
times when inclement weath- 
er prevents outdoor exercise. 





ELECTRICAL NEC ESSITIES 


FITZGERALD MANUFACTURING COMPANY motor. 
TORRINGTON, CONN. 


Canadian Fitzgerald Company, 95 King Street, East, Toronto, Ont. 





AT LAST—A REAL 
$-INCH FAN 
To Sell for $6.50 


In Canada $7.95 


This fan is made of finest materials with 
the exacting care which is ordinarily 
given only to much higher-priced fans. 
Every blade is individually balanced 
against every other before mounting. A 
fraction of an ounce variation causes the 
rejection of a blade. Gauge and pitch 
are accurate to 1/1000 of an inch. This 
is the greatest sales getter in the history 
of fan making. 


10” Oscillating Fan 
$13.50 


In Canada $16.75 


This great oscillating 
fan is the best value in 
its class. The oscillat- 
ing mechanism is spe- 
cially cut and insures a 


STAR-Rite Hair Dryer 
$9.00 


In Canada $12.00 


This new hair dryer, with 
start and stop switch in han- 
dle, is the equal of any house- 
hold hair dryer on the mar- 
ket no matter what it sells 
for. Gives an abundant 
stream of warm dry air, that 
dries hair quickly and thor- 
oughly no matter what the 
weather is. 


sweep from right to left 
and left to right with- 
out a jar or a catch. 
Base is felt-padded, of 
course. Universal or 
induction motor. 





10” Straight Fan 
$10.00 
In Canada $12.25 
The same sturdy fan that 
sold so tremendously last 


season. Felt-padded base. 


Universal or 
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Masterpiece 


APPLIANCE CORD SETS 
For Profit NOW! 


UST show them these “Appliance Cord Sets 

De Luxe”, so obviously superior to the ordi- 
nary cord sets. Convenient, safe and really hand- 
some. Reynolite No. 610 is made up 
of Reynolite No. 510 switched uni- 
versal heater connector, full six feet 
of silk-covered, extra flexible ap- 
proved heater cord, and Reynolite 
No. 420 separable plug. 





Packxinc — 4 color individual 
container — 10 sets 1n counter 
display cartons — 50 sets to 
standard package. 


List Price $1-59 


Note the switch — 
feel how smoothly 
the new positive 
action lever works 
—a big selling 
feature. 





Dealers! Share in the success 
of these quick selling products. 
If not obtainable from your 
jobber, write us direct and we 
will see that you are supplied. 


REYNOJITE 


DIVISION 


REYNOLDS SPRING CO. 
JACKSON, MICH. 


New York — Chicago — Philadelphia 
Dallas—Pittsburgh 


Reynolite Separable 
Plug with quick lo- 
cating groove, polar- 

ized contacts. 


f 
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Also 


Reynolite 
Heater Cord Set 
No. 600 


for heavy duty service; 
made up of Reynolite No. 
500 Heater Connector, full 
6 feet of heavy Rockbestos 
approved heater cable, an 

Reynolite No. 420 separable 
plug. Packing same as No. 

0. 


List Price $1.25 
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Advance In List Price! 


Effective 
Feb. 10, 1926 


$15.00 each 


New retail price 


$15.50 West of 
Rocky Mts. 





Model WG-10 | 
oe 


— 


Majestic Reproducer 


Unexcelled by any loud speaker of twice its price. One of the 
biggest sellers of the season. Broad range of highest tone quality. 
Adjustable volume control. Powerful. Practically non-breakable. 





In our opinion this reproducer is well worth $25 or $35; it is by 
quantity production and “‘one-profit’’ manufacture that we are 


enabled to offer it at this popular price. 


GRIGSBY-GRUNOW-HINDS CO. 


4556 Armitage Avenue, Chicago, IIl. 
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In This Issue— 


Editorials 
The Wash Machine 
You will enjoy Hope Conner’s merchandising story on this 
most helpful appliance, chiefly because it is so different 
from the usual run of stories. 
Community Service Demanded Electrical Appliances 
Perhaps this hardware firm did not want to handle electrical 
appliances, but they were merchants who had a big view 
of their obligations to the community and so they added 
these labor savers—and have prospered. 
Display Rated as 60 Per Cent of Selling Effort 
With department store thoroughness, Gimbels in Philadel- 
phia have analyzed electrical appliances and know the 
factors that move the goods. 
Selling Electrical Refrigeration in Competition with 
Zero Weather 


A Vermont hardware merchant investigated this line in 1921 
and concluded that a merchant could not be up-to-date 
without it and he has found it a profit maker. 

The Simplicity of Period Styles in Lamps 

Mrs. Bowser removes the bug-a-boo from the talk of art in 
interior decorations and shows that it is merely a question 
of good taste and plain thinking. 


Know Your Radio Customers 
Arthur Sinsheimer, radio editor, offers some straight talk 
for the radio manager to help him find where he is going. 


ELECTRICAL GOODS IN PICTURES 
Lamps in the Home 
Appliances in Unusual Window Displays 
Two Minute Lamp Study 
Trim Your Windows with Ideas 

What Every Woman Knows 


Mrs. Chantler has been interviewing housewives about 
cleaners and tells what she learned. 


Front Door vs. Back Door 
An unusual story of actual experience that carries its own 
lesson. 


What the Radio Teaches About Lamps 
Mrs. Bowser tells what people ask her. 


Move to Standardize Radio 
Arthur Sinsheimer is the bearer of Good News. 


New Goods 50, 52, 
Who Is Stealing Your Cash Customers 

Clearance Sales 

New Mazda Lamps 


32 
31 


20 


18 


28 


22 


34 








GEORGE H. GRIFFITHS, General Manager 


FRANK E. WATTS CLYDE JENNINGS 
Manager Editor 


Radio Editor Lamp Editor 





ARTHUR SINSHEIMER MRS. BERNICE BOWSER 


Publishing Address, U.P.C. Bldg., 239 West 39th St., New York City 





Some Folk Tell Us 


EADING letters that come to 
R ELECTRICAL GOODS is becom- 

ing a very pleasant bit of 
work. This completes the first year 
of this publication, as this is the 
twelfth issue. We believe that few 
magazines can show the quick rise 
of reader interest. 

The following remarks are taken 
from the letters received within the 
last few days and we want to say 
most emphatically that we did not 
ask any of these people to write to 
us: 

“We sure get some good ideas out 
of ELECTRICAL Goops. Both the 
buyer and myself read it very care- 
fully.”"—-Harrisburg, Pa. 


“Assuring you that I receive many 
valuable suggestions from ELEC- 
TRICAL Goops.’”’—Easton, Pa. 


“In business, as in national ques- 
tions, it is hard to get those who 
could profit to read, but ELECTRICAL 
GOODS proves easy reading.’”—Bain- 
bridge, Ga. 

“We certainly do enjoy ELECTRICAL 
Goops and look forward to receiving 
it each month.”—Patton, Pa. 


“Allow me to express my opinion 
of your magazine. Its real honest- 
to-goodness thoughts on the present 
day business are hard to beat.”’— 
Columbus, Ohio. 


These letters are from merchants, 
buyers, department managers and 
sales-people. 


We tell you these things at the end 
of the first year merely to assure you 
that we are going to try to be more 
deserving of such remarks in the 
future. We are not satisfied with 
our accomplishments—but we never 
expect to. be. 



































An Announcement 
of intense interest to 
every electric cleaner 
dealer will shortly be 
made by this com- 
pany. Watch for it! 
























































The Story of Electricity Is Written Within 
the Period of Lives of Men Now Living 


})HERE has been current recently in electrical publications an amusing 
. and interesting poem relating to the day that electricity was dead. The 
ef ye a man who had this experience was a city dweller. He dressed in the 

eee dark, had to make his coffee in a tincup, walked to his office and climbed 
the stairway to his skyscraper office, was without mail until nearly noon, 
could not use his telephone, went without lunch because of no elevator service, and 


so it went. 

After reading this poem, a real man started in the morning to count the time 
during the day that he came into contact with electricity. He ran to a hundred by 
noon and then gave up in disgust. 

It has been estimated that there are 65,000 uses of electricity. These have 
been developed in a short space of time. There are men in active business today 


who well remember when the telegraph was the only practical use of electricity 
and the receipt of a telegram by the ordinary person was an event—regarded as a 


sure indication of a death of a relative. 





Within the memory and business span of these men has grown up a new in- 
fluence for civilization, a thing that affects their every action almost, a force that 
has lengthened their lives and increased their usefulness and has become a great, 


far-flung industry. 


Today the telegraph, cable, telephone, radio, light, industrial power, household 
appliances, airplanes, electrified transportation, automobiles, bells, buzzers, venti- 
lators, elevators and what not, are commonplace. 


Electric railways carry 16,000,000,000 passengers annually in this country alone. 


More than 250,000 miles of steam railroad track supplies modern service because 
of electrical aids. 


More than 250,000 miles of telegraph lines supply almost instant communica- 
tion. 

During the last 20 years the population of the country has increased 40 per 
cent, while electric railway facilities have increased 166 per cent, the telephone 
1000 per cent and electric light and power 2000 per cent. The automobile, made 
possible by electricity, has come from practically nothing to its present universal use 
in 27 years and it received its great impetus when the electric starter was made a 
part of it. 

There is no reader of this magazine too young to think back and form his own 
estimate of how progress would have been retarded if electricity had not been ac- 
cepted. 

One of the newer phases of this great industry is its application to the house- 
hold and that is the application which is of the greater interest to ELECTRICAL GOODS. 
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Pleasing Display Rated at 60 Per Cent 
of Appliance Sale 


Gimbels in Philadelphia Arranges Cases and Counters with Care of 
a Jewelry Stock and by Series of Tests Has Reached a Definite 
Conclusion as to Benefits—Electrical Goods Are Sold in Three 
Sections, Adjoining, According to Use of Articles 


IXTY per cent of the smaller 
- articles in the electrical goods 

goods department of Gimbel 
Bros.’ Philadelphia store, sell on the 
attractiveness of their appearance. 
These comprise such units in the 
nickelware division as coffee per- 
colators, toasters, gridirons, egg- 
cookers, waffle-irons,. hot-plates and 
other table articles; as well as flash- 
lights and curling irons. These are 
“lares and penates” in which the 
women of the household take espe- 
cial pride and delight. 

Most of the other type of articles 
sold in this division, sell for their 
qualities of utility, rather than their 
beauty. 

C. T. McCurry, buyer and man- 
ager for the electrical goods depart- 
ment, says that this percentage was 
arrived at following a painstaking 
study of the sales factors and that 
the result has served to show the 
positive necessity for having the 
electrical department always looking 
its best, particularly the nickelware. 





By K. H. LANSING 


There are two other divisions, or 
sections in the electrical goods de- 
partment of the store, namely, those 
of washing machines and electric 
cleaners; and to have all the sections 
harmonize in the quality of fresh- 
ness, all the goods in each are thor- 
oughly dusted and wiped off with 
cloths every day. 

“It’s the dust, charged with 
moisture, settling on the nickelware 
that clouds it,” said Mr. McCurry, 
‘thence it is extremely necessary to 
keep dust from staying there for 
any length of time. Clouded nickel 
has no cure but replating; even buff- 
ing won’t bring back its lost lustre. 

“Copper-finished goods, which also 
are included under the term nickel- 
ware, do not cloud as easily as those 
having a nickel finish, but it is de- 
sirable to keep them well polished. 

“Customers never find any old, 
tarnished, or clouded stock in this 
department. If any of it were to re- 
main here long enough to lose its 
freshness, it would be immediately 


Sight is rated at 
60 per cent in 


this section 





sent back to the factory to be re- 
nickeled. But we keep the stock 
turning rapidly and one of the chief 
ways in which we contrive to keep 
all the stock fresh and at its very 
best, is this: 

“WE SELL THE SAMPLE. 

“This is done always and invari- 
ably. But by sample, we do not 
mean a unit of stock that is kept on 
and on for customers to handle. That 
is precisely what we do not mean. 

“Nickelware in our department 
sells, as I have said, with rapidity; 
consequently the samples or units 
exposed on top of the display cases 
are there for only a comparatively 
short time. But we make a point of 
disposing of these units first and it 
has a distinct selling value in itself. 

“Women customers, _ especially, 
like to have delivered at their homes 
the very article they have selected in 
the store. They have personally 
examined the article purchased, 
noted its appearance closely, know 
that this particular article is perfect 
in every way and might even be dis- 
appointed if some very slight differ- 
ence were noted in the article de- 
livered. 

“Some stores seem to prefer to 
let a sample remain for a long time 
on display, delivering sales from 
stock. We have found this to be a 
poor plan in the case of nickelware 
for the household. Nickelware can- 
not be left long exposed to the at- 
mosphere and moist dust without 
becoming clouded, which means the 
expense, trouble and delay of having 
it renickeled. 

“No renickeling is done 
store, as only very rarely has 
article remained long enough 
bought to require touching 
hence, a renickeling shop for 
section would not pay.” 
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Back of Electrical 
Goods section are 
the larger laun- 
dry items. Out- 
side salesmen are 
used to sell clean- 
ers and washers 


Of course, a certain number of 
articles come lacquered to prevent 
clouding and before the lacquer has 
had a chance to wear off, the articles 
have been disposed of. Close watch 
is kept on the stock list to avoid 
overbuying of nickelware, which also 
is an aid to fresh stock. 

Automatic electrical toasters, in 
which the toast is turned; general 
grills and electric irons are among 
the smaller electrical goods that are 
going well in Gimbel Bros.’ store 
and the sale of nickel-finished coffee 
percolators fashioned in “loving 
cup” style, is notably big. 

“Nickel finish for percolators, or 
any other tableware, is the most 
popular now,” said Mr. McCurry. 
“Customers feel that it matches 
their silver. When the coffee per- 
colator, cream pitcher and sugar 
bowl are, for instance, in copper fin- 
ish, the set is usually at odds with 
everything else the family has on 
the table or sideboard.” 

As these goods are sold largely on 
their appearance, naturally the 
buyer selects them carefully on the 
same basis. Many coffee percolators 
are sold separately, especially those 
having a nickel finish, as the family 
usually has some sort of silver, or 
bright-finished cream pitcher; how- 
ever, there is a good sale of sets, in- 
cluding tray. 

The saleswomen in the department 
have found it easy to sell these 
goods. The department is on the 
fourth floor, fronting a battery of 
elevators. 


Electrical Goods Section 


Electrical Goods 
differ from “Nick- 
elware”’ chiefly 
in sight appeal. 
Some table appli- 
ances are shown 
to avoid confus- 
ing section names 


On the same floor and adjoining 
the electrical goods department is 
the house-furnishing goods depart- 
ment, for which, in connection with 
other departments, Mr. McCurry is 
also buyer and manager. Ellis Gim- 
bel, Jr., is merchandise manager for 
the electrical goods, house-furnish- 
ings and six other departments. 

The electrical goods department is 
strategically located to draw pros- 
pects from women customers passing 
through the various sections on this 
floor. Women are preferred as sell- 
ers of household electrical goods. 
They know the needs of the house- 
hold. 

Lengthwise of the space, the 
three sections, or divisions of the 
electrical goods department, are ar- 
ranged in this order: 

Nickelware, principally for table 
use; 

Small electrical goods, including 
such articles as motor fans, por- 
table heaters, flatirons, vibrators, 
heating pads and the like. 

Vacuum cleaners flanking one side 
of an aisle in the rear of the small 
electrical goods and washing ma- 
chines the other. 

For the goods that “sell on their 
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appearance,” as already described, 
everything possible and at the same 
time appropriate, is done in the way 


of enhancing the _ surroundings. 
Handsome, large electrically illum- 
inated display cases of the latest 
type, with interior shelving of glass, 
contain enough units to command at- 
tention. 

Care is taken in placing the goods 
both -inside .and on top of the dis- 
play cases so that each will show to 
the best advantage and an expert 
hand takes care of this part of the 
routine. While it has been men- 
tioned that care is taken not to ex- 
pose too many nickel samples, the 
rate of turnover is such that a con- 
siderable number can be shown on 
top of the cases without danger of 
their remaining long enough to be- 
come clouded. 

In the washing machine section 
where the machines stand on carpet, 
there are frequent practical demon- 
strations by experts. Three makes 
of washing machines are carried and 
there is a convenient and tempting 
“easy-payment” plan for buying 
these and the electric cleaners, of 
which one make is featured. Wash- 

(Continued on page 60) 














Community Service Demanded Electr 


Residents of This Boston 
Suburb Wanted to Buy the 
Labor Saving Appliances 
from the Home Store, and So 
They Now Are Urged to Do So 


WENTY-SEVEN years ago a 

hardware store opened in Ros- 

lindale, a suburb of Boston, 
far enough away from the heart of 
the city so that the section is prac- 
tically a residential unit entirely its 
own—with but one cardinal prin- 
ciple—Service. The store covered 
1,000 square feet, fifty foot frontage 
and twenty feet in depth. 

Today the same hardware store is 
doing business—bigger and better 
business. But this time the store 
has grown into considerably over 
10,000 square feet of selling space 
and the cardinal principle—Service 
—remains the same as the day—over 
a quarter of a century ago—the 
store sprang into existence. 

Probably two examples of Service 
will explain. A telephone call comes 
from a woman who lives several 
blocks away. She really must have 
a small strand of wire—wants it 
immediately. The strand will cost 
five cents. It is delivered to her at 
once by auto truck. 

The second example which is, per- 
haps, more goodwill than Service, 
happened recently. A young wife 
on a shopping tour had lost a small 
bolt from the baby carriage and had 
entered the store. The salesman not 
only gave her the bolt to fit but one 
or two others as supplementary and 
put the bolt in place. 

Asked the price the salesman re- 
plied with a shrug: “Oh, nothing! 
Glad to help you out. Come again 
sometime.” The young wife has 
made several worth while purchases 
at the store since that time. The 
little incident has paid very well 
indeed. 

As a rule a hardware store, espe- 
‘cially in the suburbs within a com- 
paratively short trolley or train ride 
of the city proper, sells only hard- 
ware. But Service again demanded 
that a fairly complete line of elec- 
trical goods be in stock and today 
a considerable part of the store is 





10,000 feet of floor space keeps 
people from going into city to buy 


given over to electrical merchandise, 
running all the way from washing 
machines and vacuum cleaners to 
small sockets. 

The Roslindale Hardware Co. has 
not only “grown up” with the sub- 
urb but has surpassed it in many 
ways. It is the only store in Ros- 
lindale modeled on a department 
store basis. It has its first floor 
divided into two general sections, 
one where hardware of a general na- 
ture is sold, with four men salesper- 
sons, and the other where home 
equipment, arranged for the fem- 
inine shopping eye, is on sale. Two 
salesgirls are in charge. 

On the second floor is a glassware 
section while in front of this is a 
department for seasonal goods,—a 
sort of display section, where at the 
present time all manner of Christ- 
mas goods are on sale, chiefly elec- 
trical and mechanical. 

The electrical goods 
came into existence 


department 
through the 


This Newer Hardware Is Not 
Only Stocked, but It Is Made 
a Leader by Frequent Display 
on the Counters and Frequent 


Use in Show Windows 


householders’ demands for things 
electrical and it has become so prof- 
itable that the majority of the use- 
ful, everyday household appliances 
can be purchased. A large percent- 
age of the stock, however, is elec- 
trical “parts,” those accessories 
which will save the busy householder 
a trip in town to replace a part. 

There are two entrances to the 
store, one into the hardware section 
and the other into the _ electrical 
and household section. The fact that 
the electrical goods entrance is on 
the right of the store was not a hit- 
and-miss idea. It was found by 
count that women shoppers ap- 
proached the store mainly from that 
side, shopping elsewhere first in the 
main center and then, remembering 
an article they had almost forgotten, 
proceeding to the hardware store. 

On the other hand more of the 
men who patronize the store arrive 
from the other side, as usually they 
come directly to the store. 

It has also been found that listing 
bargains with display banners and 
signs does not bring extra trade, as 
the shoppers who come in to buy 
want specific merchandise and are 
not interested in mark-downs for 
the principal reason that they don’t 
expect them. Some years ago the 
store had on hand a large quantity 
of lanterns, good lanterns, too, and 
the price was well under what they 
were purchased for wholesale. 





The community service 27 years ago 
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t ical Goods 


Leo A. Broad 
(right) and William 
H. Hinckley are just- 
ly proud of their 
record of merchan- 
dising advancement 
in the 27 years they 
have worked to- 
gether 


They were packed into the window 
in a quantity display with the price 
—29 cents—marked = everywhere. 
Only one lantern was sold. 

Now no attempt at bargain selling 
is made in any departmen: although 
if an article is a veritable “‘buy,” the 
salesperson will tell the shopper 
about it as a suggestion. 

The electrical goods are prom- 
inently shown on the counters—fans, 
beaters, grills, toasters, washing 
machines and vacuum cleaners. They 
are so placed that a woman shopper 
buying a pan or basket, for ex- 
ample, cannot help but see the elec- 
trical display. 

They are not concentrated in one 
spot but over several counters, so 
that no matter which way a shopper 
turns the electrical goods can be 
seen. It has been only four years 
since the firm began dealing in elec- 
trical merchandise but the sales have 
resulted in more and more space be- 
ing allotted. 

The store doesn’t push sales by 


aire 


} 





By Proctor P. Lincoln 





having salesmen make a _ house-to- 


house canvass. The demand creates 
the supply which is a natural and 
certain growth. 

Window displays are changed once 
in two weeks. Whenever a part of 
the stock becomes stagnant the goods 
of this style are placed in the win- 
dow, along with those in the most 
demand—live goods, in other words. 
Of course, seasonal goods are given 
a prominent display. 

The store has joined in all the 
various group-merchandise move- 
ments, like the “Trade at Home 
Week,” an annual affair, and “Dol- 
lar Day.” The store owners, Leo A. 
Broad and William H. Hinckley, have 
found that the greater effort put 
into these “‘weeks” and “days’”’ the 
larger the sales. 

Two years ago on the “Trade at 
Home Week” there was a substantial 
increase in sales because the move- 
ment was pushed by a live wire. 
This year the sales were but little 
better than ordinary for the move- 





Leo A. Broad, one of the partners, at the Electrical Goods counter 
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ment “didn’t get the swing” and the 
merchants did not cooperate suff- 
ciently, each wishing to be left more 
or less alone. 

Another factor in the success of 
the store is the fact that a salesman 
who began in the “old store’ 27 
years ago is still on the job. His 
name is William Luippold and scores 
of the customers have remained with 
the store all these years. When they 
open the door their first remark is 
‘“‘Where’s Billie?” It creates a com- 
panionable atmosphere which is not 
only attractive to the old customers 
but creates a spirit of friendship 
with the new customers who are in 
the store for the first time. 

As Mr. Broad states: “We try to 
maintain the atmosphere among the 
employees that they are members of 
one family. This not only produces a 
comrade spirit within the store but 
the customers like it. They become 
chummy with the salespeople, dis- 
cussing everything from _ the 
weather to Red -Grange. 

“We like to have children come 
into the store for their parents 
usually come with them so we al- 
ways show the little ones courtesy 
as if they were little kings and 
cueens. They sometimes even ask 
their parents to bring them into the 
store just to have us say ‘hello’ to 
them. 

“But one more thing regarding 
bargains which I mustn’t forget. 
Bargains don’t make much headway, 
as I have mentioned, except when 
tied up with a national advertising 
campaign. Then we get extra busi- 
ness.” 
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Courtesy Metropolitan Art Museum 





Excellent examples of Duncan Phyfe Furniture from a room in the American Wing of the Metropolitan Art Museum. 


Sell More Lamps by Taking the Mystery 


Out of Interior Decoration 


HIS article is written for the 

man who sells lamps in the 

hardware store, the electrical 
shop and the service station, as well 
as for the department store and gift 
shop buyers who sell lamps. Amer- 
ican men take unrighteous pride in 
the fact that they know nothing 
about ART. 

These same men would be indig- 
nant if you accused them of know- 
ing nothing about history, and in- 
terior decoration is really a matter 
of history rather than art. Periods 
of war did not produce anything 
useful to posterity, and you can eas- 
ily trace the periods of peace and 
prosperity by the decoration. And 
you need to have only a superficial 
knowledge of history for the last 
six hundred years in order to trace 
the six periods which seriously in- 
fluence the design of lamps for which 
women are asking today. 


By Mrs. Bernice Bowser, Lamp Editor 


BRIEFLY DESCRIBED IN A WORD 
Spanish Renaissance—Fine iron work. 
Italian Renaissance—Ornate, religious 

inspiration. 

English Renaissance—Practical, livable 
pieces. ' 

French Renaissance—Exquisite beauty. 

Early American—Restrained design and 
color. 

20th Century—Commendable simplicity. 

Lamps today in America have two 
outstanding influences, early Ameri- 
can and Spanish. We show a photo- 
graph of a strictly period room, an 
early American room from _ the 
American Wing of the Metropolitan 
Art Museum. Many men looking at 
it will say, “Period, rats, that’s the 
kind of furniture my grandmother 
had in her house.” Exactly. Nothing 
mysterious or difficult about that, is 
there? 

That is what people all over this 
country are buying, and it is quite 
logical for us to have a keen interest 
today, after the great war, in the 
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earlier days of our country. That 
exhibit at the Metropolitan Art Mu- 
seum has interested and influenced 
thousands of people; when Mrs. 
Calvin Coolidge was last in New 
York City, she visited it. 

The Spanish influence has always 
been strong in parts of the South 
and California. The boom in Flor- 
ida has caused the building of thou- 
sands of homes of Spanish architec- 
ture, so suitable for the climate. 
Does this not prove that there is 
logic back of lamp demands? 

When a man enters a hardware 
store and asks for a desk lamp with 
a green shade and six feet of cord, 
there is little need of selling ability. 
If you have the lamp, and certainly 
every hardware store in the country 
carries this staple article—if they 
carry lamps at all—it is merely a 
matter of writing the check and 
wrapping the lamp, which the cus- 








tomer carries out under his arm. 
The secret of the quick sale was that 
the man knew what he wanted. 

Had the same man entered and 
asked for a lamp for his living room, 
the chances are he would not have 
known what he wanted and, perhaps 
fortunately for the merchant, he 
would have no idea of the price he 
should pay. What factors enter into 
correct lamp selection? 

We show a chart which will quick- 
ly show how complex is the question 
of lamp selection and what knowl- 
edge is necessary to give your cus- 
tomer service. Once you see that this 
knowledge is necessary, you have 
gone a long way on the road toward 
overcoming the difficulty. Once you 
want this knowledge you will acquire 
it easily. You will find yourself en- 
joying that knowledge and you will 
find it a simple matter to train your 
clerks. 

It is now February. At the end of 
the year you discarded your weak 
salespeople and retained the best, 
and now that stock taking and the 
January sales are over, you need to 
develop in salesmanship the people 
you have retained. 

We live in a day and age when all 
people, the city cliff-dwellers and 
those who live in the wide open 
spaces, can all acquire a knowledge 
of architecture and interior decora- 
tion. It is rather unfortunate that 
it costs nothing, because if it did 
our people would take it more seri- 
ously. 

Every day of the week from some 
station there is broadcasted a lec- 
ture on interior decoration, furni- 
ture, architecture or some other 
allied subject. Any merchant who 
has a radio receiving set can dele- 
gate one clerk to listen in and report 
to the entire force what men and 
women are listening to and what he 
has learned that is new to him. 

Furniture Age, The Upholsterer, 
The Dry Goods Economist and other 
business papers are this very minute 
running series of lectures on interior 
decoration. 

But the source of the most au- 
thentic information for all city peo- 
ple is the local art museum. Not 
only do these museums have interest- 
ing collections, but a very large per- 
centage of them are giving free lec- 
tures on the very subjects which 
help salesfolk to sell lamps. 

About a year ago, searching for 
accurate information on this very 
subject, I wrote to some twenty-five 
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museums asking if they had in the 
past, or contemplated in the near 
future, provided lectures on interior 
decoration, period design or any 
subject which would be of interest 
to a merchant selling lamps. I was 
pleasantly surprised to have 90 per 
cent reply in the affirmative. 

In many cases they sent me printed 

folders of their programs, and in 
studying these I was not surprised 
to find that the cities which are 
known in the trade as “good lamp 
towns” (meaning that many residen- 
tial lamps are bought and sold every 
year) are the towns where the art 
museums are the most active, giving 
the people excellent material which 
they are using, as reflected in the 
lamp sales. 
_ Limited space prohibits my men- 
tioning more than three, so I will cite 
Cleveland, Philadelphia and Brook- 
lyn. 

Cleveland: Acknowledged one of 





the best lamp towns. A long cour- 
teous letter stated, among other 
things, that “during the past winter 
we had two short series of Sunday 
afternoon talks; one devoted to the 
small house, including plan, design 
and detail, the other devoted espe- 
cially to problems of the garden. A 
somewhat similar series was con- 
ducted the preceding year with rela- 
tion to interior decoration. We have 
also at various times had talks by 
M. Luckiesh. We find that no type 
of lecture draws as large or respon- 
sive audiences as those concerning 
problems connected with the home. 

“You may be interested in know- 
ing that on two different occasions, 
in connection with the Better Home 
Week movement, lectures were given 
by Ross Crane, at one of the local 
halls, and that very large audiences 
were attracted to all of his talks.” 

Philadelphia: Known in the trade 

(Continued on page 69) 



























































CHART OF 
THE FACTORS ENTERING INTO THE 
RETAIL SALE OF A LAMP 
| 
| | 
| SEASON PERIOD STYLE TYPE PRICE | 
WINTER: AFFECTED BY FLoor | 
Rich warm colors Architecture Bridge | 
Heavy fabrics Decoration Junior | 
Suggesting Torchere | 
warmth — | 
SuMMER: — 
Cool colors 
Thin fabrics 
Parchment 
Chintz 
Dotted swiss 
| PURPOSE COLOR PERSONAL | 
| TASTE | 
Girt? AFFECTED BY ns ' | 
PERSONAL USE 0 —- sf 
Decorative hangings UNTRAINED ? 
Practical Upholstery Woon: 
Definite use Color scheme Silk 
Parchment 
Mica 
METAL 
Glass 
Silk 
Parchment 
23 











In the Spring Housewives Think of 


Electrical 


Chantler Has Asked 
Many Women Why They 
Bought Cleaners First of 


Mrs. 


Electrical 
and Here Is 


Answer 


Her 





By Mrs. Ethel Wan-Ressel Chantler 


HERE is a cleaner in one out of 

: every three electrified homes in 

the United States. Of the 
twelve million electrified homes, four 
million have cleaners. Incidentally, 
this is perhaps the largest number 
of major electrical appliances in ac- 
tual use, which shows how completely 
the average housewife is sold on the 
electric cleaner. And what is even 
more important, in many of the 
homes, this is the only major electric 
appliance in use. 

When this condition first came to 
my attention it piqued me consider- 
ably, for I wanted to know why the 
cleaner was the first choice. Conse- 
quently I questioned many house- 
wives about it. 

From this investigation I learned 
the two factors that entered most 
into the selection, aside from the ex- 
tensive sales demonstrations that 


Appliances 
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have been made. It was cost and the 
Sanitary cleaning feature of the 
cleaner. 

Of the major electrical appliances 
that today’s housewife wishes to own 
the cleaner is perhaps the least ex- 
pensive, and the majority of women, 
being conservative, choose it because 
it represents a comparatively small 
investment. 

If it is bought for cash, the outlay 
does not seem so great, while if the 
purchase is made on the partial pay- 
ment basis, the smaller amount also 
appeals to us for we always like to 
try our wings in this business before 
we dare embark upon a longer voy- 
age. Then if the first trip has not 
proved too strenuous, we are quite 
willing to undertake one a little 
longer. 

The many owners of electric clean- 
ers who did not have first to consider 
the cost, became sold on the cleaner 
chiefly as an aid to more sanitary 
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~», Continuing the Series “What 
ts Every Woman Knows’ to 


Help the Salesman Hu- 


manize His Demonstra- 
tion of Household 
Aids 


methods of cleaning. This is par- 
ticularly true of women with chil- 
dren and the older housewives. In 
fact, there are few of us who have 
cleaned the old-fashioned way but 
would respond more quickly to this 
argument than the time and labor- 
saving possibilities of the cleaner 
that most salespeople extoll. 

For as yet, the time-saving factor 
does not mean enough to us to put 
any real value upon it. Housewives 
are just beginning to learn what 
their time is worth. It is for this 
reason we are so much more im- 
pressed with the cleaner’s sanitary 
accomplishments. Besides, the clean- 
er is not a time saver of importance. 
If one is to do really good work it 
takes time, otherwise the results will 
not be good. 

What really occurs is that in about 
the same length of time it requires 
to do surface cleaning with duster, 
broom and carpet sweeper, one can 








accomplish the task far better and 
more easily and thoroughly with the 
cleaner than would ever be possible 
by hand. 

Another point which may interest 
cleaner salespeople is that we do not 
place any real credence in the argu- 
ment so often advanced that the 
cleaner eliminates the necessity for 
a broom, carpet sweeper, dust pan 
and furniture brush. We know bet- 
ter, and hence we look upon the 
cleaner as a master worker and the 
other cleaning appliances as neces- 
sary aids. If one would only stop to 
think such exaggerated statements 
would never be made, for no woman 
doing her own work will drag the 
cleaner out every time a few crumbs 
are dropped on the rug. 

Strangely enough in the average 
cleaner demonstration we are rarely 
informed except on points with 
which we are already familiar. We 
are seldom interested in the mecha- 
nism of the cleaner, except where the 
knowledge might aid in the proper 
operation and care of the appliance, 
which are the very points usually 
omitted. 

Being thoroughly familiar with its 
simplicity of operation, the salesper- 
son assumes the customer must be 
also. As a matter of cold fact few 
users of cleaners obtain best results 
from them because they try to oper- 
ate them in the manner of the old 
carpet sweeper—with short, quick 
strokes over the surface of the rug. 
The result is, they must go over the 
same spot again and again before 
the cleaner is given a chance to re- 
move everything. 

This, besides tiring the housewife 
even more than would the carpet 
Sweeper, undermines her confidence 
in the real value of electrical appli- 
ances. 

For this and similar other reasons 
the cleaner demonstration should not 
be made to take place on the counter 
sucking flour from a tiny ruglet, but 
from a real sized rug on the floor, 
where the housewife can see how the 
cleaner must be handled. It must 
be remembered that the majority of 
humans learn quicker by example 
than any other way, otherwise “mon- 
key sees, monkey does,” which has 
no bearing whatever on human evolu- 
tion. 

A good demonstration ought to in- 
clude practically everything of real 
importance written in the book of 
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instructions—not omitting the care 
of bag and oiling of motor. Much 
depends upon how this is handled by 
the demonstrator. Facility is its se- 
cret of success, for seeing how easily 
the device can be cared for we are 
encouraged to do our own caring for 
it instead of leaving it to wait upon 
the whims of our menfolk. 

After the cleaning of floor cover- 
ings has been demonstrated the 
housewife wants to see the attach- 
ments in use. Although I have seen 
a good many cleaner demonstrations 
I have yet to see the use of the at- 
tachments demonstrated except on 
special request. 

Seemingly, without realizing it, 
the cleaner salesman or woman has 
in the attachments an item of tre- 
mendous interest to the home maker. 
Nearly every woman today knows the 
electric cleaner will clean rugs and 
all she wishes to know on this point 
is, how to obtain best results, but 
comparatively few of us believe it 
will clean upholstered furniture, suck 
dust from corners, draperies, wood- 
work, radiators, walls and even 
clothing and furs. As indeed it will 
as I have found out to my entire 
satisfaction. 





In actual use the cleaner attach- 
ments exercise the same fascination 
over us as do the sewing machine at- 
tachments. 

It is common knowledge that 
housewives possessing the attach- 
ments to the cleaner make little or 
no use of them, and it is simply be- 
cause they, never having seen it 
done, doubt it to be worth their while 
to try it—except the very few whose 
time permits of experimenting. A 
comprehensive demonstration of the 
attachments at the time of purchase 
would eliminate this and bring a 
great deal more satisfaction to its 
purchaser. 

The spring and fall are psycho- 
logically the best time for selling 
cleaners, because these are the two 
house cleaning seasons. And while 
on the subject of these semi-annual 
cleanings I want to register one 
point—I am dead against the much 
flaunted argument that if the elec- 
tric cleaner is used once or twice 
each week these semi-annual clean- 
ings may be safely eliminated. This 
is not so. 

The work done by the cleaner hap- 
pens to be but one phase of these 

(Continued on page 70) 


The Cleaner Eases the Task with Heavily _. 
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Back Door vs. Front Door 


By R. Gilbert Gardner 


“Oh, we started for the fair 
“With spirits light and hearty; 
“McCarthy held the reins— 
“And Murphy held McCarthy.” 


tion. We started not for the fair exactly, but 

for our bell-ringing “with spirits light and 
hearty”; and the salesman held the electric cleaner 
and I the box of appliances. 

None of the poorer sections for us this day—no 
indeed. We headed for the best residential portions 
of the city—one of the 
largest in Massachusetts 
— and besieged the 
homes of the well-to-do. 
I had no official func- 
tion, except to bear the 
appliances, and to rein- 
force the _ salesman’s 
sprightly personality 
with smiles and moral 
support. I was out to 
soak up my fill of hous- 
to-house selling, 
as done by the 


[ten old ditty is strongly remindful of the situa- 
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Yes, it works fine.” The aperture for conversation was 
narrowing 
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other fellow. This salesman, let it be understood, 
was selling for a regular store within its trade field. 

As we approached our chosen field of operation we 
noticed overhead a black cloud approaching also— 
evidently timed to arrive about the time we would. 

“Darn!” said the salesman. ‘‘Looks like rain. Can’t 
do much in the rain. Spoils the looks of an electric 
cleaner, and means work in drying and polishing it 
afterward. No woman likes to have water dripping 
on her rugs, either. We’ll have to call it off if it 
rains.” 

“Maybe it’s only a shower,” I suggested. 
stay under cover somewhere till it’s over.” 

“Tell you what we’ll do,” enthused the salesman. 
“We'll snap into it lively till it begins to rain, then 
we’ll get in somewhere and pull a demonstration. We 
start here.” 

The start was made at the back door of a fine resi- 
dence, and the door was opened by a maid. ‘“Good 
morning,” said the salesman, doing the honors with 
hat and bow. “Have you an electric vacuum cleaner?” 

“Yes, we have.” The door began to close. 

“Is it working all right? Does it pick up lint, 
threads and hairs from your rugs?” 

“Yes. It works fine.”” The aperture for conversa- 
tion was narrowing. 

“It works all right, gets all the dirt and lint—and 
rolls easily ?” 

“Ves,” 

“Have you had it long?” 

“Two or three months. It’s most new.” A little nod 
of dismissal and the door closed. 

With slight variations the act was repeated at the 
next eight or ten back doors. The salesman held his 
cleaner close to the door where it was seen almost 
before he was. Plainly he was proceeding according 
to rote, as always the same questions were asked— 
more or less of them—as governed by the opportunity 
for talking. Another thing was plain. We had picked 
a section where electric vacuum cleaners—the best 
makes too—were thickly spotted. 

“Do you always go to the back door?” I asked. 

“Yes, don’t you think that’s the place to go?” 

I told the salesman that I was a strong front-door 
man myself; that his proposition, as a representative 
of a well known local store, was in every way high- 
grade and worthy of front-door selling; that peddlers 
of cabbage and horseradish, who made chicken- 
feed sales, specialized on back doors; that 
maids, in my opinion, were not the ones to 
cultivate in sales running to $60 or $70; since 
maids were not principals, and since half the 
time they didn’t know their own minds. 

“But I can get quicker action at back doors, 
and can make more calls a day. The maids, 
you have to remember, are the engineers of 
the household vacuum cleaner, and can tell 


“We can 








It is shown in this account of a days canvass that a good 
store's name opens the doors for a specialty salesman, and 
sales resulted where the back door method had failed utterly 


pronto whether it’s dependable or some old worn-out 
rattle-trap. Just the same, I’ve a hunch that you’re 
more than half right. Front doors it is from now 
on—and what’s that—rain?” 

It was. At first not much, but in a few minutes 
more. Neither raincoats nor umbrellas had we. 

“An ideal time for demonstration,” declared the 
salesman. “And we'll get into that next house and 
demonstrate—if we work the right psychology.” 

I suppose we could have got in, by begging to be 
taken in; but no respectable salesman begs, nor should 
he. The lady had just purchased a new electric 
cleaner—so why should she be interested in having 
another cleaner demonstrated to her? 

The next six or eight houses also were equipped 
with perfectly good cleaners, and demonstrations were 
taboo. By this time Old Man Rain was giving an 
able demonstration; so we asked permission of a lady 
to stand on her porch and watch him. 

“No use in swimming to the houses, looking like 
a drenched rat,” grumbled the salesman, after a quar- 
ter-hour of this. “Let’s go back to the office.” 

Back to the office we went, and waited. About noon 
the sun burst forth, the clouds rolled away, and by 
1.30, fed, dried and again hopeful, we doubled back 
to the firing line. This time the salesman adopted 
different tactics, perhaps because the weather had. 
At the front door he was confidence itself. “Good 
afternoon, madam,” he greeted, lifting his hat and 
taking a little step forward, cleaner in hand. “I’m Mr. 
Warner from Forbes and Wallace. I’ve come to clean 
your rugs.” 

This approach was good business. At the third or 
fourth attempt we were let in to clean rugs, and the 
ladies at other houses had been impressed—first with 
the name of the department store, which was well and 
most favorably known; second with the salesman’s 
manner of speaking and what he said. The fact that 
he didn’t begin by asking.a question which could be 
answered so as to impede further progress, had a lot 
to do with it, I’m sure. 

It was a little, polite old lady who first placed her 
rugs at the salesman’s service. At the outset she 
declared she couldn’t buy, for she had no money. She 
had an electric vacuum cleaner, but it was an old 
machine hard to run, and take it all round, she’d just 
as soon use a broom. The salesman asked to see the 
old machine, mainly to decide what trade-in value he 
could place on it; afterward hooked up his machine 
and demonstrated. Calling the attention of the old 
lady to its easy-running features, soon he had her 
running it herself, and right then the sale took a great 
forward jump. The rugs done, the salesman called 
for a newspaper, and spreading it on the floor, impres- 
sively deposited thereon a quart or more of dry, black 
dirt. The little old lady held up her hands in astonish- 
ment, then fixed the salesman with a kindling eye. 
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It was a little, polite old lady who first placed her 


“Young man,” she accused, “you never got all that 
dirt from my rugs. The most of that is someone 
else’s dirt that you brought here in that bag.” 

Smilingly the salesman denied the impeachment, 
then leaving the pile of dirt where it was, again he 
hooked up his machine, and this time went over the 
hall rug. Returning he shook out a like pile of dirt 
beside the first. ‘‘Now,” inquired he, while the old 
lady stood marveling and wondering, “how much can 
you pay today?” 

She insisted that she had no money to pay for the 
cleaner, though she would like to have it. When the 
salesman re-stated its advantages, however, and of- 
fered a respectable sum 
for the old machine, also 
(Continued on page 68) 
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Selling Electrical Refrigeration in 
Competition with Zero Weather 


The G. S. Blodgett Co., Inc.. 
for 78 Years Hardware Deall- 
ers, Find This New Appliance 


Excellent Merchandise 


By 


ers of ELECTRICAL Goops I am 
reminded of the story of the lit- 
tle dog who put the tip of his tail 
into his mouth and said, “This is the 
END of me!” For up here in Ver- 
mont the natives are being reminded 
of the END of the iceman. He is 
fast passing and the basis of this 
change is the electric refrigerator, 
placed in homes by the up-to-date 
hardware and department stores. 
The pioneer in the merchandising 
of this new household necessity in 
Vermont, is the G. S. Blodgett Co.. 
Inc., of Burlington. The birthday 
of this firm dates back about seven- 
ty-eight years. It is one of the old- 
est and largest departmentized hard- 
ware stores in the State, distribut- 
ing the many items of hardware, 
housefurnishings, electrical appli- 
ances, agricultural implements, etc., 
throughout the tiny commonwealth. 
From a small beginning the firm 
has developed into a progressive, and 


iz writing this story for the read- 


Lake Champlain, 118 miles long, is adjacent to Burlington. 





H. A. Thompson, store manager, 
who planned the campaign 


very efficiently organized house. In 
accordance with its slogan: 

“‘THE STORE OF TODAY’S BEST.” 

The firm has always endeavored to 
serve its patrons well—to merit an 
ever increasing good will and finally 
to keep up with the times. 

In keeping with a phase of its 
slogan, the management of this firm 
has always endeavored to install new 
lines when they were new. Hence it 
was only natural that it was prob- 
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Since 1921 the Company Has 
Been Investigating This In- 
novation and It Has Coopera- 


tion of the Service Company 
R. T. Albee 


ably the first concern in the State 
of Vermont to see the possibilities of 
electrical refrigeration. 

However, it is not to be under- 
stood that they jumped into this mer- 
chandising opportunity without be- 
coming throughly conversant with it 
through a very careful investigation. 
In the early part of 1921 the firm be- 
gan to contemplate the advisability 
of investigating this recent addition 
to the family of household electrical 
appliances. With the management’s 
customary exactitude and precision 
there followed a study of the manu- 
facturers who were the leaders at 
that time and who were putting out 
the best in electrical refrigeration. 

A man was sent to their factory to 
study every phase of the new Jine— 
with the result that the firm’s bound- 
less energy was turned into this in- 
fant field with resultant remarkable 
success. (Let it be said here that they 
recommend to the fullest degree this 
line to every up-to-date hardware 
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The G. S. Blodgett Co., Inc., believe fine show windows justify the expense and trouble, hence this presentation of 


firm, with the statement that “the 
electrical refrigerator has the great- 
est possibility of anything in the 
electrical appliance field.’’) 

The G. S. Blodgett Co. is cer- 
tainly receiving a nice, fat, juicy 
business through the merchandising 
of this household necessity and 
servant. Their success, policy and 
methods can well be emulated by 
other hardware firms. 

Through interview and investiga- 
tion, the writer made the interesting 
discovery that to H. A. Thompson, 
Store Manager of the firm, is du2 a 
great deal of the credit for building 
up a remarkable business in this 
line. A splendid record which many 
dealers and distributors in the 
larger centers of population will 
have to strain some to equal. 

I met him a few weeks ago, in his 
busy office, and heard him proclaim 
that good sound policy of Quality and 
Service as exemplified by THE 
STORE OF TODAY’S BEST as he re- 
counted to me the story of his firm’s 
success with electrical refrigeration. 

A story which shows that this 
line, like any other in the hardware 
store, yields highest dividends to 
those who put the most into it. It 
requires hard work, constant effort, 
and no small amount of knowledge. 
As I talked with him it was apparent 
to me that a great deal of his suc- 
cess was due to his enthusiasm, 
thorough earnestness and. great 
activity. 

Before continuing with a descrip- 
tion of the methods and _ policies 
which this firm uses to turn its stock 
of electrical refrigerators, I would 
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electrical refrigeration 


ask the readers of this article to 
consider for a moment the territory 
which this firm serves: 

It is the northern and middle sec- 
tions of the State of Vermont and 
the City of Burlington in particular. 
A community and state which is 
sparsely inhabited, no large cities 
and many farms. The population of 
the city of Burlington being around 
26,000 and that of the entire state 
being less than that of the city of 
Minneapolis. 

The towns and counties are filled 
with lakes and ponds. So plentiful 
are they in some sections that in a 
portion of the three northern coun- 
ties, a territory approximately 45 by 
50 miles in size, there are nearly 200 
lakes and ponds. Burlington itself 
is located on the shores of the larg- 
est fresh water lake in the United 
States outside of the Great Lakes— 
Lake Champlain. 

These numerous bodies of pure 
crystal spring water offer free ice at 
a minimum of cost to the ice men. 
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One of the many newspaper 
advertisements 
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Yet with nature’s own gift—pure ice 
in abundance from lake and stream 
—this firm has been able to make 
remarkable increases each year in 
the distribution of the electrical re- 
frigerators throughout Vermont. 

At a recent convention of New 
England _ electrical refrigeration 
dealers, an official connected with 
one of the largest manufacturers of 
electric refrigerators told the deal- 
ers there assembled that regardless 
of the disadvantages of location in 
a section of the country experienc- 
ing cold and often wintry weather 
throughout eight to nine months of 
the year—despite the competition it 
has with nature itself in the manner 
illustrated above—The G. S. Blod- 
gett Co. is doing more business per 
capita than most dealers in_ the 
country. 

His object in saying this was that 
if this Vermont firm was able to 
overcome these obstacles and build 
up a thriving business in the line, 
which it surely has; then other 
merchants more favorably located 
ought to do as well and _ logically 
better if the same amount and kind 
of effort was expended. 

During the summer of 1921 the 
Blodgett Co. made only two installa- 
tions, these two units were watched 
for six months, and the possibilities 
of the line fully realized in this man- 
ner. The firm then went ahead with 
more intensive development of its 
merchandising plans. They obtained 
the state distribution for the Kelvi- 
nator, a nationally advertised line, 
and the one which they had installed 
and watched. 
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Each dainty ice cube for your table. 


Kelvinator 


In additon to maintaining perfect dry re- 
frigeration in the refrigerator, freezes the 
pure drinking water which you use into lit- 
tle cakes of ice for chilling the beverages of 
your table. 

Do You Dare Use Purchased Ice For 

Such Purposes? 
We are anxious to tell you more about 
Kelvinator. 


The Store of Soday's Best 


The G. S. Blodgett Co., Inc, 











They were convinced electrical re- 
frigeration had reached a satisfac- 
tory stage and went ahead with a 
comprehensive distribution effort. 

This campaign resolved itself, at 
first, into a strenuous sales effort 
aided in a very important manner by 
local and statewide newspaper and 
direct-by-mail advertising. As pre- 
viously brought out, the firm is 
handling a line that is nationally ad- 
vertised so that the advertising car- 
ried by the manufacturer helped and 
is helping in a very material sense. 

Mr. Thompson wishes to emphasize 
the fact that the advertising at the 
start was almost purely of an educa- 
tional character—designed to ac- 
quaint the people with the utility, 
economy and wonderful results to 
be obtained with the use of this new 
form of investment in home improve- 
ment. The advertising treated every 
phase of the new refrigeration for 
the home. It was the intention of 
this advertising to create interest, 
investigation and through desire— 
SALES. 


sale if possible. 


The people of Vermont and Bur- 
lington were to be made acquainted 
with the line—They were thoroughly 
educated to it. As a preliminary to 
establishing dealers in the Vermont 
towns, the company endeavored to 
place a unit in the homes of repre- 
sentative people in each community. 
An intensive direct-by-mail cam- 
paign was used to cultivate these 
people. 

At the right stage a personal call 
was made by Mr. Thompson or an 
appointed representative to close a 
The object was at 
tained. Units were installed in these, 








KELVINATOR 








Jor Health 





That Cake of Goldness That Never Melts 


Fits re into your own refrigerator a “pepe a 
clean, dry, never varying cold tempera 


ims into the discard the ice card, ice “ — 
pan, mop, drain cleaner and all other neusenses of ice 
refrigeration. Investigate the benefits of electrical re- 
frigeration. Estimates cheerfully furnished. See actual! 
working model at our store< 


Rutland on . E — 4 
ose Cahee rnishing 

St Alene Newee Public Blas. Co 

St. Johnsbury vom Gite Ge 6 Elec. Co 

White River Jct > 

Woodstock .. ; Woodstock Elec. Co 


The Store of Today’ s Best 
The G. S. Blodgett Co., Inc. 
Burlington, Y 


190-300 Bank ft 
STATE DISTRIBUTORS. 











usually well-to-do homes, and they in 
turn became boosters, free in their 
expressions of satisfaction and rec- 
ommendation. 

These owners were scattered 
evenly throughout the state. The 
remarkableness of this new home 
convenience created a demand. Local 
dealers became necessary. 
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d You Ever Hear Anyone 
Praise the Service of 





Refrigeration ? 


Did You Ever Ask Any Owner How 
He Enjoyed 
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Electric Refrigeration 


The volume of praise that they tell you is only indicative of the 
kind of service you too should have. 


How much longer are you going to be satisfied with the always 
mussy, unwholesome refrigeration‘of melting ice? 
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tion—-KELVINATOR. 


The G. S. Blodgett Co. Inc. imines" 


— 











Dealers became interested. They 
saw the possibilities, they felt the 
demand which was present and in- 
creasing. The list of dealers has 
grown until now there are sixteen 
energetic, hustling dealers in every 
section of the state. Every co-oper- 
ation is extended them by the Blod- 
gett Co., advertising assistance and 
suggestions, service men _ always 
ready to assist each dealer in need. 

In this connection Mr. Thompson 
intimated that one reason for their 
success with this line has been that 
they have given service to dealer 
and customer alike, lots of it, aid 
willingly. In this line especially, he 
believes, it must be given, and it 
must be of the right kind. 

For a time all service work was 
handled by the Blodgett man, until 
the local dealer had secured a fac- 
tory trained man. A factory trained 
service man is advocated for each 
local dealer to make installations, 
and to combine service with sales- 

(Continued on page 48) 
































“The Wash Machine” 


An’ brought his wife with him. 
We passed th’ time o’ day, first off, 
An’ then he says, “‘say, Jim, 
Th’ wife’s been talkin’ me t’ death, 
About a wash machine; 
She wants a new style ’lectric thing, 
That washes clothes so clean.” 


if  & 


Well, then I showed th’ blame thing off: 

I started it t’run, 

An’ told ’em how, with ’lectric power, 

Th’ wash could soon be done. 

I tried t’ give, convincingly, 

So many reasons why 

Them folks should have my wash machine, 
They couldn’t help but buy! 


Siri? 


Well, Mistress Bill was mighty pleased, 
An’ said so, too,—yo’ bet; 

But price was all Bill cared about, 

So he says, “what yo’ get 

Fer that there piece o’ foolishness?” 
An’ most nigh throwed a fit, 

When I says that “a hundred bucks 

Is all I ask fer it.” 


ROG 


He says, “Why, Jim, that’s ’way too high; 
Yer price is outta line: 

This feller down th’ street has got 
Machines at eighty-nine.” 

Says I, “I’m glad yo’ mentioned that, 
Fer now I'll tell yo’ why 

It really should be his machine 

Yo’ designate as ‘high’.”’ 


__ See 


(Such methods wouldn’t work with all 
Our customers, I know; 

With some, I’d hesitate a bit, 

Before so far I’d go: 

But some invite comparison, 


B« JONES come in th’ store on day, 














With other merchants’ stuff, 
An’ if one wants t’ sell them goods, 
He’s got t’ call their bluff.) 


simi 


Well, then I told him, point by point, 
Just where th’ difference lay; 

An’ closed my talk, with, “listen close, 
T’ what I’ve got t’ say: 

It isn’t where yo’ get th’ thing, 

Nor what yo’ pay, by gum! 

It’s what yo’ get, that does th’ work, 
An’ causes smiles t’ come!” 


Asti 


“Yo’ see,” says I, “it’s this way, Bill, 
A ‘cheap’ machine is ‘dear’— 

At any price, however ‘low,’ 

It may, at first, appear. 

There aint no Santa Claus, an’ so, 
Yo’ never on this earth— 

Will get a thing fer nothin’,—’less 
That’s more ’an what it’s worth!” 


Rey 


“It’s what yo’ get, not what yo’ pay, 
That makes yo’ happy, Bill; 

An’ if yo’ take this good machine, 
I’m satisfied yo’ will— 

Get value fer yer money, ’cause 

A good machine brings joy, 

An’ freedom from vexatious cares, 
An’ troubles that annoy.” 


ST de 


“Yer wife’ll have more time t’ do 

Th’ work there’s profit in; 

Er she c’n visit neighbor friends, 

An’ all her kith an’ kin. 

She’ll have more time fer raisin’ chicks, 
An’ makin’ butter, too, 

Er any of th’ lighter jobs 

She thinks she’d like t’ do.” 


Lye! Le 


(Continued on page 68) 
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This Is Your Competition 


| ECENTLY a manufacturer of electric irons decided 

to investigate the irons made by others. Among 
other purchases was one priced at $2 by a large mail 
order house. This iron was examined and tested and 
what follows is a report of this test: 

“The iron was packed in a cheap box that permitted 
some damage to the weaker parts. It’s weight is six 
pounds, volts 110, watts 500. Six feet of low grade cord, 
cheapest 2-piece lamp socket attachment and poor con- 
nector plug. 

“Tron proper consists of one-piece casting, hollowed 
so that the chamber is about an inch high and half an 
inch from the bottom, with opening at back. Heating 
element is coil of low grade nickel chromium resistance 
wire, wound over a piece of asbestos board and insulated 
at top and bottom of chamber with sheets of mica. 
Terminals fairly satisfactory. 

“Opening at back covered by tip-up stand, screwed 
into iron. When current is turned on, heat flows 
throughout casting and top is inclined to run hotter 
than bottom. When left, turned on, 30 minutes, entire 
block turned brown, handle became too hot to hold and 
heel stand quickly scorched paper when touched to it, 
entirely losing any character as a safety measure. Such 
an iron is a distinct fire risk.” 

This is a perfectly simple test and cost this manufac- 
turer $2 and the cost of a bit of current. Any store 
keeper who is annoyed by the competition of cheap mail 
order appliances can easily afford to make such a 
demonstration. A merchant should make such a test 
before stocking an iron and tell the public the results. 

It might be added that this iron requires more watt 
hours to do a given ironing than an efficient iron. This, 
too, can be shown in a test. 





5826 electric light and power companies supply the 
current for the country; 2644 of these sell electrical 
appliances. 


Information Wanted 


EK cannot refrain from calling special attention 

to the report by Mrs. Bernice Bowser, printed in 
this issue, of her experiences following her talks over 
radio on the subject of lamps. 

It seems from the returns she has received that 
there are many people who want to know more about 
lamps and lighting. Mrs. Bowser, in her public talks, 
has presented this subject in a most human and under- 
standable way and the people have responded. 

From time to which the memory of man runs not 
to the contrary we have had much talk about light- 
ing the home and office. Since electricity became the 
means of lighting many homes, now the majority of 
all homes, there has been even more educational agi- 
tation. Lighting has a very direct bearing on eye- 
sight, general health and home comfort, and the people 
by and large are appreciative of its importance. The 
great need is not especially for more educational ef- 


fort, but for more understandable effort. So much 
that is said on this subject is too technical for the 
average person. ; 

ELECTRICAL GOODS is proud to have sponsored these 
radio talks and we believe that it is a worthwhile ac- 
complishment. The latter part of last month a similar 
effort at educational work was started on behalf of 
electrical household appliances and we anticipate a 
similar response to this effort. 





13,460,000 homes have electrical service; more 


than half of the total of homes in the country. 





-_--—— 


The Profits Are Waiting 


"'N his discussion of the future of merchandising of 

electrical appliances, George A. Hughes, president of 
the Edison Electric Appliance Co., said in his address 
to the hardware jobbers in Atlantic City: 

“The hardware merchant has many advantages (for 
the sale of appliances) on account of the prominence 
of his store in the community; he serves a wide range 
of the community needs and he is experienced in mer- 
chandising. Every hardware dealer is in the kitchen 
ware business and more or less in the housefurnish- 
ing business. The women of the community are in 
the habit of going to his store, which is usually con- 
veniently located, and when they think of a flatiron 
or a percolator it is natural for them to go to the 
hardware store for it. Why not? In last analysis 
electrical appliances are simply standard hardware 
electrified.” 

One reason that electric appliances have not gained 
greater popularity during the comparatively short pe- 
riod they have been on the market is that the mer- 
chants who have always supplied the kitchen ware 
have not urged these appliances upon the kitchen 
equipment customers. 

Today any hardware man who has always sold the 
coffee pots for his community need have no fear in 
recommending percolators. If he has any lingering 
doubts he can buy one and try it in his own home and 
learn that he can have better coffee, more economical- 
ly and with less trouble. 

After this experience he need not hesitate to recom- 
mend percolators to his coffee pot customers. 





2,100,000 stores and offices have electric service 
and are excellent lamp customers. 





An Electrical Christmas 


GOOD many electrical people know Arthur E. 
Towne, now in the newspaper business in Con- 
neaut, Ohio. Although Mr. Towne has deserted the 
electrical business as a specialty for the encouragement 
of the general merchandising business, he has not for- 
gotten how to boost lamp sales and the electrical in- 
dustry generally. 
Mr. Towne got the ear of the secretary of the Cham- 
ber of Commerce of his city and proposed that they 
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make the Christmas season a real one electrically. 
There were a lot of holes in the sidewalks in the busi- 
ness section of the city, once used for flags during 
the war and at the armistice celebration. Mr. Towne 
proposed that these be used for electrically lighted 
Christmas trees. | 

The merchants liked the idea and did their share. 
The side streets became bowers of beauty. A com- 
munity tree was provided by planting a live tree on 
the Elks clubhouse grounds and it will be there for 
future years. As fortune usually favors those who 
dare, a nice snow came along in time to give the deco- 
rations the real Christmas effect. 

It was an electrical Christmas in Conneaut and 
everybody was happy. It goes to show what a man 
can do when he tries. 





429,500 industrial plants use electricity for light 
and power and the lamp demand runs into large 
numbers. 





Small Town Dope 


FTEN we hear that the electric appliance business 

is a big city trade. That probably was once more 
or less the case, but the universality of the use of elec- 
tricity today has changed the picture. Here is some- 
thing to think about: 

Pocasset, Okla., is a community of 46 residences. Of 
these, 36 are lighted by electricity. Of the 26 business 
houses, 23 are electrically lighted and some of them 
use electricity for power. The three that have not in- 
stalled electricity, do not remain open in the evenings. 

Some one in this hamlet of 250 persons is doing a 
very nice business in bulbs and there is an opportunity 
for a nice appliance business. 

A small town merchant once expressed it this way; 
“Our people do not have as much money as big town 
people, but they have many fewer things to spend it 
for. Their only thought is home and personal com- 
fort, while in the larger towns, there is so much that 
goes for amusement. We can sell more home comfort 
articles in proportion to our trade, than the merchant 
in a larger city.” 





3500 manufacturers make electric machinery and 
appliances. 


Industrial Lighting 


ORK already accomplished by the Industrial 

Lighting Committee of the National Electric 
Light Committee has reached a stage where the success 
of the campaign seems assured. Joseph F. Becker of 
New York, is Chairman of this committee. 

In addition to creating much work for wiring con- 
tractors, sales of much lighting equipment and generally 
boosting the lamp and fittings market, this campaign is 
a great humanitarian and economic work. 

Better lighting in a factory or shop positively in- 
creases production without any effort on the part of the 
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workman. Also it makes the days much more pleasant 
for him, in that he works without eye strain and eye 
strain is one of the most annoying and dangerous of 
strains. It is the starting point of serious ailments. 

This industrial lighting campaign will increase pro- 
duction, make workers more comfortable and create 
business for every one in the lighting business. How 
much it will increase the business of any individual firm 
selling lamp bulbs and fixtures will depend upon that 
firm’s co-operation with the movement. 





110 holding companies have been organized to own 
and operate groups of electric light and power com- 
panies. 





Think with Seasons 


Yr, a very large part of this Country February and 
March are the most uncomfortable months of the 
year, so far as weather and living conditions are con- 
cerned. This is a tip to the merchant to think in terms 
of articles that will allay as much of this discomfort 
as possible. 

Because of weather conditions, many people are ill 
—the result of colds and exposure. This class of ill- 
ness is especially susceptible to heat treatment. The 
electric heating pad is invaluable in these cases and 
the electric heater serves many purposes in the ex- 
tremely cold weather. These are items that can be 
pushed. 

Also the immersion heater has a very important 
place in this extreme period of the year, for both 
medicinal and toilet use. In this time, when acci- 
dents happen to hot water and heating systems, it 
is well to push these items. 

On the other side of the picture people spend much 
time at home during these months. They are ripe 
for entertainment and comfort talk. Radio is the 
form of entertainment that can be offered and lamps 
go a long way to supplying comfort. 

Follow the lead of the umbrella merchant. He 
always hangs out a show umbrella when it rains, 
thus keeping up with the season. It is a good 
thought. 


sz. 





36,000 light bulbs are used on the five largest elec- 
tric signs on Broadway, New York City. 





Very Large Figures 


| ¢ last month’s issue of ELECTRICAL GOODS refer- 
ence was made to the total investment in the 
electrical service industry. The type said that this 
amount exceeded “seven and a quarter million dol- 
lars.” The sentence should have read “billions” in- 
stead of “millions” and now that a month has passed, 
this figure is probably not large enough, but it has 
not yet reached “trillions.” Probably it will soon. 
But we want to impress our readers that the elec- 
trical current producing business talks in billions, 
not millions of dollars. 








Know Your Radio 
- . Customers 


A Card Census, Easily Compiled, of Ten 
Per Cent of the Regulars Will Give 
You a Line on What Are the 

Strong Points of Your 


Merchandising 


By Arthur Sinsheimer, Radio Editor 


T makes no difference how large 

or how small your radio depart- 
ment is; or whether you or one of 
your employees wait on the trade; 
or whether you think you know what 
your trade wants or does not want— 
find out definitely from the custom- 
ers themselves the things you ought 
to know and you'll arrive at more 
profitable results in trying to mer- 
chandise your department. 

Be honest now, how much do you 
actually know about the majority of 
customers that buy radio merchan- 
dise in your stores? Do you know 
whether they, themselves, own sets 
or whether they are simply buying 
“B” batteries for their Uncle’s set 
down on Essex Street? 

If you knew all about such a situ- 
ation and were sure the customer 
was buying the batteries for some- 
one else, you could very easily con- 
sider him on your prospect list and 
start a line of talk that might end 
up in the sale of another receiving 
set. 

Do you know whether a customer 
buys all his supplies at your store 
or only certain items? If you could 
get a line on your customer’s an- 
swer to this question, don’t you see 
that it might lead to your revamping 
your stock so as to take care of your 
trade with possibly less quantities of 
some things and more of others on 
which faster turnovers, and there- 
fore greater profits, could be real- 
ized. 

What I suggest is this. Have a 
neat card, about the size of a regular 
file-card, printed with certain ques- 
tions and space for answers. The 
questions in the box on this page are 
simply suggestions which you can 
revise as you wish—but don’t be 
afraid to ask for enough data. Some 
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in? 


here? 


Every merchant 
has questions in 
mind if these 
suggested do 
not fit his case 


ness? 





. Is this your first visit to our radio department? 
If so, what prompted you to come in? 
. If a regular patron, how frequently do you come 


. Do you purchase all your radio supplies here? 
11. If not, what special supplies do you purchase 


Name 


A FEW QUESTIONS THAT YOU MIGHT USE 
TO ADVANTAGE 


. What set do you now have? 

. What kind of storage battery? 

What kind of “B” batteries? 

. What tubes do you use? 

. What loud speaker do you use? 

. What kind of battery charger have you? 





. Why do you buy these particular items here? 

. Do you patronize our special price sales? 

. If not, please give us your reasons. 

. Do you take advantage of our radio service de- 
partment? 

. If not, please tell us why you don’t. 

. What could we do to get more of your radio busi- 








smart people who hate to give away 
what they know, will not fill in your 
card anyway—they’d be afraid of 
spelling the answer wrong. 

But the average person is always 
glad to help along in the cause of 
good service and you can promise 
them a calendar or a binding post or 
somethin’ else nice for helping you. 

When you have the cards ready, 
pass them out to everyone who makes 
a purchase in your radio section for, 
let’s say, one week, with the request 
that they answer the questions, sign 
their names and addresses in the 
space allotted and turn the card in 
before leaving the store. Let’s be 
conservative and say that out of 400 
cards distributed, 100 are completely 
filled in and returned. 

We'll go over these cards very 
carefully and tabulate the answers to 
the questions in an imaginary way. 
Suppose you find that in answer to 
question number 12, price is given 
by 70 per cent of the people who buy 
only batteries and tubes in your 
store. 

Quality is given as the second rea- 
son for buying these items and 
familiarity of your salesmen with 
what the customer came in for is 
given as the third reason. 

With such a tabulation of answers 
to this one question, you can readily 
see that a continuance of your price 
and quality standards will hold cer- 
tain of your patrons but the last rea- 
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son makes it imperative that you im- 
press upon your clerk or clerks the 
necessity for thoroughly studying 
every customer’s likes and dislikes 
so as to understand how to gradually 
use their selling ability in getting 
the “special item customer” to real- 
ize how well he can be served with 
additional merchandise in the same 
way that he claims, by his answer, 
he is being taken care of on the spe- 
cial purchases he regularly makes. 

Again, let’s see what we can do 
with question 14. Suppose that 80 
out of 100 say they didn’t patronize 
your special price sales because, on 
such occasions, they find the store 
too crowded; the service too slow; 
things too “grab-baggy” to afford 
careful selections, and the rush did 
not warrant the asking of advice on 
the proper use of certain parts and 
accessories. 

With such a high percentage not 
patronizing your special price sales, 
it will be clear that there are two 
alternatives you can take. Either 
your trade is not a price seeking ele- 
ment and you can discontinue your 
special sales to a marked degree, or 
you can strongly emphasize in all 
your sales advertising that there is 
no rushing of sales customers and 
additional salesforce will give quick- 
er service, help in selections and give 
all the suggestions and advice neces- 
sary in the use and purchase of 
every time. (Continued on page 68) 








Chinese pieces are happily used here 
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RT pieces from the Orient, and from Persia and India, may be used happily with almost any back- 
[\ ground and here we have an excellent example of vivid, richly colored Chinese pieces used with a 
panelled background, depending largely upon the lamps for interest. 

The plain panelled walls have small, bronze side brackets, with tailored shields of gold, which sink 
into the woodwork when not lighted, and there is no overhead lighting to complicate. 

The library table is practically as well as beautifully lighted by a five-color Chinese vase, converted 
into a two-light lamp with bronze base and rose quartz finial, and well-balanced Kassu shade, the 
correct size and shape to fit the vase. 

The comfortable chair in the corner may be used at night because of the carved wood floor lamp 
with jade finial and Kassu shade tieing up with the table lamp. 

The window lamp has an odd bridge shade, not of Chinese influence, but well suited to the room. 
The fireplace is graced by a pair of exquisite jade trees in cloisonne bowls and in the scrap basket, 

pillow and rug we find the Chinese motif, furnishing color, design and distinct individuality. 
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A minimum of merchandise is 


FENHE simplicity and balanced arrangement of this window makes the appeal. 
This 


i. shown and placards are depended upon for any message beyond that carried by the machine itself. 
window was arranged by A. 8S. Bixhy of Hamed & Von Main, Davenport, Iowa. 


i. The figures were spotted with an amber light which brought them out strong against the black background 
of deep pile silk plush and the black felt floor covering. 
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FPXHIS unusual window was arranged by Leslie D. Slack for Wurzburg Dry Goods Co. of Grand Rapids, Mich. 
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of beauty as well as to those of human interest. 


a 
ines ’ 
~ 





HIS Christmas window by Carl Wahholt of The May Co., Los Angeles, is worth noting for future refer- 
ence. The color scheme is silver and green. Santa is traveling in an airplane over a city formed by cutout 
houses. The cutout figures put several points of interest in the picture. It seems that even in the land of sun- 
shine snow is favored for Christmas, probably as a reminder for the temporary residents there of the days 


back in the old home. 
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HIS model kitchen is done in blue and white with a complete outfitting of electrical appliances. The irons, 
The name 


of course, were featured, and in the special display the irons were shown against black velvet. 
of the designer and store were not attached to this photograph. 
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THE TRADE MARK KNOWN IN EVERY HOME 
















LANDERS, FRARY & CLARK, NFW RPRITAIN CONN. 


What One Foremost 
Appliance Company 
Says: 


66 IX have been handling your 
washing machines for over 
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“LECTRIC WASHER 
| FRARY & CLARK 
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two years, during that time selling 
6,154. We can truthfully. state 
that vours is, in our opinion, the 
best that is at present on the mar- 
ket. We have no difficulty in 
competitive demonstration = and 















our service work has been prac- 
tically nil.” 


(Name on request) 


IVrite for Our 
Special Proposition 






Different 


From 
All Others 


LH} nozzle is patented. No other Vac- 
uum Cleaner has it. 
No other cleaner works so well. It gets 
all the dirt—even the dirt that is deeply 


embedded. 





Comparison and demonstration tests of 
the UNIVERSAL. Cleaner in the home will 


outsell all others. 


Write for further Details 


MOTOR APPLIANCE 
DIVISION 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. | 
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House-cleaning Sales— 


HE season is at hand when House- 

hold Helps for Household Needs are 
more than ever in the limelight. This is 
the time to sort stock and plan to have 
everything required when the housewife 
begins to rearrange, and more or less re- 
furnish the house. 


Millions of Universal pieces go into 
American homes each year. Their satis- 
factory service creates a vast amount of 
good-will which reacts to 
the benefit of dealers who 
handle the Universal line. 
National advertising and 
word-of-mouth —advertis- 
ing from millions of satis- 
fied users give selling- 
force well worth your 


while to “cash-in” upon. 


THE TRADE MARK KNOWN IN EVERY HOME 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 


































Wrinkle 
Proof 


No Wrinkles 
on the Back Stroke 


HAT makes the most attractive 
W cetiing point in the quality iron 
field? We say Wrinkle Proof. It’s a 
message that women understand and 
will respond to—and they want a 
Wrinkle Proof Iron. Let your sales 
prove this. 





Write for special campaign offer and literature 


ELECTRICAL APPLIANCE DIVISION 
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LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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This show window is trimmed with an idea. 
elegant enough for the department store. 
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Its simplicity makes it suitable for the average store. It is 
Color lighting added a charm to it that is hard to describe 


Trim Your Windows with Ideas 


By E. F. NEWKIRK 


Kdison Lamp Works of General Electric Company 


HE biggest single factor in 

retail selling today is window 

display. It is the means of 
reaching a greater number of peo- 
ple at a lower cost per customer at 
the point where customer and 
merchandise meet. 

The show window of a Main 
Street store has a greater 
circulation—that is, the num- 
ber of people who pass—at a 
lower cost per customer than 
the newspaper or magazine 
circulation of that particular 
city or town. 

When backed up by news- 
paper advertising or when 
magazine advertised goods are 
shown, both the show window 
and all other advertising real- 
ize their greatest value. 

The ultimate aim of every 
display is sales made and cus- 
tomers pleased. A crowded 
window full of jumbled goods 
is not a display. People we 
consider desirable customers 
seem always in a hurry and 
no doubt have many things on 
their minds. 


display must have an inter- 


sive boudoir lamp. 


rupting idea, an idea that both at- 
tracts attention and cries your sales 
message at the right moment. It 
may be form, arrangement, light 
and shade, color or combinations of 





Behind this display is an idea to impress all who 
see it with the desirable qualities of an inexpen- 
: Even the black and white re- 
To reach these desirables a production shows some of the irresistible qualities 


that color and light produced 
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some or all of these that makes the 
display attention compelling. But 
it must attract the right people. 

Window display is rapidly becom- 
ing more of a science and less of an 
art. The old formula, to at- 
tract attention, arouse inter- 
est, create desire and cause 
buying action, remains. 

The main difficulty is in 
making the darn formula 
work. Net sales figures are 
the objective of clever displays 
in these days of high rentals 
for stores. When art and 
science are combined in a dis- 
play the sales results are auto- 
matic and certain. 

People often read advertis- 
ing at the wrong time. But 
they usually see window dis- 
plays at the right time. Dis- 
plays carefully planned and 
installed tell people to buy 
when their minds are attuned 
to buying. By means of dis- 
play people are not only told 
about the goods but are shown 
the actual goods at the time 
when they can satisfy their 
desire of ownership. 
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CThe 
Grand Prize 
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Crashing through the competition of 69 other 
‘‘makes,’’ Eureka stands alone as the world’s 
largest producer of electric vacuum cleaner units! 


The amazing swiftness of this on-rush to the 
commanding position Eureka holds today is 
emphasized by the comparative shipping records 
of the electric cleaner industry. 


In 1920, Eureka shipped 10‘, of all electric 
vacuum cleaners produced 

In 1923, Eureka shipped 22°, of all electric 
vacuum cleaners produced 

In 1924, Eureka shipped 27‘, of all electric 
vacuum cleaners produced 

In 1925, Eureka shipped 30°, of all electric 
vacuum cleaners produced 


Eureka VAcuuM CLEANER Company, Detroit, U. 


*.:** Eureka Shipments in 1925 Approx- 
*-tmate 30% of World’s Production 
of Electric Vacuum Cleaner Units 






Each year has brought tg Eureka a stronger grip 
on the great vacuum cleaner market. Each year 
has seen popular demand for the Grand Prize 
Eureka mount to new heights. Each year has 


been more profitable for authorized Eureka 


dealers. 

Now, more than ever before, it must be evident to 
dealers in the major home appliances that maxi- 
mum volume and profit in electric cleaner selling 
are part and parcel of the valuable Eureka fran- 
chise. To such dealers we recommend an immedi- 
ate interview with our nearest District - Sales 
Manager. Wire or write the factory for an appoint- 
ment. 


=. A ‘ 


Largest Producer of Electric Vacuum Cleaner Units in the wored 


Canadian Factory, Kitchener, Ont. Foreign Branches; 
58-60 Margaret St., Sydney, Australia 


URE 


VACUUM CLEANER 


(P60) 
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Two 
Minute 
Study 
Lamp 


We believe that in the future 


many lamps for the home 


Will = be purchased because 
they have traceable lineage 
and may be used consistently 
With whatever style of deco 
ration may be employed in 
the room for which they are 


intended We will accord 
ingly show ai series of ‘well 
bred” modern lamps, trace 
their ancestry and suggest 


selling displays 


The Empire Period 





Courtesy Khouri Studios 


FyNHE simple old rule, “decorative merchandise against a plain background, or plain mer- 
chandise against a decorative background,” may have been in the display man’s mind 
when he placed this Capo di Monte vase and lamp against the plain wall. 


And it may have been in the artist’s’ mind when he designed the 


plain taffeta shade, 


with the bands of color matching the base, for use with this richly colored Napoleonic piece. 


The merchant’s good judgment is shown in making one piece into a 


lamp, demonstrating 


the charm of the completed lamp, and showing the other pieces unmounted. He probably 


knows that if he had made up six lamps, with six different colors 


prospective customer would have come in wanting quite another 
mounts one, and lets her select her color before he orders the shade. 


on the shade, the 
eolor—so he wisely 


The merchant has less money tied up this way, and the consumer feels that she is buy- 
ing something made for her own personal use, and she will always display the lamp as 


evidence of her good taste, and explain how she had the shade made t 
and surroundings. 
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» suit her personality 
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ATWATER KENT 


RADIO 
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Radio Speaker 
Model H, $22 


and in Canada, 














Model 20 Compact, 
$380 


Prices slightly higher 
from the Rockies west, 


Every Sunday Evening 


The Atwater Kent Radio 
Hour brings you the stars of 
opera and concert,in Radio's 
finest program. Hear it at 
g:1§ Eastern Time, 8:15 
Central Time, through: 


WERAP cccccccs New York 
WEAR ceccceces Providence 
WEEE wc ccsccece Boston 
WAP 2 cusses Washington 
WAG ccccves Cincinnati 
Wwcco..... Minn,-St, Paul 
WRI ) ...+-. Philadelphia 
woo alternating 
WCAE ...6e%- Pittsburgh 
WGRecccossceccs . Buffalo 
WEE cc ccesees Davenport 
WTAG .cceris . Morcester 
MOM ccocservoce f Si. Louis 
WW) ceoccccsece Detroit 
WEAR «ccccses Cleveland 
WLIB .ssceeees = Chicago 


‘-ta> 





ifteen acres of radio 





‘What does it mean to you? 


OOK at this building. It is the 

factory where Atwater Kent 

Receiving Sets and Radio Speakers 
are made. 

To every dealer this picture tells 
a story of Stability. 

Already the largest radio factory 
in the world, our plant is still grow- 
ing. The demand for Atwater Kent 
Radio has proved that we didn’t 
have room enough. 

By May, a three-and-one-half 
acre addition will be completed. The 
main building will then cover nearly 
fifteen acres. : 

If this isn’t enough, we shall go 
on building, for we have the ground. 

Think of it! Fifteen acres of radio 
—and every part of every Receiving 
Set and Radio Speaker made from 
our own designs by our workers in 
our own way. And every set and 
speaker constructed with as much 


care as if this were the smallest fac- 

tory ip the world and we had a repu- 

tation yet to win. 

Thus we prove our confidence in 
Radio now and in Radio five, ten, 
twenty years from now — indefinitely. 

Look at this picture again and let 
it remind you that 
1. Asound product, rightly designed, 

carefully manufactured, and sold at 

a sensible price made possible by 

large production and modern meth- 

ods, has become so popular that it 
takes a fifteen acre plant to meet 
today’s demand. 

2. The Atwater Kent Manufacturing 
Company has invested its money 
in this plant because it is in the 
radio business to stay. 

Is not this something to think about? 


Write for illustrated booklet telling the 
complete story of Atwater Kent Radio 


ATWATER KENT MFG. CO, 
A. Atwater Kent, President 
4736 WISSAHICKON AVE, PHILADELPHIA 
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Knowing Your 
Store’s Story 
Helps Sales 


HE woman had completed her 
purchase and, while waiting 
for the package which required 
some special packing, her’ eyes 
roamed over the store. There was 
not much trade in the store and the 
salesman had time to entertain her, 
or at least attempt to do so. 

“How old is this store?” inquired 
the customer. 

It so happens that this store—an 
A 1 store for the size of the com- 
munity—has much ancient and 
honorable history. Unfortunately 
this salesman did not know this. 

He floundered a bit in his answer 
to his customer. About all she 
learned was that the salesman 
thought that the store was more 
than 50 years old. It was, with sev- 
eral years added. The owners of the 
store had always been leaders in 
business and civic enterprises in the 
community and there was a won- 
derful story to be told, a real ro- 
mance, dating back to when the 
founder of the business had driven 
over that section of the county sell- 
ing goods from a one horse wagon 
and laying the foundation of good 
will and reliability that carried on. 

This story had been written many 
times in the local newspapers and 
in the trade papers. It was difficult 
to realize that many persons in the 
community did not know in a gen- 
eral way this’ history—to say 
nothing of a grown man in the 
employ of the store. 

The woman received her package 
and was leaving when she saw some- 
thing else that she wanted to buy 
and made the second purchase. 

As this transaction was being 
closed she asked the sales woman, 
who was waiting on her, the ques- 
tion she had asked the salesman. The 
woman knew the answer and in a 
few words she gave the date of the 
opening of the store and mentioned 
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Where Was the Mistake? 
$20 for those who point out errors 


This customer was a man and he had some packages 
that indicated a shopping tour. He noted the lamp bulb 
counter and stopped. On getting attention of the clerk 
he said: 


“A lamp, living room size, if you please.” 

“Forty watts?” inquired the clerk. 

“I suppose so,” replied the customer. 

On receiving the package, he inquired the price, put down the 
money and nodded in return to the clerk’s thank you, and was gone. 

Perhaps this is slightly different from previous problems, 
in that it completes the sale, but we regard it as a serious 
mistake from point of view of the good salesman. To the 
person actively engaged in selling who supplies the best ex- 
planation of the fault, ELECTRICAL Goops will pay $15. For 
the five next best answers, $1 each will be paid. The editors 
of ELECTRICAL Goops will be the judges. Because of the 
number of answers received, it will be necessary to consider 
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only those who state connection with a retail store. 
Address Sales Contest, ELECTRICAL GoopDs, 239 West 39th 
St., New York City. Competition closes Feb. 20. 








the names of men who had been con- 
nected with the business and their 
services to the community. 

“That must be a wonderful story,” 
she said. “Could I learn more of it?” 

“A few years ago,” replied the 
saleswoman, “the store had a printed 
history and I have saved a few 
copies. I can let you have one. 

The customer later returned the 
booklet. She said: “I have read it 
and am glad that I did. I understood 
that you did not have many of these 
and it is such a good story, I thought 
perhaps you would like to have it for 
some else, now that it has served its 
purpose with me.” 

Even this did not close the in- 
cident, as two instances later devel- 
oped ... One was that the sales- 
woman found an opportunity to 
relate the incident to the head of the 
firm and he caused a new history to 
be prepared for distribution. 

The second incident was even more 
significant from the _ salesperson 
standpoint. Some days later this 
woman was again a customer of the 
store and after she had completed 
one purchase and had inquired about 
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other goods and the salesman from 
whom she had made her first inquiry 
was indicated as the man to see. 

“Is there not some one else?” she 
asked. “He has waited on me and 
I do not believe that he knows for 
whom he is working.” 

Another salesman was found and 
she made the purchase. 

There is more to the incident than 
appears on the surface. Customers 
often become curious about the store 
with which they deal and ask similar 
questions. This presents an appor- 
tunity to “sell” these persons dif- 
initely on the prestige of the store 
and the clerk who fails in that has 
failed in the best service he can 
render—something more important 
than a single sale. 

It seems almost unbelieveable, but 
it is true, that many salespeople are 
not enough interested in their jobs 
to learn for whom they are working. 
Perhaps employers are somewhat to 
blame for not requiring new em- 
ployes to make some such study. 

This knowledge adds to the 
prestige of the clerk as well as the 
business. 
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Technicalities 
Have No Place 
In Usual Sale 


O many replies were received 
S to the last problem and they 
came so nearly to the point 
that it has been a bit difficult to 
make the decision. Of course the 
one error that we wanted aH to see 
was the foolishness of talking tech- 
nicalities unless the customer indi- 
cates that he or she is especially in- 
terested in that phase. 

Recently a woman told the writer 
of buying a $450 radio. She was not 
known to the store and left in 45 
minutes with the sale completed. 
When she got home, a member of 
the family asked her how many tubes 
the set had. “Does that make any 
difference?” she asked. ‘The sales- 
man guaranteed that we could get 
Middle West stations and that others 
having these machines had heard 
coast stations.” 

The writer inquired as to this 
salesman and found that he is ex- 
ceedingly successful. He has sold 
pianos and automobiles. He has 
been selling radio sets for two years 
and has studied them closely and 
knows all about the hookups but he 
sold this woman “a splendid machine, 
in a splendid cabinet, with one of the 
best firms in the country behind it.” 

The winners, as we judge the re- 
plies are: 

Arthur H. VanVoris, I. VanVoris 
& Son, Cobleskill, N. Y. 

Harry C. Chubb, Bowman & Co., 
Harrisburg, Pa. 

V. C. Murdey, Nicholas Hardware 
Co., Oak Park, IIl. 

James E. Brickett, Jr., 
Shepard Stores, Boston, Mass. 

L. E. Armstrong, Wilson Stove & 
Mfg. Co., Easton, Pa. 

W. H. Linnenkohl, Kay and Kaw 
Mercantile Co., Newkirk, Okla. 

Mrs. M. L. Golucke, Cliett Hard- 
ware Co., Bainbridge, Ga. 

We sincerely hope that none of the 
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that suited her. 


we hear?” 


get her attention. 
There is one major error. 





The Problem 


HOUSEWIFELY woman was looking at radio receiving 
sets and apparently had selected one of price and style 
She had asked the usual questions about 
the set being complete and seemed about to close the pur- 
chase, when she asked the salesman: 


“What about the reception in my home, and what stations can 


“Lady, there is no question about the reception of this set in 
your home because it is equipped with three tollycoids whose pri- 
maries are wound with No. 18 double silk covered wire and the 
secondaries with 22 single cotton covered wire which are in turn 
joined with the three S. L. F. insalitate 00025 condensers. 
of the finest construction and there is no doubt of it getting all 
the broadcasting that is in the air, and the tuning knobs of gen- 
uine bascolite construction with micronometer adjustment so that 
you can get any station that you want at any time.” 


The woman looked bewildered and then asked 
was good for distant stations. 


A frequent one. 


— 


This is 


if the set 
The salesman did not again 
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readers took the terms given in the 
salesman’s description of his set seri- 
ously, nor that any one undertook to 
look them up. The trouble was that 
the real answer described a set very 
accurately and we did not want to 
individualize. For that reason, Mr. 
VanVoris’ reply caught instant at- 
tention when he said: 

“Your salesman’s reply gave me a 
good laugh, but after four years of 
selling radio I can readily understand 
the woman’s bewilderment when she 
heard terms that you describe.” 

In his reply Mr. VanVoris under- 
scores this sentence: ‘Technical 
terms mean nothing to the average 
radio prospect and since we are all 
interested in this ‘average prospect’ 
let’s forget the opportunity for dis- 
playing a glib technical tongue and 
get right down to plain English.” 

Then he tells how he would have 
answered the question. He was so 
certain the set will give satisfaction 
that he wants to demonstrate it in 
her home and he names _ several 
people who own similar sets. 

Mr. Chubb, in addition to pointing 
out the foolishness of a technical 
answer when a plain one is wanted 
says; “It is very bad to create an 
impression of a ‘know it all’ for it 
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leaves a thought of inferiority with 
the customer.” 

Mr. Murdey pointed out the ordi- 
nary mistakes and adds: “By pictur- 
ing the happy hours spent listening 
to good music, interesting talks, 
etc., the sale probably would have 
been made.” 

Mr. Brickett adds to his criticism 
of the technical answer a severe crit- 
icism on the general statement 
“there is no doubt of it getting all 
of the broadcasting in the air.” A 
promise that can hardly be fulfilled. 

Mr. Armstrong makes some points 
not already noted. He, with many 
other writers, objects to the term 
“lady” and rightly so. He also makes 
the point that it is rather foolish to 
say a set will work perfectly unless 
you know the locality. 

Mrs. Golucke says the ‘“‘woman was 
overwhelmed with isms.” She adds, 
“No one of us like to be made to 
feel ‘little’ and since her knowledge 
was limited she felt the need of more 
education on radio-isms before buy- 
ing. 

We wish we could give you more 
of these answers. There is a lot of 
wholesome education in them and for 
this reason we will, in the next issue, 
extend this review. 








What Radio Teaches About Lamps 


Why Not a Service Department? 


Excellent Customers Are Made by Making Over Obsolete Patterns, by 
Electrifying Oil Lamps and by Proper Adjustment of Complaints 


URING the last four months 
1) ELECTRICAL GOODS has spon- 

sored a series of Radio Talks 
from ten stations, prepared and in 
this district delivered by the writer, 
and it should interest every dealer 
in lamps to study the conditions re- 
vealed by the resulting correspond- 
ence. 

We expected to arouse interest; 
we anticipated some letters, but we 
did not expect such a large and in- 
teresting response. Many letters 
were from busy men and women, 
thanking us for our talks, express- 
ing interest in lamps and asking for 
more talks. 

To-day, when there are not enough 
hours in a day to do the things we 
need to do, let alone the many inter- 
esting things we would like to do, 
this is a surprising revelation of the 
courtesy and kindness of our Amer- 
ican people, and it is not limited to 
any particular section. We had let- 
ters from small towns in the Middle 
West, and South, and New England 
as well as Jersey and the heart of 
New York. 

These people, with no particular 
lamp problem, nevertheless inter- 
ested in lamps, included men as well 
as women, although the greater 
number were from married women 
with home problems, so our first 
deduction is that many people, in all 
parts of the country are really in- 
terested in lamps and would like 
more information. 

Many letters asked for color in- 
formation. People have discovered 
that color in lamps has a meaning, 
that it expresses personality or the 
reverse, and that it is the most com- 
plex factor in lamp selection. 

We assume that the questions 
asked by our radio audience are the 
questions which are asked by pro- 
spective customers in any lamp 
shop, so we have prepared a brief 
color chart for the use of the clerk. 


By Mrs. Bervice Bowser, Lamp Editor 


PRIMER STUDY ON COLOR 
Thumb Rule: Use only those colors 
in lamp shades, which you find in 
an open fireplace—colors sug- 
gesting light and warmth. 


Review of Colors: 

RED:—A vivid passionate color 
suggesting action, fire, tragedy, 
heat, danger! This is not a liv- 
able color except when used in 
small measure for contrast. 

ROSE: — Effeminate, intriguing, 
suggesting intimacy, beauty, 
love! A charming boudoir 
color but too personal for gen- 
eral living rooms. 

ORANGE :—Vivid, and stimulat- 
ing, a wonderful color for 
theatrical use, suggesting 
warmth, autumn! Too violent 
for residential lighting. 

YELLOW :—Cheerful and inspir- 
ing, a most livable color, sug- 
gesting light, sunshine happi- 
ness and success, the qualities 
with which we should live. 

PURPLE: A rich and regal color, 
always suggesting luxury, dig- 
nity, mystery! A color which 
cannot be used for residential 
lighting. 

WHITE :—Suggesting light, pur- 
ity, sanitation, but too strong 
for lighting except possibly in 
the kitchen and bath room 
where illumination is the only 
thought. 


Conclusion: 

Yellow is the color which is most 
reasonable for general illumination, 
and by yellow, we mean the entire 
range from ivory down through the 
deep amber shades. 


Any retail clerk can grasp this 
chart, which gives them the answer 
to many questions which will be 
asked daily if they are selling lamps. 

The second deduction from our 
radio correspondence, is that this 
vast “lamp conscious” audience is 
vitally interested in the effect they 
create in their homes by the colors 
they use in their lamps. 
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Closely following in percentage 
were letters asking us how old 
lamps could be made into attractive 
modern lamps. These letters frankly 
surprised us, we did not realize how 
badly some “service department” is 
needed in lamp shops. It seems that 
during the last fifteen years, thou- 
sands of women have purchased tall, 
expensive floor lamps of wood, 
bronze, cloisonne, which are to-day 
small lighthouses in modern rooms. 

These lamps are from 6 to 24 
inches taller than the accepted junior 
lamp of the moment. In 99 cases out 
of 100, it is a very simple matter to 
cut the stem, and make the lamp the 
right height, but who wants to be 
bothered with this business, and 
other small repairs? The large 
stores do not care for small repair 
business but there remains an oppor- 
tunity for stores where lamps are 
sold to make friends through the 
shop. 

What happens really when a lamp 
is cut down? Tall, it required a 24 
inch shade. When cut off 12 inches, 
the large shade looks as if it were 
going to walk away with the lamp. 
A shade not more than 18 inches is 
required, so the customer buys a 
smaller shade, pays a nice price for 
it, and is happy in the thought that 
she has saved the price of a lamp. 

There is in the heart of all people 
descended from the old Colonial 
stock, an urge to economize. And 
this urge is a complex thing be- 
cause, when a woman has satisfied 
her conscience by saving the price 
of her lamp, she is very apt to turn 
around and buy a new bridge lamp 
for the same room, with a shade to 
match the one she is putting on her 
remodeled “lighthouse.” 

The third, and perhaps the most 
important deduction from our radio 
correspondence is that many people 
want a specialized “lamp service.” 


(Continued on page 66) 











Sh! At Last There Is Action Toward 
Standardized Radio Parts 


And if the Committee at Work on This Great Proposition Can Formulate 
Some Definite Plans, Their Recommendations When Carried Out Will 
Prove a Boon to the Entire Radio Industry 


LL good things come to those 
A who wait, and while it has 
taken about four years for 
some of the dealers in the manufac- 
turing end of the radio industry to 
educate their associates up to the 
same way of thinking, it looks now 
like daylight is beginning to break, 
for, having discovered that the pub- 
lic and the dealers want standardized 
radio parts, the manufacturers have 
gone back to those sources to find 
out how they want them made. 

Committees of manufacturers are 
seriously at work compiling the an- 
swers to thousands of questionnaires 
that were sent out some time ago, 
and the important data gathered 
from these returns will be used to 
formulate a code of standards which 
will be rigidly enforced in all manu- 
facturing procedure. 

Now, of course, the news of this 
forward step sounds interesting and 
I have no doubt but what it is an- 
nounced in good faith, but it is going 
to take a lot of time and energy 
and planning before we will see any 
tangible results of this great work; 
so have patience and give to these 
manufacturers all the support that 
they may ask you for from time to 
time, because you will be tremen- 
dously benefited by their efforts 
when standardization is finally ac- 
complished. 

What is this standardization all 
about, you ask? Well, one phase of 
it is simply this—the making of ra- 
dio merchandise, particularly parts 
and accessories, in such a way that 
they can be interchanged with each 
other without the necessity, as at 
present, of tearing things apart in 
order to make them fit. A few simple 
examples might well serve to graph- 
ically explain this idea, and I’ll use 
actual cases to do it. 

Some time ago I built quite a com- 
plicated test set in order to prove 
whether or not a certain new circuit 
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By Arthur Sinsheimer, Radio Editor 


was practical, and in it I used four 
large variable condensers and four 
small audio frequency transformers 
of a certain make. It worked nicely 
for several months. 

Then I became convinced that 
these particular instruments were 
not adapted for the job as well as 
some other condensers and trans- 
formers which had later come on the 
market, but I couldn’t buy the new 
ones because they wouldn’t fit into 
the panel holes or spaces in the set 
and I didn’t care to remake the whole 
job. So I left it alone and some one 
of you dealers lost the sale of eight 
parts because they weren’t built of 
standard size. 

Again, a friend of mine had a Rob- 
erts set that worked beautifully and 
was built like a fine watch, with 
every bit of space occupied to a nice- 
ty—as compact a job as I have ever 
seen. But, unfortunately, he had 
used transformers of particularly 
small size in erder to conserve space, 
and when one of them went bad he 
couldn’t replace it because the firm 
had gone out of business. He’s cuss- 
ing yet about non-standardization of 
radio parts. 

Standard tube sockets are a good 
example of what can be accomplished 
by standardization. With any one of 
a dozen or more different makes of 
standard sockets, you have a choice 
of using any standard-base tube you 
want, whether an R. C. A., a Cun- 
ningham, a Magnatron, a Stewart- 
Warner, a Gold Seal, a Televocal or 
a list of others too long to mention. 

The above only serves to show you 
a small part of what is meant by 
this idea of “standards in radio,” 
but it’s really a big thing that will 
work out to your advantage when it 
comes through. Other industries 
have forged ahead on such a basis, 
and why not radio? If you wear a 
10D shoe, you can buy a pair in any 
shoe store, of any make, to fit you. 
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Any one of a hundred different 
makes of spark plugs are built on a 
standard thread so that, with very 
few exceptions, it will fit the cylin- 
ders of most any car made. Electric 
light sockets for household use are 
all standard size, so that you can use 
any lamp you want to give you cer- 
tain kinds of illumination. There 
are different kinds and qualities, but 
a number 14 gage copper wire is the 
same size here, there and every- 
where. Let’s have a little more of 
this sort of thing in radio merchan- 
dise, it will help sales to increase. 

The Radio Manufacturers Associa- 
tion, which has been in working ex- 
istence barely two years, has awak- 
ened to the fact that the dealer and 
the consumer have both been serious- 
ly affected by this irregularity of 
parts and is tackling the problem 
with such vim that it now looks like 
the work will be completed. 

If you receive questionnaires from 
them from time to time, give them 
the fullest information that you 
possibly can. This is a job for all of 
us, and, while the association is 
spending the money and effort to 
bring this standardization about, we 
can do no less than to give them all 
the assistance that they deem nec- 
essary from our angle of customer 
contact. 

A standards committee has been 
appointed, and immediately it was 
divided into sub-committees, each 
with a particular line of apparatus 
to work on; and their recommenda- 
tions are to be reported to a special 
committee on coordination. This 
committee will then draw up a code 
of standards, which it is expected all 
the radio manufacturers will adopt. 

With such extensive preparations 
and plans, it certainly looks as if 
they meant business, and we wish 
the association all good luck, with 
the pledge that if in any way we can 
be of assistance—well, you know us. 





Selling Electrical Refrigeration in 


manship. Even when the dealers 
have secured their own service man 
they are made to feel at liberty to 
call for any assistance from Mr. 
Thompson and his force. 

In connection with service calls, 
according to the experience of this 
firm, there have been less than—on 
an average—two per machine. 
Everything is done by salesmen and 
service men to acquaint the  pur- 
chaser with the usage and proper 
care of his refrigerator. Mr. Thomp- 
son feels that where the average 
person knows the operation and 
takes necessary care of the outfit 
that there are practically no service 
calls, save perhaps for some slight 
adjustments. 

During the past summer a special 
Service School was conducted bv the 
G. S. Blodgett Co. Dealers and their 
service men were in attendance. No 
charge was made for the course, 
which lasted one week. Every night 
the men were given problems to 
work out and at the end of the week 
examinations were given. Experts 
from the factory were present to aid 
in the instruction which resulted 
very satisfactorily. 

It is planned to hold another 
school this winter. With intelligent, 
well informed, and careful service 
men the Blodgett Co. and it’s dealers 
are endeavoring to insure the utmost 
in satisfaction to the customer. 

In the matter of advertising for 
the line, the firm is carrying on a 
well-planned, scientific, efficiently 
executed advertising program. The 
Advertising Manager of the firm, C. 
K. Jones, is another hustler. Regular 
advertisements are run in the local 
daily papers and in the community 
papers in the various sections of the 
state. Direct mail advertising is 
sent out with regularity to a well 
selected mailing list. The advertis- 
ing department at the time of the 
writer’s visit was just sending out 
a circular to a list of 6000 people in 
Burlington and vicinity. The sub- 
ject matter of this particular letter 
being the use of the Kelvinator as 
a Christmas Gift. 

At every opportunity the publicity 
department gets electric refrigera- 
tion before the people. The firm ex- 


With Zero Weather 


(Continued from page 30) 


hibited and demonstrated it at the 
following Vermont fairs during the 
summer of 1925: 

Champlain Valley Exposition, Es- 
sex Jct., Vt. 

Addison County Fair, Middlebury, 
Vermont. 

Twin State Fair, 
Jct., Vt. 

Demonstrations are put on at 
every logical place where people 
congregate. Among other places 
exhibits were at the following: 

Montpelier and Barre, Vt., Elec- 
tric Show. 

Rutland Electric 
land, Vt. 

Ethan Allen 
Burlington, Vt. 

Vermont Dairymen’s Convention, 
Burlington, Vt. 


White River 


Show,  Rut- 


Club Food Fair, 


Methods Have Brought Results 


One circular which was sent out 
gave the comments of Vermont 
users of Kelvinator. Mr. Thompson 
believes this circular particularly 
valuable as it is the recommenda- 
tion of men and women of high 
standing in their respective com- 
munities. Each letter sets forth the 
fact that electrical refrigeration had 
made good in all respects, and each 
customer without exception stated 
that they would not go back to the 
ancient ice system for anything. 
Every prospect is asked and urged 
to talk with any owner because of 
the fact that electrical refrigera- 
tion is so good in every way. 

One of the interesting and en- 
couraging things about this firm’s 
distribution of this item in Burling- 
ton is the recent association of the 
electrical service station The Bur- 
lington Light and Power Co., with 
the STORE OF TODAY’S BEST with the 
mutual purpose of placing these in 
as many homes as possible. The 
service station evidently appreciates 
the additional load which this de- 
vice gives them and are doing every- 
thing possible to aid the Blodgett 
company. In fact they are becom- 
ing local dealers for them and are 
turning in sales regularly. In a very 
large measure the service station 
and this hardware store are com- 
petitors in the field of electrical ap- 
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Competition 


pliances but in this particular line 
they are now exhibiting a fine spirit 
of co-operation. 

The light and power company is 
handling the line through the G. S. 
Blodgett Co. and is doing much to 
place the item in the homes and in- 
stitutions of the city. The salespeo- 
ple are taking, at present, a special 
sales course in this line which is 
proving very helpful. The men meet 
once a week for instruction and dis- 
cussion. It is evident that the Blod- 
gett company is fast bringing about 
the completement of State-wide Ser- 
vice on refrigeration. 

With the preceding methods and 
policies it is not at all surprising 
that during the past year the turn- 
over on this line approximated nine, 
and Mr. Thompson states that this 
rate is increasing. Further he goes 
on to say that one of their north- 
ern Vermont dealers, in 1924, Cas- 
well and O’Rourke of Derby Line, 
sold the largest number of Kelvina- 
tors per capita in New England. He 
summarizes the possibilities of the 
line as follows: 

“Although household _ electrical 
refrigeration seems to many to be 
yet in its infancy, it has, in my mind 
the greatest possibilities of any- 
thing in the electrical field. 

“When you consider that radio is 
practically for pleasure only, a 
washer or ironer is used ordinarily 
but once a week and refrigeration is 
necessary to good health 24 hours a 
day, 365 days in the year, it brings 
out something of the importance of 
its sales possibility and today, with 
the public educated to its use, prices 
much reduced and machines so per- 
fected as to remove practically all 
service, it certainly should make 
hardware dealers think. 

“We started in the summer of 
1921, making but a few sales. In 
1922, we showed an increase of 359 
per cent, 1923 showed an increase of 
over 500 per cent over 1922, 1924 
a gain of 50 per cent over 1923 and 
1925 with all its adverse business 
conditions in this section another in- 
crease of 300 per cent over 1924. In 
other words, our sales for 1925 were 
over 50 times as many machines as 
were sold in the year 1921.” 











How TIME PAYMENT Lure May Steal 
Your CASH Customers 


66 E are showing people mer- 
chandise in our stores, 
then refusing to sell to 


them. We permit them to go else- 
where and buy on payments by 
mortgaging their incomes. This 
latter step leaves them less money 
to spend with us and this credit takes 
these people into the other store once 
a month to make payments. 

“In this other store 
they see things that they 
want to buy and they 
buy there, probably pay- 
ing a higher price than 
we ask. 

“We believe the time 
has come when we must 
take some steps to meet 
the competition that is 
taking so much buying 
from our store to the 
rival stores.” 


\) 
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The speaker was the 
general manager of a 
large store that for 
many years had followed 
the cash policy. The 
store had built up a 
large following in many 
lines, including furni- 
ture, pianos and talking 
machines. Recently an 
effort had been made to 
market modern electric 
appliances, chiefly be- 
cause the house furnish- 
ing department was 
losing such trade as it 
had enjoyed in tubs and other old- 
fashioned laundry supplies. 

This store manager had dug out 
of his records the fact that many 
lines of merchandise were slipping 
into insignificant figures because the 
older equipment was being succeeded 
in use by modern, labor-saving de- 
vices, 

So he had added these to his stock 
and had watched for the beginning 
of sales with interest. But this 
beginning was small. 

Why? 

He asked the department man- 
ager if the merchandise was not 
right; if there was no interest, or 
what was the matter. 


Electrical Goods Section 


The answer was that the merchan- 
dise was right, there was plenty of 
interest—as shown by the number 
of women who. stopped, looked, 
listened, approved of the demonstra- 
tion and did every thing but buy. 
Some even asked if these items were 
sold in other stores in the city. 

The reason they did not buy was 
that these articles are usually sold 



















payments, 

















that store. 


on the installment payment plan, and 
everybody knows it. 

Most of the people to whom these 
appliances make a strong appeal are 
the women who cannot afford to em- 
ploy domestic help and, consequent- 
ly, women to whom the expenditure 
of $50 or more is considerable of an 
item. 





The manager of this store said 
further: 

“This is the situation that con- 
fronts every store that is on a cash 
basis or a carefully selected line of 
credit accounts. 

“A new idea of credit has arisen 
during the last few years and during 
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The cash store cus- 
tomer goes 
other store to make 
she sees 
merchandise 
buys there for cash 
and eventually be- 
comes a customer of 


this same period a new line of mer- 
chandise has come into importance. 

“We formerly sold a woman half 
a dozen of low priced items for her 
laundry. Brooms, dust brushes and 
a few other things for her household 
work. The time has come when she 
wants (and should have) a washing 
machine, an ironer and an electric 
cleaner. Unless we sell her these 
things, we are going to 
lose her laundry trade. 

“She is going to have 
these things and she will 
get them some place. 
They are economic and 
will pay for themselves 
as they go, through the 
elimination of outside 
help or the elimination 
of effort. 

“While these appli- 
ances were developing, 
the time payment plan 
came into being and per- 
sonal credit is on a dif- 
ferent basis. The family 
that did not want open 
credit, and _ probably 
could not get it, can get 
credit by the belated title 
transfer method. 

“Our problem is: How 
are we going to get into 
this trade, extend our 
merchandising to these 
people whom we are 
now refusing to sell and 
still retain our cash rep- 
utation?”’ 

The merchant then told of a cus- 
tomer who had traded with his store 
for years. She was regarded as a 
regular. She looked at a washing 
machine but did not want to pay 
cash. She bought one at another 
store, went there to pay installments 
and in the end became a customer. 

This merchant added sagely: “As 
times change, we must change.” 

One solution was offered: That the 
store instead of advertising time 
payments, suggest joining’ the 
“Modern House Work Club” for the 
domestic electric appliance  pur- 
chases, and the “Music Lovers’ 
Club” for pianos. Credit extension 
could be limited. 
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Plural Socket Plug 


The Ajax Electric Specialty Company, 
1926 Chestnut Street, St. Louis, Mo., has 
recently added to its types of Plural 
Socket plugs a plug to be used with a 


% : _— ~ J 


concealed contact receptacle which they 
call prong type No. 2-4-1, illustrated 
herewith. 





Vacuum Cleaner 


Improvements in 
the Model 5 OHIO 
Cleaner increasing 
its efficiency, a larger 
bag and new type 
name plate, both dis- 
playing the OHIO 
name, add to the at- 
tractiveness of the 
cleaner made by the 
United Electric 
Company, Canton, 
Ohio. 

The cleaner con- 
tinues as a combina- 
tion type, affording 
the user suction to- 
gether with a car- 
pet sweeper action 
brush. 











Radiola Loud Speaker 


The Radio Corporation of America, 
233 Broadway, New York, has brought 
out a loud speaker completely enclosed 
in a cabinet of dark walnut finished 
with woven cane in the openings at the 
rear and sides. Features of the speaker 








are: hornless reproducer operating on 
an entirely new principle; an A. C. 
power driven amplifier employing the 
RCA _ super-power amplifying tube 
Radiotron UX-210; a rectifier system 
which applies the necessary current for 
operation of the loud speaker and 
which, in conjunction with the proper 
“A. C. Package,” also replaces all bat- 
teries when the Loud Speaker is op- 
erated in connection with Radiola Mod- 
els 25 or 28. When Model 104 is used 
in conjunction with radio sets other 
than these models, the plate or “B” 
batteries can be dispensed with and 
plate voltage obtained from Model 104 
Loudspeaker. In this case, the fila- 
ments of the tubes in the receiving set 
should be fed from a storage or dry 
battery, as the case may be. The 
speaker is 41 inches high, 21 inches 
wide and has a depth of 14 inches. 





Flush Plates 


Reynolds Spring Company, Jackson, 
Mich., manufacturers of the Reynolite 
Masterpiece line of hot molded electri- 





cal fittings are showing attractive flush 
plates in all the usual styles up to four 
gang push and toggle switch plates. 
Made of Reynolite, they are practically 
unbreakable and the rich finish is un- 
affected by heat, cold or acids—cannot 
tarnish or corrode. 





“B” Battery Eliminator 


The Genn L. Martin Company, Cleve- 
land, has announced a new “B” battery 
eliminator, called the “Aero B,” that 
will do the work of the “B” battery by 
plugging in on a lamp socket. The 
makers claim there is no hum, or dis- 





tortion and nothing to get out of order. 
The “Aero B” is a rectifier type elim- 
inator operating on 110-120 volt, 50-60 
cycle AC. It operates with an ordinary 
201 A or 301 A tube on sets drawing 
under 20 milliamperes. For sets draw- 
ing over 20 milliamperes it uses Rectron 
213 tube. 
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New Goods to Sell 


Convenience Outlets 


Harvey Hubbell, Inc., Bridgeport, 
Conn., announce a new line of Black 
Porcelain Convenience Outlets. The 
face of this new outlet is smooth, un- 





marked and highly glazed, and slightly 
recessed to guide the attachment plug 
cap blades into the Te-Slots. These 
new Hubbell Plain Face Outlets are 
made in the shallow side wired type, 
both single and duplex, and replace the 
Hubbell Outlets of the same type with 
marked faces. 





Rotaire Electric Fan 


A new feature 
has been _intro- 
duced into the 
electric fan by 
the Merchandis- 
ing Department 
of the Westing- 
house Electric 
& Manufacturing 
Co., Mansfield, 
Ohio, that gives 
it a maximum air 
delivery and cool- 
ing power. This 
new fan, called 
the Rotaire, is 
mounted at a 45- 
deg. angle on a 
hanger, and is 
so geared that 
it rotates com- 
pletely around 
the hanger, and in this way is able 
to throw the breeze to all parts of the 
room, cooling a circle twenty feet in 
diameter. It is particularly adapted 
to hotels, offices, art and barber shops. 








“B” Battery Eliminator 


The Duo-Rectron, a “B” battery elim- 
inator, has been brought out by the 
Radio Corporation of America, 233 
Broadway, New York. The design takes 





into account all types of broadcast re- 
ceivers, therefore taps are provided 
giving plate voltages of 22%, 45, 90 
and 135 volts. The maximum current 
obtainable is 50 milliamperes. Regard- 
less of the load, the voltage remains 
practically constant through the prov!- 
eion of Radiotron 7%-874. The Rectron 
operates from the 110 volt, 60 cycle 
A. C. house current, without hum. 





We have just issued, 
a CHALLENGE! | 


i ae | \ 
| A Challenge 


To the best of our knowledge, the Premier Duplex 
has never been equalled in any competitive demon- 
stration. We do not believe that there is a vacuum 
cleaner made that can get as much dirt in as short 
a time. 

























Prove It! 


Make your own test and prove to yourself that the Premier Du- 
plex is the best cleaner on the market. 


The Test 


Select any carpet or rug in daily use. Divide it by a chalk line. 
Get your two cleaners—one a Premier Duplex—ready for action. 


1 Weigh the dust bags on both cleaners. 





Operate the cleaners—each on its own allotted half of the 
rug—for an equal period of time. Fifteen minutes is the 
usual time devoted to the test. 


2? Weigh the dust bags. Subtract the first weight of the bags. 
This will give you the amount of dirt removed by each 
cleaner in the fifteen minutes’ run. 


Now comes the real test. Change sides and run the 
cleaners for another fifteen minutes. This is done to equal- 
ize opportunity, as one part of the rug might be dirtier than 
the other. 


3 Weigh the bags again and compare the increases. These 
show the ability of the cleaners to collect dirt in the path 
of another cleaner. 


The 
PREMIER DUPLEX 


will get the most dirt! 


We will be glad to receive accounts of tests. Let us hear 
results from you. 





ONLY IMPLICIT CONFIDENCE , , fs ; 
in the unexcelled efficiency of the Premier Duplex A Special Proposition for 
can prompt this challenge. 


Retailers 


We have a_e special and 
very favorable proposition for 
department, dry goods stores 
and hardware dealers. It offers 
generous profits—with no in- 
vestment, no labor, no salary 
outlay. Only one thing 1s 
asked, and that is cooperation. 
ELECTRIC VACUUM CLEANER CO., Inc. Wire or write at once for 
CLEVELAND OHIO franchise details. 


Manufactured and distributed in Canada by the 
Premier Vacuum Cleaner Company, Ltd., Toronto 
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Needlephone Radio Loudspeaker 


The Needlephone recently introduced 
by J. Thomas Rhamstine is a small unit 
by means of which the phonograph may 
be used as a radio loudspeaker. The 





Needlephone is plugged into the radio 
the same as an ordinary loud speaker 
and the needle of the phonograph 
placed on the reed in the center of the 
unit. A soft needle is used for local 
broadcasting for mellowness of tone 
and a loud needle for distance. 





Power Supply Unit 


The Acme “B” Power Supply Unit 
has been placed on the market by the 
Acme Electric and Manufacturing Com- 





pany, Cleveland, Ohio. It is an eco- 
nomical power supply unit and “B” 
eliminator. It may be plugged into any 
electric light circuit, 110 to 120 volts, 
60 cycle, A.C. This supply unit is 
claimed to have perfect control of “B” 
voltage to detector and amplifier tubes 
and will serve any set of eight tubes 
or less with low upkeep. 





Automatic Electric Washer 


Model ’76 Washer has been announced 
by the Automatic Electric Washer Co., 
Inc., Newton, Ia. The washer is 
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equipped with a metal wringer built on 
the unit principle, which is instantly 
removable without tools. Stationary 
and reversible aluminum drain boards 
and instant tension release. Driven 
direct from washer worm drive unit 
below the tub. The circular base is 
of 16-gage rolled steel, electric spot- 
welded, of olive green Duco finish. The 
operation is of the Hydro-Disc princi- 
ple, the washing being done by water 
action, driving from the top and forcing 
the water through the clothes at the 
rate of 110 times a minute. The tub 
is self draining and of corrugated cop- 
per, having a double aluminum top com- 
pletely inclosing the silent top drive. 
The worm gear is operated by means of 
a “V” belt and pulley on main drive 
shaft. Oilless composition bushings 
insure smooth and silent operation. 
The motor operates washer and 
wringer together or separately as de- 
sired. The rubber covered attachment 
cord fitted with standard steel armored 
plug and appliance plug is detachable. 





Electric lroner 


The Savage Arms Corporation, Utica, 
N. Y., has just announced an All-Elec- 
tric Forearm Typewriter Control Ironer. 
The model is portable and of the shoe 
and roll type. The roll is 26 inches in 
width, of sheet steel. The motor is 





1/6 hp.; shoe 1000 watts; motor, 200 
watts with maximum load. The shoe 
is cast iron and on top, at the point 
most likely to be touched by the op- 
erator’s fingers, is a bakelite rod, which 
remains much cooler than the shoe and 
affords protection when doing close 
work. Three hundred pounds pressure 
is distributed over the entire area of 
contact. Pressure is controlled by a 
spring, giving a wide range of thick- 
nesses. The guide board covering the 
entire frontage of the roll is not unlike 
the space bar on a typewriter, as it 
permits manipulation of the shoe to 
and from the roll by a slight downward 
pressure at any point, by the hand, 
elbow or forearm. The release button 
is located at the top and when pressed 
releases the shoe from the roll, whether 
or not the machine is running. The 
machine is equipped with a table top, 
which when folded presents a surface 
of 18 in. by 37 in. at table height. Fin- 
ished in white enamel with nickel trim- 
mings. 





The Chicago Fuse Mfg. Co., Laflin 
and Fifteenth Streets, Chicago, IIl., re- 
cently reissued the motor-rating card 
originally compiled by their engineer- 
ing department. These cards are use- 
ful in industrial plants, dealers and 
jobbers’ stores for quickly determining 
the proper rating of fuses to use for 
protecting different sizes and types of 
electric motors. Copies will be sent to 
anyone upon receipt of request. 
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Roof Type Aerial Mast 


A new roof type aerial mast, from 
20 feet to 120 feet high, has just been 
placed on the market by S. W. Hull & 
Company, Cleveland, Ohio. Special 








high strength steel angle construction 
is used affording ample strength and 
at the same time light weight—simpli- 
fying erection. 

The steel roof adaptor is so designed 
that it can be placed on a peak or a flat 
roof. Earth installations are made 
without the use of concrete. 

Masts are tested to withstand a 500 
pound pull at the top, making them 
suitable for supporting a transmitting 
antenna as well as the standard aerial 
used with radio receiving sets. 





Combination Range 


A combination gas and electric range 
has been brought out by the Champion 
Stove Co., 4001 West Twenty-fifth 
Street, Cleveland, Ohio. The range is 
made in three models, the “Champion 
Kitchenette” being illustrated. The 
other models are of white porcelain and 
semi-porcelain, cabinet design, made 
with four gas burners on the cooking 
top and gas oven and broiler. The 
Kitchenette model, of white porcelain, 
has three gas burners, combination 
oven and broiler. The electric high 
shelf on all models has two six-inch 
660-watt electric elements. Two Dia- 
mond H_ reciprocating four-station 
switches mounted on inside of shelf 
afford three degrees of heat to each 
element. Furnished in 110 to 120 volts 
A.C. or D.C. Also in 220 volts. 
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Make Selling Easy 


For electric light and power companies, selling 
such equipment to the home, there can be no bet- 
ter choice of lines to feature than L&H Electrics. 


We do not claim, as many do, that our products actually sell 
themselves. We appreciate the important function of the retail 
shop in our scheme of distribution. But, on the other hand, 
those public service companies who have pushed L&H Electrics 
Ranges and Appliances have frankly admitted that sales are sur- 
prisingly easy to consummate. 

L&H Electrics Ranges, for example, are equipped with the 
most striking improvements, such as Full Automatic Time and 
Temperature Controls—easy to operate and absolutely depend- 
able. These and other superior devices plainly indicate a simplicity 
and accuracy of operation that actually do make selling easy 
—and easy sales mean quicker turnover— BIGGER PROFITS. 


What is equally important, the profits made from L&H Electrics 
sales are not diminished by expensive servicing after the article 
is installed. 


It will pay you to get the interesting facts about our complete line. 


A. J. Lindemann & Hoverson Co. 
435 Cleveland Avenue, Milwaukee, Wis. 


Branches at 


Long Beach Building, L&H Building, 1636 14th Street, 715 Bryant Street, 
Chicago, Ill. Denver, Colo. San Francisco, Calif. 


ELECTRICS 





























L&H Electrics 
Waffle Iron 


L&H Electrics 
Table Stove 





L&H Electrics 
Heating Pad 


L&eH Electrics 


Heater 


Our Line of 


L&H Electrics 


Appliances Also Includes: 
Hot Plates 


Curling Irons 
‘*Turnsit’’ Toasters 
Electric lrons 
Urn Heaters 
Testirg Ovens 
Etc. 
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Hotpoint Toaster 
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A new Colonial Hotpoint Toaster 
equipped with a permanently attached 
cord provided with a feed-thru tumbler 
switch has just been introduced by the 
Edison Electric Appliance Company, 
Inc., 5600 W. Taylor St., Chicago, III. 
The toaster is made entirely of steel 
and finished in polished nickel. Fiber 
feet prevent marring of polished table 
services. The flat top may be used for 
keeping toast warm. 


New Radio Device 
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A new radio device known as the 
Penetrola intended to be connected 
between the antenna or loop and the 
receiving set, to increase range, volume 
and selectivity has been placed on the 
market by the Walbert Manufacturing 
Company, 925 Wrightwood Ave., Chi- 
cago, Ill. No extra batteries or wires 
are required and no changes in the 
receiving set are necessary. The Pene- 
trola is shielded in a metal case finished 
in black crystalline enamel. 





Four-Tube Radio Set 





A four-tube radio set known as the 
“Concert Selector” is being manufac- 
tured by Culver-Stearns Manufactur- 


ing Company, Worcester, Mass. There 
is space in the cabinet for “B” and 
“C” batteries. The cabinet is of ma- 
hogany, and the panel and base of 
Bakelite. 





“Celestialite’”’ Glass 

















The Ivanhoe Division of the Miller 
Company, Meriden, Conn., has just 
brought out a new glass unit called 
Ivanhoe Celestialite. This glass is made 
of three different glasses fused to- 
gether in the mold; (1) clear crystal 
glass to provide body and strength; 
(2) translucent white glass to diffuse 
the light evenly over the entire sur- 
face, and (3) a transparent blue glass 
to eliminate the excess red and yellow 
om producing a light similar to day- 
ight. 





Electric Range 








Designed to fill the needs of small 
family and apartment house installa- 
tions, a new Marion electric range has 
been introduced by the Rutenber Elec- 
tric Company, Marion, Ind. It is 
equipped with three surface units, one 
boiler unit, and one baking unit. The 
finish is black heatproof Japan and 
white porcelain enamel. The heating 
units are controlled by three-heat 
reciprocating switches. Oven lining 
and elements are removable. 





Fruit Juice Extractor 


The Sunkist Fruit Juice Extractor 
is an electrical appliance for use in 
homes, soda fountains and restaurants 
for extracting the juice from oranges 
and lemons. It is distributed by the 
California Fruit Growers’ Exchange, 
Department of Fresh Fruit Drinks, 154 
Whiting Street, Chicago, II. 


54 


“B” Battery Eliminator 





A new “B” battery eliminator which 
works from a light socket, and does 
away with the need of “B” battery, 
is being manufactured by the Charles 
Freshman Company, Inc., 240 West 
Fortieth St., New York City. 





Electric Ranges 

















A new series of electric ranges mar- 
keted under the slogan, “The Range 
with the Seven Minute Oven,” has just 
been introduced by the Michigan Stove 
Company, Detroit, Mich. The oven of 
the Garland 134 series electric range, 
as it is known, can be raised to roast- 
ing temperature, 450 degrees, in seven 
minutes after the current is switched 
on, according to the manufacturer. The 
new range can be supplied in either left 
or right hand ovens. There are three 
cooking top units of the regular Gar- 
land inclosed type, as well as two oven 
elements. 





Binding Posts 







“MORSE 
EUREKA 


GRIP” 
Binding 


Posts 


Brass binding posts, with polished 
nickeled or insulated knobs with 18 dif- 
ferent markings, are being manufac- 
tured by the Frank W. Morse Company, 
289 Congress Street, Boston, Mass. They 
are known as the “Morse Eureka spring 
grip binding posts.” 





The FIVE New MAZDA Lamps 


»™ entire Line of Five 9007 |) New 
National MAZDA Lamps becomes 
available on 2% You will recall 
that the ¢ 25-watt lamp was<3y 
first announced {77 of last year. 


The ( 1OO-watt size was next’ 
announced on (77 And now/7you 


will be able to get all five 99999 
of the New National MAZDA Lamps 


) 9) ) y 
WATT WATT WATT WATT ee 


with lower prices than average 
prices of the lamps they replace 
and with § outstanding sales ad- 
vantages. Unusually fine gids) <caeé. 
dealer helps will be available. 























NATIONAL 
MAZDA LAMPS 


A GENERAL ELECTRIC PRODUCT 
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New MAZDA Lamps 


EBRUARY first all of the five new inside frost 
Mazda lamps will be on the market. They are 
available in 25, 40, 50, 60 and 100-watt sizes. These 
lamps embrace a program of simplification which will 
benefit the consumer, the distributor and the manufac- 
turer in many ways. Moreover, the inside frost, which 
is the greatest development in lamp manufacture in 
ten years, will contribute toward improving lighting 
conditions in the home and all other places where these 
sizes of lamps are used. 

There are five outstanding advantages to the con- 
sumer in using the new lamp, which the distributor can 
enumerate to his customers. 

1. The pearl-gray bulb harmonizes by changing its 
color to blend with any fixture, shade or back- 
ground. 

2. Easy to clean. Because the frosting is on the in- 
side of the bulb the outer surface is smooth and 
sheds dust. 

3. Gives more light than lamps it replaces and re- 
duces the glare with its inside frosted bulb. 

4. More rugged. The strength has been greatly in- 
creased. 

5. Costs less than previous lamps. The average price 
of all Mazda lamps is now 51 per cent less tha 
in 1914. : 

The distributor likewise will find it easier and more 
profitable to sell the new lamps. The new line, being 





economically and artistically right for the customer, is 
a better merchandising product for him to handle. 

Since the new lamps are lower in price and more 
rugged than replaced types, the agent can re-lamp at 
once all sockets now equipped with clear and frosted 
lamps. Every socket is, therefore, a prospect for a 
lamp sale. The glare from the bright filament of clear 
lamps is always objectionable. The inside frosting cuts 
down glare, and the customer will benefit from use of 
higher wattage lamps. 

A tremendous advertising campaign is behind the 
agent and the new line of lamps. Advertisements will 
appear in many leading magazines, and a most compre- 
hensive dealer help program will assist in boosting 
sales of the new lamps. 

Heretofore, the distributor was required to handle 
and stock 45 types and sizes of lamps. Now five lamps 
will replace these 45 lamps, which will thereby reduce 
the shelf space and simplify inventory and account- 
ing which must be done each month. Moreover, it 
will be much easier for the dealer to sell the proper 
lamp for a particular socket. Improved lighting will 
result, since the possibility of using the wrong lamp 
is greatly minimized. 

The reduction in the number of lamps from 45 to 
five is a great advance in providing an easier and 
cheaper means of securing good lighting. 








Mr. Dealer, you ought to be shar- 
ing in the Gold Seal profit harvest. 
If you are not, write today for full 
particulars of our proposition. 
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That Sell! 


Tubes that sell —that’s where your profit 
lies, Mr. Dealer. 


Sales of Gold Seal Matched Tubes are 
breaking all records—an unprecedented 
success. Every tube you sell brings custom- 
ers—and their friends—back for more. 


It is a striking tribute to superior quality 
and uniformity—maintained by the strict- 
est supervision and testin our own modern 
factory. No“good enough” tube ever wears 
the Gold Seal label! 


GOLD SEAL PRODUCTS CoO., inc. 


Gold Seal 


TUBES 





250 Park Avenue, New York 


Radio Tubes 
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How many catalogs do you use in a year 
for ordering electrical material? Here are 
dozens of them in one—the Graybar 
Year Book. 
| a It lists everything electrical. It is indexed 
- Apes “| for quick reference to any desired article. 
Premier Sare-o. evan} It covers over 60,000 items. 
> 4 Start 1926 right with the new Graybar 
W: <.......... Year Book—just out. For your immedi- 
ks | ate convenience — here’s a memo. 
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Century 12-in. Portable Oscillating Fans 
Built for AC and DC Service 


Good-looking Fans 
That “Keep a-Running’ 
Century Fans have a high sales appeal because of 


their pleasing attractive appearance and their 
“Keep a-Running” reputation. 


3 


1 Induction type motor for AC fans and a 
series-wound motor for DC fans. 


2 Fully enclosed motor—excludes dust and 
dirt. 

3 Oscillating fan motor supported on ball 
bearings. 

4 3-point switch and speed regulating coil on 
oscillating fans. 

5 Fan motor bearings are of cast phosphor 


bronze, accurately machined and with ma- 
chine cut figure-8 oil grooves, which assures 
positive lubrication over the entire bearing 
surface. 


6 Double-reduction steel worms and bronze 
gears generously proportioned—they cannot 
be stripped. 


7 Escapement device permits adjusting direc- 
tion of breeze without lifting or moving the 
fan—prevents the fan from stopping or tip- 
ping over should it oscillate into a stationary 
object. 


& Pressed steel base—light weight but durable. 


9 Blades of heavy brass, dipped and lacquered 
—exceptionally wide and deeply pitched. 
Quiet operation. 


Century Fans are made in the following sizes and types: 
Stationary 9 inch Portable, 1-speed switch in base, for A.C. 
Oscillating 9, 12 and 16 inch, 3-speed Portable, for A.C. 
and D.C. 

Ceiling 58 inch sweep, 3-speed. for A.C. and D.C. 


Ventilating 16 inch, 3 speed, for A.C. and D.C. 


CENTURY ELECTRIC COMPANY 
1806 Pine St. St. Louis, Mo. 


Twenty-nine Stock Points in the United States 
and More Than Fifty Outside Thereof 








Portable Ceiling 











Electrical Business 
Briefs 


HE Twenty-Seventh Annual Toy Fair will open 
La New York Feb. 1 and extend over five weeks. 
This exhibition, strictly a trade affair, is under the aus- 
pices of several bodies, chiefly the Toy Manufacturers 
of U. S. A., Inc.; Toy Fair Chamber of Commerce and 
the National Toy Fair. 

Briefly the plan is that practically all toy makers 
in this country and all foreign companies having sales 
offices in this country unite in keeping open house in 
New York during this period for the purpose of selling 
their output for the next Christmas season. These 
early orders have a large influence upon production 
costs. 

Toys are shown during this period in the local sales- 
rooms, in the Bush Terminal Building, where two 
floors are given over to exhibits; in the Hotel Breslin, 
which has for 25 years been given over to toy exhibits 
at this period; the Hotel Imperial, which has held 
exhibits for ten years, and the Fifth Avenue Building, 
a favorite location for offices and exhibits of out-of- 
town makers. 

About 300 exhibits can be seen by the toy buyer 
within 20 blocks on Broadway, and there is another 
center at Union Square, where the doll makers and 
some other lines are centered. 

It is of interest to the electrical industry that the 
number and importance of electrical toys are increas- 
ing in this fair. Formerly there were only electric 
trains and a few motor toys. Now there are coming 
in a much more varied line, such as “questioners,”’ 
lamps for childrens’ use and made in comic page char- 
acters; Christmas tree lights and miniature machine 
tools that. are large enough to have definite uses. 

A study of the list of exhibitors indicates that the 
time is coming when electricity will become a consider- 
able factor in the toy industry. Toy makers and buy- 
ers are coming to realize that electric toys can be used 
in more than half of the homes of this country, and the 
purchasing power lies in these homes. 





HE American Washing Machine Manufacturers 
Association elected the following officers at the 
recent annual meeting in Chicago: 
President, T. W. Behan, 1900 Washer Co. 
First Vice-president, J. C. Johnson, Syracuse Wash- 
ing Machine Corp. 
Second Vice-president, John Rockne, Meadows Man- 
ufacturing Co. 
Third Vice-president, Albert Haag, Haag Bros. Co. 
Treasurer, William H. Voss, Voss Bros. Manufac- 
turing Co. 
Executive Secretary, Enoch B. Seitz. 
Executive Committee: 
L. E. Dietz, Boss Washing Machine Co. 
S. H. Altorfer, Altorfer Brothers Co. 
Russell A. Smith, Modern Laundry Machine Co. 
N. C. Hurley, Hurley Machine Co. 
F. H. Bergman, One Minute Manufacturing Co. 
The manufacturing heads are looking forward to 


continued growth of the industry. 
(Continued on page 72) 
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Send for this 
SALES KIT 


proved itself a sales success — 
as well as a mechanical suc- 
| cess. It was designed after a 
careful study of the modern 
| woman’s washer ideas and de- 
sires. As a result the Whirl- 


washer ever introduced onthe 
market. Thousands sold im- 
| mediately—swampingthe1900 


| 1900 is ready to give you full 
aid and cooperation. Do not 

fail to send the coupon below | 

| for the “SALES KIT” which 

will give you full information 

about the Whirlpool—and the 

| selling material and ideas 

which are putting it across. 
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| 
: 
| 
| 
| 
| 
| 
| 
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1900 WASHER COMPANY 
Binghamton, N. Y. 


Send me your complete Whirlpool ‘Dealer 
Sales Kit’’—including window and store display 
material, literature, a ready-to-mail Direct Adver- 
tising campaign, canvassing aids, newspaper 





advertising, etc. 
Send me, also,a Whirlpool Washer on appro- 
val, at 1900’s expense. 
NAME-—— He 
ADDRESS 
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| The Whirlpool Washer has | 


) pool sells easier than any 


factory with orders. | 


| Also get a Whirlpool on ap- 
proval. | 
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siti. the “1900” Whirlpool marks 


a Turning Point in the 
Washer Industry 


NLY after years of experiment and trial has “1900” announced 
the Whirlpool Washer. The oldest manufacturer of quality 


washers cannot make reckless innovations. 

This caution protects you as a dealer—and assures you that there 
must be something different and better about the Whirlpool. As 
a dealer you will want to know what—and why. 


3 : é x 
: : : 


Keeps your Profits in your Pocket 
The Whirlpool excels in every one of the four qualities all washers 
aim at—but which the Whirlpool combines in the highest degree: 


CAPACITY—SPEED—BEAUTY—COMPACTNESS 


You know the importance of each 


‘of these. You cannot fully appreci- 


ate what they can be—until you see 
and try a Whirlpool. We invite you 
to do so at our cost. 

The fifth Whirlpool quality isa quality 
no one but “1900” has ever built 
into any washer— Automobile Quality! 
1900 Automobile Quality is exactly 
what the name implies — a washer 
built like the finest automobile —by 
the same exact workmanship—and 
by the same expensive production 
machinery. 


Examine a Whirlpool part-by- part. 
You will instantly understand why 
Automobile Quality will banish the 
service costs whicheat up your profits. 
You will see why a Whirlpool needs 
no “wearing in”—and cannot wear 
out, 

No dealer fully understands present 
conditions inthe washer trade—and 
their meaning for the future—till he 
knows about the Whirlpool and the 
selling methods behind it. The 
convenient coupon at the left will 
bring you all this information at once. 


THE 1900 WASHER COMPANY 
Binghamton, N. Y. 


meres’ BROS., FERGUS, ONT., Distributors for 
900”’ Washer Products in Canada 
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Current Te-Tap 
No. 3190 





Are you getting the 
profitable “extra current 
outlet” business in your 

eee 





Hubbell 
Table-Tap 
No, 6900 


Hubbell 








What home, at one time 
or another, doesn’t need 
one or more extra current 
outlets? 


In most homes outlets are 
scarce. How to easily 
and inexpensively provide 
an extra outlet for the 
new toaster, vacuum 
cleaner, portable lamp, or 
battery charger is usually 
a problem. 


Meet this constant need for 
extra outlets by carrying a 
supply of Hubbell Current 
Te-Taps, No. 3190. They are 
quick sellers and carry a good 
margin of profit. 


A Hubbell Current Te-Tap 
screws into any lamp socket. 
Provides a Pull Chain Socket 
and a handy Te-Slot Outlet 
into which any electric appli- 
ance may be plugged. 


Regularly shipped in the at- 
tractive three-color display 
container shown above, all 
ready for your counter or 
window. Ten Te-Taps in 
each container. 


Ask your electrical jobber for 
complete information. 


HARVEY HUBBELL 


ELECTRICAL SPECIALTIES 


BRIDGEPORT, CONNECTICUT. USA. 


NEW YORK. N.Y. 


CHICAGO, ILL. 








Pleasing Display Influences 
Appliance Sale 


(Continued from page 19) 


ing machines always sell well here in the spring and 
the department’s business in electric cleaners is double 
that of a year ago. 

Fifteen factory trained electric cleaner salesmen are 
now working in this department. These men are spe- 
cially trained in Gimbel methods and are rated as 
Gimbel men. These men solicit at the homes of cus- 
tomers and prospects and good results are being ob- 
tained from them. 

The electrical goods department is doing an active 
and profitable mail order business, within a hundred- 
mile radius of the store. A prime factor in this is a 
profusely and accurately illustrated catalog of con- 
venient size—ten by six inches—containing 100 pages. 

As in the case of general housefurnishings, semi- 
annual sales are held in the department, which serve 
to stimulate business to a brisk degree. These sales 
take place in March and September and, the sales-force 
being instructed to “be on its toes,” to serve customers, 
the various members of it are enabled to run up sales 
individually to a gratifying extent. 

It is not a hard matter for an experienced sales- 
woman to “pyramid” sales, one small electrical device 
suggesting another and not infrequently being its vir- 
tual complement. 

During the semi-annual sales, a page, or thereabouts, 
of space in the various newspapers is used for the 
house-furnishings in general, and the electrical de- 
partment’s space is included in, and forms a prominent 
and important part of, this advertisement. In such 
events, small cuts, faithfully representing the articles, 
and good, legible boldface figures for prices, are impor- 
tant factors. 

The department usually advertises three times a 
week in the local newspapers, using cuts freely, and on 
Sundays there is frequently an announcement of “spe- 
cials.” 

Mr. McCurry not only keeps a dated scrapbook of all 
the department’s advertising, but he keeps scrapbooks 
of the advertisements of all the competitive stores’ 
electrical goods departments. In this way he is able 
to make worth-while comparisons and to keep sys- 
tematic “tab” on “what the other fellow is doing.” 

“If we wish to know, for instance, just how we ad- 
vertised on a certain day in a particular season a year 
or so ago, and just how fruitful that sale turned out 
to be, we consult the advertising scrapbook, in which 
our newspaper clippings are pasted and then refer to 
the sales sheets of that period and they tell us the 
story. 

If we wish to recall what our competitors did in 
the way of advertising at that time, we also consult 
the other scrapbooks. This method is of great prac- 
tical assistance. 

“We forecast our department figures a month ahead, 
as nearly as we can and then do our best to live up to, 
or exceed those figures in sales. Should we find that 
we were apt to run behind, we would, in plenty of time, 
attempt to stimulate sales by extra advertising.” 
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That is what sells the 
HARI-PARR for me 


says W. W. Spence of The Spence 
Company of St. Paul, Minne- 
sota, Northwestern general selling 
agents for the Hart-Parr Washer. 
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“Only the Hart-Parr is built with the 
vacuum cups right in the cover. And there 
is nothing to lift off; nothing to mess up 
the floor with puddles of water.”’ 








‘“‘There is no center post in a Hart-Parr 
to tear, twist or tangle clothes. When the 
hinged cover is lifted there is only a big, 
open tub, perfectly smooth inside.”’ 











‘The big vacuum cups with each stroke lift gi , 
the clothes and turn them; nothing escapes i Ei a ge 
the gentle action of these efficient cups—every = : 
article is washed clean with the least wear.” 








| *‘And the big gas burner on the bottom of 
the tub makes it possible not only to heat 
water right in the tub, but to keep it hot as 


long as necessary.”’ 














Many statements as enthusiastic as the above are being received from Hart ae 


Parr dealers everywhere. If there is no Hart-Parr dealer in your city write or Ps 
wire for details concerning the big money making Hart-Parr deal. ; 


HART-PAR 


VACUUM ELECTRIC HART~ PA RRO € O MPANY 
WASHER rh, HARLES CITY. IOWA / 


Buildehs wl Labor [Saving Machi en - 


Cleaner Clothes with piss, aie 
Greater Eas. » a =a Quaifer- Century. 




















SO amr iccndicenniieect 
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Here’s a Fast Selling Line 
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SMALL UNIT INVESTMENT— RAPID TURN OVER—GOOD MARGIN—AND NATIONALLY ADVERTISED 
Everyone of the 14,537,000 wired homes needs one or more of these quality Electrical necessities: 
Vacuum Sweeper—Home Motor—Hair Dryer—or Vibrator. Add to this the ever increasing demand 
for drink mixers, jeweler’s motors, and motors for buffing and polishing and other myriad uses — 
and you have an idea of the market for Hamilton Beach Products. 





a 
"3 
i “Re a 
ey a 
eet M ee 
E ig $% Ri, 
af ws Cae oe 


Vacuum Sweeper— Home, Jeweler’s, Grinder and Polisher Motors— Drink Mixers— Vibrators— Hair Dryers da 





























When you sell a housewife one Hamilton Beach Electrical necessity 
you can be assured that it will stay sold and build good will in 
her neighborhood. You can be sure too that her next purchase 
of an electrical necessity will carry the Hamilton Beach name. 


Overa million Hamilton Beach motors are in use today— 
many for 15 years. Several hundred thousand Hamil- 
ton Beach Vacuum Sweepersare giving “‘no trouble” 
service. There are more Hamilton Beach Drink 
Mixers in use than all other makes com- 
bined. Our Vibrators, Hair Dryers and 
Small Motors have stood the test of 
time, their quality is recognized the 
country over. 


All the advantages of a well- 
rounded lineunderonena- 
tionally known brand 
nameare yours with 
the Hamilton 
Beach Line. 


FREE 
Practical 


Sales Helps 


We furnish Free every prac- 
tical Sales Help—attractive win- 
dow displays—snappy envelope en- 
closures, lantern slides and newspaper 
electros that tie your store to our national 
advertising. A well organized sales promotion 
department is at your service at all times. 
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in The Saturday Evening Post, 
Ladies’ Home Journal and Good 
Housekeeping reaches 6,000,000 
homes monthly. 
In 41 out of every 100 wired homes the Hamilton 
Beach message goes regularly — nothing spectacular 
—nota sensational, spasmodic campaign, but persistent 
—consistent—common sense advertising to 6,000,000 of 
America’s best homes—regu/arly. 
Quarter and half pages in The Post and Journal and % and % 
pages in Good Housekeeping tell of the utility and superior quality of 
Hamilton Beach Products. 
Consistent advertising over a long period of years, of a line whose quality 
has always been of the highest, has built for Hamilton Beach Products a 
National acceptance such as only a few manufacturers enjoy. 













Wise merchandisers know the importance There is no substitute for Margin. 
of reputation. Jobbers and dealers both Wise retailers are no longer enthused. by the stories 


about spectacular advertising campaigns— how mer- 


w long the manufacturer 
want to know how long chandise sells itself, etc. They know—as you know, 


has been in business—if he has a sound sales that merchandise doesn’t sell itself—that it costs 
policy and if he has kept faith. money to sell goods. 

Hamilton Beach builds quality into its products, and 
Hamilton Beach Products are made by one in addition gives you every practical selling and ad- 


of the pioneer manufacturers of quality vertising co-operation but mot at the expense of 


Electrical Necessities. For over 15 years ~ sis gaa 
ian te 1 b ; Alid The margin is liberal— yes, generous, because we 
C 7 ae put quality above pr —_— a" fully appreciate the effort necessary to move any 
ing this time they have kept faith with the merchandise no matter how high its quality— how 
Trade and users of their products. strong its advertising, or how well known its name. 
1926 is going to be a big Hamilton Beach Year. 
Hamilton Beach Products are sold by Progressive jobbers already have Hamilton Beach 
A - eative jobbers and Products and can fill your orders promptly. The 
merica § most representa J dealers who feature this line will make money. Write 
dealers because of the quality of the mer- us for details of the 1926 Merchandising Plan, but 
chandise—the known stability of its manu- place your order on your local jobber now. 
facturers and its square deal—live and let HAMILTON BEACH MBG. CO. 
live policy. RACINE WISCONSIN 


Worn GS ee 


53 
SL he ASG ws 


Electrical Goods Section 63 





























al \ \ 
iin 


ry 


- 
* ) 
. 
4 j 
ior, 





vu $ Par 
MAY 27.1924 


Balkite“B” 





will outlive 20 sets 


of “B” batteries 


exclusive metal in use 
plate current from the in over 400,000 Balkite 
light socket is the cheap- Power Units. 

est source of “B” power 5, It is absolutely silent in 
supply in existence. It ° operation, and its con- 
will outlive over 20 sets stant even flow of “— 


1, Balkite “B,” supplying 


of “B” batteries. So far power gives a quality of 
as we know, not one has reception impossible with 
ever worn out. any other device. It can- 

not burn out radio tubes. 


2, Over 50,000 Balkite 
“Bs” are giving satisfac- 6, It is tested and listed as 
tory service in daily use standard by the Under- 
on all types of receiv- writers’ Laboratories. 
ing sets. , It will serve practically 

3, Balkite “B” is the only all 5 tube and most 6 
“B” eliminator that does tube sets. It is absolute- 
not deteriorate with use ly guaranteed to give 
and does not require re- satisfaction. 


placements. $ BALKITE “B’” II will 
4,1t has no bulbs 3 serve any standard 
° ae t. Specially adapted 
The rectifying Prcesslihty higher to sets of 6 tubes or 


est of Roc 


unit is Balkite, an andinCarada more. Price $55. 


Because of these facts, 
Balkite“B” is one of the most 
profitable items in radio. 
Add it to your line today 


Manufactured by 
FANSTEEL PRODUCTS CO., Inc., North Chicago, III. 


Balkite 
Radio Power Units 


. BALKITE BATTERY CHARGER - BALKITE TRICKLE CHARGER - BALKITE“B” + BALKITE“B" ? 
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Clearance Sales 


HE January issue of business papers that are 
“TD aevoted to merchandising of radio and publica- 
tions having such departments very generally advo- 
cated in their January issues, “Now that January is 
here, clear up your stock by sales,” or words to that 
effect. 

On the contrary, Arthur Sinsheimer, radio editor 
of ELECTRICAL GoopDs, took the position that this year, 
especially, there was no occasion for January clear- 
ance sales. In his article Mr. Sinsheimer pointed out 
the reason for clearance sales in-general, but he pointed 
out that International Radio Week had been set for 
the end of January with the deliberate plan of prolong- 
ing the sales season of radio receiving sets, and that 
dealers should not make any effort to close the season 
at least until after this event was over. 

These two views of the situation were so greatly 
at odds that the editor of ELECTRICAL GOODS wrote to 
several of the leading manufacturers, asking their 
opinion as to which was right. 

With one exception the replies take the side of 
ELECTRICAL GOODS. We believe that in this case the 
manufacturer has entirely overlooked International 
Radio Week and its significance. The letter would lead 
to that belief, aside from the fact that he sides against 
our view of the best for the dealer. 

One manufacturer was so emphatic that he wired 
his reply. He is strongly against “dumping,” as he 
terms it at all seasons. 

Another manufacturer makes the point that January 
and February are the best months for reception, and 
that the best programs are broadcast during these 
months, and the dealer should not give up his promo- 
tion until after this season is closed. 

A Midwest manufacturer says that the answer, as 
he sees it, is in the continued flow of orders to his 
factory from dealers who had not overstocked for 
Christmas trade. As long as orders come in as they 
do, he says, it would not be good business to cut prices. 

Still another Western manufacturer says there will 
be no “sales” of his sets, or if there is, there will be 
another dealer in this spot. The writer says that 
he believes “sales” are chiefly due to the mental atti- 
tude of the dealer, who believes he is through at Christ- 
mas, and there is not the slightest reason for believ- 
ing that radio sales are over at that season. He adds, 
“If we must have clearance sales, certainly they should 
be postponed until after International Radio Week.” 

This season the dumping sales of last year have 
not taken place. We cannot say positively why these 
sales or clearances have not occurred, but in view of 
the situation as we see it, we are inclined to believe 
that some radio department managers and dealers have 
read ELECTRICAL GOODS and have believed what Mr. 
Sinsheimer said was sound practice. 

ELECTRICAL GOODS knows full well that custom has 
reestablished January as the “clearance” month, but 
we believe that radio, having come into the picture 
lately, is an exception as to dates, especially this year, 
when International Radio Week was on hand to sus- 


tain interest. 
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‘THE man who comes in to buy Magnatrons— 

you'll see him again. But when he comes back 
he’ll have a satisfied smile on his face. He'll be 
coming back for more Magnatrons or for something 


else. 


Magnatrons transform your buyers into customers. 
You can recommend Magnatrons with a clear con- 
science—for then you will be doing only what dis- 
interested laboratories and radio experts throughout 
the country have already done. Better stock up! 


The Magnatron Plan is based on the idea 
that dealers should make consistent prof- 
its. Write for it today. Write, also, 
for your copy of “Magnatron 

News” to the Connewey Electric 

Laboratories, Magnatron 
Building, Hoboken, N. J. 
Complete factory stock for Pacific Coast 


carried at PACIFIC RADIO LABR., 256 
So. Los Angeles St., Los Angeles, Cal. 
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Magnatron DC- 
201A, DC-199 (large 
or small base), DC- 
120 (for  super-vol- 
ume) and Rex (for 
2 battery  elimina- 
tors), all list for 
2.50 
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Merely a_ phrase—until 
you understand what we 


make it mean. 





Our plan to help you 
build lamp business en- 
ables you to show quality 
lamps in wide variety 
without carrying a big 
inventory. Our catalog 
will bring you full par- 
ticulars. 




















Write for It. 


Aladdin Lamp No. 9436, 
Silver and Black, Robins 
Egg Blue, or Old Ivory 
with exquisite hand painted 
parchment shade (beaded 
and trimmed with ruch- 


ing.) 
A sample at $10.50 net; 


quantity price lots of 6, 
$8.75. 


Write Today. 
ALADDIN MFG. CO. 


601 East 18th St. 
MUNCIE, IND. 

















What Radio Teaches About 


Lamps 
(Continued from page 46) 
they want “lamp servicing.” 

Repeatedly the question is asked by the hardware 
store: “How can we get women, who are the purchas- 
ing agents for the American home, into our store?” 

One answer appears to be here. You sell lamps, you 
have a mechanic who can and does repair lamps, do you 
not? Why not use that man to build good will? 

This idea is not new. When I was buying lamps, I 
never attempted to run a lamp department without a 
“service man,” or “repair man.” In New York City 
today, there is employed in just this capacity a man 
who, sinve the day I placed him on the job and coached 
him, has been worth his weight in gold to the store 
he works for. He is a married man, he likes to 
“tinker” around his own home and he gets a very real 
satisfaction out of doing a mechanical job well. 

He knows that if he can pacify a disgruntled cus- 
tomer, he is rendering reak service to the store and he 
gets a great kick out of visiting the fussy customer 
who is ready to return for credit a $150 lamp be- 
cause it was slightly dented in delivery. He listens to 
her story while he is repairing the dent so she can 
hardly find it, then he sees a pull chain socket on a 
bracket, perhaps, that is too high for her to reach com- 
fortably. He asks her if she wouldn’t like him to make 
the chain longer. 

In a jiffy he has done it and she is so pleased she 
gives him a handful of cigarettes or a doughnut, de- 
pending upon her viewpoint. 

The next day she comes into the store to thank the 
adjustment clerk for sending this splendid service man 
to her, and the chances are she will buy another 
$100 lamp, which she takes home in her limousine 
so it won’t get broken and she becomes for life a reg- 
ular lamp booster for that store. 

What is done by this city store, where personal con- 
tact is so difficult, can be done in a better way in a 
small town. 

You service cars, and radios, and electrical appli- 
ances; why not service lamps? Repair them or remodel 
them, at regular hourly rates and these repair cus- 
tomers will buy their new lamps from you. 

P.S. This is all true about the New York Service 


Man. 


HE Laundryette Manufacturing Company, Cleve- 

land, Ohio, makers of Laun-Dry-Ette Washing 
Machines have announced a number of changes in 
personnel. C. S. Jennison is the new president, and 
Paul K. Craig, vice-president and secretary. A. G. 
Cook will continue as treasurer of the company. 

The new board of directors consists of Messrs. 
Jennison, Craig, David M. Hough, Howard Converse, 
with Messrs. T. B. Van Dorn, R. J. Frackelton and 
Thomas Ferry, former members of the board continu- 
ing. The new interests are formulating plans and 
policies which are further expected to expand and de- 
velop the business. 








George V. Rockey is now advertising manager of 
the Daven Radio Corp., 158 Summit Street, Newark, 


N. J. 
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The Neglected 
Opportunity 


CIENTISTS claim that 

the thoughts of the last 
few moments before we sleep 
control the subconscious mind 
through all the _ sleeping 
hours. Few men selling lamps 
have made it possible for 
their customers to have a 
good lamp over the bed so 
that reading may be enjoy- 
able. 


There are practical, neat 
bed lamps for the most mas- 
culine bachelor, trim ship 
shape lamps, sold by the 
hardware stores. 


There are dainty, frivolous 
bed lamps for the most fas- 
tidious lady, to match her 
boudoir luxuries. 


And there are for the son 
of the family sturdy ele- 
phants, giraffes and soldiers 
in the form of bed lamps. 


As well as dolly lamps 
from gay Paree with little 
sunshades for the little girls. 


Many traveling men carry 
a compact new little lamp 
which may immediately be 
attached to the most lonely 
hotel bedstead. 


There is the hospital bed- 
lamp which shades the light 
so that it does not strike the 
patient’s eye. 


Literally there are 1,001 
bed lamps, so that you can 
make the last hour of the 
day happier if you will spe- 
cialize in bed lamps. 




















. i Marphy’s Studio 


Specialists in 
Small Parehment Shades 


Early Ameriean Designs 
European Renalesance 


Nursery 
Flower Studies 


12 Ann Murphy Shades, 
$24.00 


ANN MURPHY’S 
STUDIO 
Btudio: 80 Tenafly Road, 


Englewood, New Jersey 
Tel. Englewood $36-W 


Town Office: 

s/o Little & Hawthorne, 

225 Fifth Avenue, N. Y 
Tel. Ashland 669 


-. 
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No. 518-20 
Opalescent Shields of Natural 
Shell. Colors—Amber, Rose, 
Orchid, Nile Green, Mother 
of Pearl. 


OSCAR ©, WRLC NADIa TR, CD, 
Established 1869 
49.51 West 23d St. New York 


310 American Furniture Mart, Chicago. 
1234 W. Pico Street, Los Angeles, Calif. 
PARIS BERLIN FLORENCE 
















For 
A Electrical 
Popular and 
Profitable Hardware 
Desk Lamp Dealers 


SILVRAY CO., INC. 





S 1511 Guilford Ave., BALTIMORE, MD. , 














Chinese Pottery 
the early days of the East Indian 
Trading Company, has 


of Chinese pottery are in 
rooms of all peried styles. 























made em BIG 


and drove 
hard 








Day Fan, 


Yes, Fane sell 





e%, ” -/ SA S ’ 
* 7 J 
thy a demonstration 
Pd Pa 
A / Thirty-seven years ago the Dayton Fan & Motor Company set 
* out to make a fan do a better job of keeping people cool. 
A fan's job is to deliver a current of air—and the harder it 
comes the better it cools. Blades move the air so the first 
Day-Fan Fan engineers hit on the idea of ‘‘make ‘em big and 
drive ‘em hard’’—so the Day-Fan Fan of today has large blades 
with a powerful motor which drives them up to a _ consistent 
high speed. 
—and that is why the Day-Fan Fan of today is known as the 
‘‘fan with the big blow.’’ ‘That is why it keeps people comfortable 


when the weather gets hot enough for front page write-ups. 


If you want more information on a fan that sells big because 
it is backed by large air delivery, durability and 37 years’ of 
experience, write us for information. 


The Dayton Fan and Motor Company 


Dayton Ohio 
For More Than 37 Years Manufacturers of High-Crade Electrical 
Apparatus 
*Formerly Dayton Fans 








DAY-FAN 


MOTORS* 

Day-Fan Motors are so well built 
that they are practically heat and mois- 
ture proof. They are popularly used 
on washing machines, pumping systems 
and other appliances that use fractional 
horse power motors. 

* Formerly Motors. 


DAY-FAN RADIOS 


Our 37 years’ experience manufac- 
turing high-grade electrical apparatus 
served us so wel] that the Day-Fan 
Kadio has become known from _ coast 
to coast as a ‘‘musical instrument.’’ 


Dayton 








RADIO + MOTORS : FANS 


PRODUCTS 
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The Wash Machine 


(Continued from page 31) 
“An’ now, t’ give a summin’ up, 
Of all th’. reasons why — 
A wash machine’s a thing yo’ should 
Not hesitate t’ buy— 
I’ll tell yo’ this, Friend Bill,’ says I, 
“Th’ dividends it pays 
In health, an’ wealth an’ happiness, 
Will gladden all yer days.” 


Simi 


Bill thot a bit, an’ then he says, 
“By golly, Jim, yer right! 

Yo’ get that wash machine out home, 
An’ workin’, by tonight!” 

Th’ sale is done,—th’ picture fades,— 
Just one, of shifting scenes: 

An’ so, another booster’s made, 


Fer ’lectric wash machines! 


Re 


Back Door vs. Front Door 


(Continued from page 27) 
agreeing to take $5 instalment, I made the sale. 

While no other actual sales were made that day— 
one lady wished to talk with Hobby, who wanted a 
demonstration the next morning, others were inter- 
ested—still the salesman was happy. He could close 
one or two of the parties the next day, he assured 
me. This he did—as I learned later. 

One thing is as sure as taxes. Certainly the way 
the salesman gained entrance to homes on the second 
lap of his day of shower and sun was much better 
than the attempts of the morning. The big point was 
that he named a store they all knew and at which most 
of them traded. 














Know Your Radio Customers 


(Continued from page 34) 


These are simply fancied answers to only two of 
the questions suggested for the card but certainly you 
can see the value of this data as an aid in building up 
a greater radio department through a revision of your 
merchandising and promotion work, so as to attract 
greater numbers of people into your store. 

Know something about your customers and you'll 
find it much easier to please them. This card idea will 
give you the things you ought to know about their 
habits and by keeping the file up-to-date, you will have 
a good record of set owners as established by ques- 
tions one to six. Increased sales of supplies and acces- 
sories, featured regularly to them alone will justify the 
small expense and time spent in getting the valuable 
information suggested by this “know your customer” 
stunt. 























Sell More Lamps Through Interior Decoration 


as a good home and lamp town, sent 
me folders announcing: 

26 lectures on “The Elements of 
Architecture for Interior Decora- 
tion”; 

23 lectures on “Furniture, Its His- 
toric Development”; 

30 lectures on “Artistic Expres- 
sion,” a critical analysis of architec- 
ture, sculpture, painting and the 
minor arts, their purpose, develop- 
ment and interdependence. 

Brooklyn: The City of Churches 
and Homes, sent me several folders. 
Among the most interesting from the 
standpoint of the merchant selling 
lamps were: 

6 illustrated lectures on the “His- 
tory and Use of Furniture and Dec- 
oration.” 

4 demonstration lectures on “How 
to Arrange House Interiors’: 

4 lectures on “The Four Style 
Periods Which Most Strongly In- 
fluence Modern Furnishings.” 

Wishing to see for myself the type 
of people who attend these free lec- 


(Continued from page 23) 


tures, I attended one series at the 
Brooklyn Museum. I found young 
girls, not yet out of school, with 
notebooks and pencils; young mar- 
ried women without pencils but with 
active memories; a few decorators 
from New York who had gone over 
to “brush up,” or in search of new 
ideas, and there were many white- 
haired, frankly elderly women. 

Some of these older women inter- 
ested me, as their faces indicated 
that perhaps all their lives they had 
loved beautiful things, but had never 
had time to learn how to understand 
them and were now satisfying an 
old longing. These were the type of 
women I had seen visiting famous 
couturiers in Paris. These women 
were seeking for knowledge so that 
their European trips might be more 
enjoyable. 

All of which leads me to believe 
that the man who would sell more 
lamps and who would train his clerks 
to sell more, should go to the same 
place that the manufacturer goes 


when he js searching for authentic 
design, the local art museum. 

Our editor has warned me not to 
preach in my article and, as I am a 
peace-loving soul, I try to remem- 
ber, and maybe I am forgetting when 
I say that in Europe, in front of 
any famous art museum, you will 
find a long row of men, women and 
children waiting to enter every 
morning before the doors are open. 
You find those children from infancy 
taught to appreciate and to under- 
stand beauty of color, line and crafts- 
manship. Our American children 
grow up in the shadow of our art 
museums and blindly overlook the 
opportunity to enjoy the treasures. 

“We possess what we understand.” 
So, while the merchant is educating 
his clerks along these lines, he is 
doing the finest kind of philanthropic 
work because he is giving them an 
understanding which will bring them 
pleasure as long as they live, he 
makes money by seling more and 
better lamps? 








the best tubes—the most uniform 


“We received your TECTRON TUBES, and must say they were the best tubes 


we ever tested, also the most uniform. You may tell the world we said so.” 
The White Way Radio Co. 


Quality and uniformity is one reason why a majority of the large department 
stores and jobbers are enthusiastic users of Tectron Tubes. “Another reason is 


—A generous margin of profit. 


Made in the following types: 


Exclusive Territories open for Live Distributors 


TECTRON RADIO COMPANY 


1270 BROADWAY 





NEW YORK 


TX—112 Half Amp. Power Tube List $5.00 
TX— 20 Hi-Mu Tube 4.00 
201A D-Lux Blue 3.00 
TX—201A Regular 2.00 
199 ” 2.00 








TECTRONS 
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DON’T BUY FOR PRICE ONLY 


Consider the quality, selectivity, 
distance and beautiful cabinet work. 


QUALITY THE EXTRA DIAL 
Marvelous reception, equalled This addition to the Singer 
in but few five tube sets. You set makes a novice become 
will sell Singer Radio on its expert. It clarifies distant re- 
performance, regardless of ception and tunes out local 
price. stations. 

Singer dealers have real sales assistance, direct and indi- 
rect. Cooperation in advertising and selling makes sales 
and profits sure. 
Write for our plan now, or better still order a trial set and 
prove to yourself the wonderful possibilities. 
Factory Agents: J. J. Horan & Son, 605 Oriol Bidg., St. Louis, Mo. 
J. A. McCaffery, 8550 Dumbarton Rd., Detroit, Mich. 


E. E. Mills, First National Bank Bldg., Chicago, Ill. 
H. Lasure Co., Los Angeles, Cal. 


40) Hudson Street, Dept. EG New York City 


a eee ae 
Anylite 
Regulators and Plugs 


Merchants seeking de- 
pendable electrical spe- 
cialties should consider 
Anylite guaranteed regu- 
lators, plugs and switches. 
They have been known 
for years in the electrical 
field as leaders in quality, 
salability, dependability 
and profit. 





Anylite Regulator 


—— Month after month, year 


after year you can sell 
Anylite Products. Two of 
the leading items are 
shown at the left. They 
are attractively packed, 
easily displayed, readily 


sol 


Write today for complete 
information and discounts. 





a Anylite Electric Co. 


List $0.45 Fort Wayne, Ind. 











een eenenemnnens 





What Housewives Think of 


Electric Cleaners 


(Continued from page 25) 
cleanings, and the argument therefore serves no good 
purpose. 

Most of us will “pike” through the year with the 
carpet sweeper and broom if we must, but on the occa- 
sion of spring and fall cleaning we recognize the real 
need for the cleaner. At no other time can the cleaner 
salesman point out so many profitable uses. Here is a 
list of some of the tasks the cleaner does in our house 
every spring and fall. 

If it is in the spring, then the winter rugs and 
draperies are first aired thoroughly and then gone 
over on both sides with the cleaner before being 
wrapped in tar paper and packed away for the sum- 
mer. Somewhat the same procedure is taken with 
silk cushions, lampshades, fur robes, comforters, tapes- 
tries and winter clothing. 

After these things have been gone over carefully 
with the cleaner, each should be examined for grease 
and other spots and stains, and these removed with 
one of the patented cleaning fluids before the piece of 
clothing or decoration is packed away. If this is not 
done, the moths are sure to breed and subsist on it, 
and the cleaner will be blamed for not performing its 
work properly. 

To clean draperies properly and also clothing, it is 
necessary to lay them out flat and fasten the corners 
so that the suction of the cleaner will not drag them 
and make it impossible to pass the cleaner easily over 
them. The same thing applies to fur pieces, table 
throws and the like. Heavy overcoats may sometimes 
be cleaned while hanging on a stout hanger, but un- 
less it can be fastened down low enough to be easily 
reached, the cleaning will not be thorough. 

It is often convenient for the cleaner salesman to 
know how to remove spots and stains from rugs, par- 
ticularly grease stains. In experimenting with remov- 
ing small grease spots from rugs I have found they 
could be removed successfully, if quite recent, with 
powdered French chalk sprinkled over the spot, worked 
into the nap and left there for a while and then re- 
moved with the cleaner. 

But if the spot is of some duration, then one must 
use heat to melt the set grease. This is done by 
sprinkling the chalk as directed above, a piece of 
paper is placed over it, and on this a warm electric 
iron. The heat melts the grease and the chalk ab- 
sorbs it and is entirely removed when the chalk is 
sucked up by the cleaner. 

If the spot is only on the surface it can often be 
removed by merely placing a piece of blotting paper 
over the spot and the hot iron over the blotting paper 
which absorbs the grease. 

Where the spot is large, hot cooked cornmeal will 
sometimes do it. Apply the hot cornmeal and rub it 
into the rug with a scrubbing brush, leave it on for 
several hours and then remove the cornmeal with the 
cleaner. If not entirely successful repeat the treat- 
ment, using even hotter paste. Usually if the third 
attempt is unsuccessful nothing I know of will remove 
the stain. 


70 




















After the winter or summer rugs and other things 
are packed away the woodwork and walls may be gone 
over with the cleaner. While this is quite a tedious 
job it may be pointed out that only by removing the 
dust before washing the woodwork or painted wall does 
one preserve it. For otherwise the water applied on 
the dust forms a greasy substance which is very dif- 
ficult to remove except with scrubbing and sometimes 
not even then. Eventually this substance enters the 
cracks and crevices and creates the impression of dirt 
which is not present. A coat of paint is the only thing 
that will remedy this. 

As for cleaning walls and picture mouldings, not 
all the cleaners are equipped to do this work con- 
veniently and for this reason I would not advise the 
use of the argument in the sales talk unless it can be 
accomplished with convenience and ease. A long, rigid 
handle to which the proper attachment may be con- 
nected is absolutely necessary, otherwise the work, while 
possible, is usually too difficult for the average woman 
to attempt or endure. 

And after the salesman has talked on every phase of 
the cleaner’s ability to accomplish tasks for which its 
inventor intended it, there are others for which it has 
been used successfully. One is a trick of my neighbor 
who uses it to “blow” up the furnace fire on a muggy 
day when it will not burn. She detaches the bag, places 
this end at a little distance from the ashpit door, then 
connects and starts the cleaner running. The breeze 
created by the fan blows into the furnace and the fire 
is made to burn brightly in no time. 





Quite recently a neighbor of mine wished to replace 
her eight-year-old cleaner with a new one, and I accom- 
panied her to make the purchase. 

In a local store we found the make of cleaner she de- 
sired and having satisfied herself on several points on 
which she was not quite certain, she was ready to con- 
clude the sale when she recalled to ask the salesman 
what allowance he would make on her old cleaner. 
Earlier in our discussion he had agreed tc make such 
an allowance. He asked her then the name of the 
cleaner, and when she told him he sniffed disdainfully. 

“That was an awful tin can,” he said a little patron- 
izingly, which was meant not only to belittle the cleaner 
but my friend’s choice of it as well. “The best we can 
do on that will be about two dollars.” 

Without a word my friend turned on her heels and 
beckoning to me to follow, left the salesman standing 
there. She was so angry she was speechless for sev- 
eral minutes. Later she told me it was not the amount 
he offered that had provoked her, but his manner and 
reference of “tin can.” 

To her, the cleaner was an old friend who had 
acquitted itself well in the years of service rendered and 
it angered her to have it maligned. She naturally 
resented the salesman’s criticism of her earlier choice. 

From this, one may glean at least one-way resales 
cannot be made. | 

Questioned, the salesman’s answer would have been, 
no doubt, that he hoped to sell my friend on the idea 
of accepting a small allowance that is not the way to do 
it. But he probably found that out for himself. 





Every Set You’ve Ever Sold Needs 


UX Power Tubes 


Every set owner wants the increased volume and clarity from UX power tubes 


Push their sale. 
stallation are Na-Ald Adapters. 


Here’s a big market ready made for you! 
The easiest means of in- 
Sell these 
and you make a profitable unit sale. 


Na-Ald Adapters eliminate rewiring and make 
winning this profitable market easy 


tube to his UV-199 socket. Cables are pro- 
vided for attaching the necessary B and C 
batteries. List price, No. 420 or No. 920 


You Connectorald, $1.25. 





+ 


Ne. 420 Connecteorald 


make profit on the tubes, a profit on the 
B and C batteries required, and you make 
a good additional profit on the sale of the 
Na-Ald adapters themselves. There are 
Na-Ald Adapters and Connectoralds to take 
care of every possible tube change. Sci- 
entific design insures their efficiency. 


Good profit in increasing volume and clarity in 
dry battery sets 


UX-120 and CX-220 tubes give the fans 
something they have been waiting and look- 
ing for—storage battery volume from dry 
cells. Increase your number of sales and 
your profit on each sale by making installa- 
tion work easy. Sell the Na-Ald No. 420 


Easy to change from storage to dry battery— 
' AND PROFITABLE TO YOU 


Now that storage battery results are obtainable from 
dry cells, many fans are changing to dry cells to rid 
themselves of the troubles of the storage battery. 
The Na-Ald No. 120 Connectorald fits the UX-120 
tube used in the last stage to the UV-201-A socket. 
Cables provided for attaching additional B and C 
batteries required. And Na-Ald No. 419-X Adapters 
will fit the UX-199 tubes in the other UV-201-A 
sockets. List prices: No, 120 Connectorald, $1.25; 
No. 419-X Adapter, 35c. 

Other Na-Ald Adapters cover every possible tube 
change. The Na-Ald line is the only complete line of 
Adapters for all purposes. Mail coupon below for 
complete adapter information. 


ALDEN 
MANUFACTURING COMPANY 





No. 120 Connectorald 


FT 


No. 920 Connectorald 





Alden Processed ) 


Sockets and Dials 





Electrical Goods Section 


or No. 920 Connectorald to fit the UX-120 


All Na-Ald Sockets, Dials and Adapters are protected by patents. Many patents pending. 


Dept. P3 ‘Springfield, Mass. 
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s ALDEN MFG. CO.,. Dept. P3, Springfield, Mass. : 
: Please send me complete information on Na-Ald Adapters and & 
' Connectoralds. : 
- ee oe ha a ee he eee Cok cadaaedewed Ge | 
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JOBBERS 


YOU CAN SELL TUBES 
with easy sales and nice profit if 
you sell TELEVOCAL TUBES. 
Service and a proposition worth 
while. Write today. 


DEALERS 


the country over are enthusiastic for 
our radio tubes of all types. 


Look into them! Write your jobber ur 
ask us. 


TELEVOCAL CORP. 


67-A Fifth Ave., New York City 
Some territories still open for Mfg. Agents 













popular seller for 


N ew! “~~ immediate delivery “ $600 


No. 229—Combination lamp and vase, 
wired for three lights, ——_, by a 
button switch, height 18”, spread 14”, 

and finished in =p 4 bronze or any 
other finish. The is cut glass, 
amber colored, and he customer at once 





2-1t. drop and 2-It. 
candle, $-Its. and 
fruit bowl. 






Price 
to you 


$6 
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os a ee 
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MFG.4\ CORP 
















130 Mott St., New York City 








Nationally Advertised 


Approved by Leading Testing Laboratories 
Guaranteed Quality—Popularly Priced 


| 
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TF ‘ ‘ 
j PLURAL Ldst 75c 
soc ca. AJAX socke® prucs 75¢ EA. “RY Heater Cord Set 
TWO OR THREE CTIONS FROM ONE SOCKET Heater Plug and Parts 


Leaves Lemp in Position intended Permits Use of 
Ordinary Shede Moider; Screws into Flush Receptacies 
Without | With Door INSIST AJAX. 


Ce Ra a 


48c EA. \. | _— List 60c oe ” 

















— 2-4-1 Extensi 
uaeert Standard and Special 
Manufacturers and Jobbers Supeaes Complete or in parts at liberal discount 

to allew profitable resale. 


AJAX ELECTRIC SPECIALTY CO.—St. Louis 
Complete Price Sheets on Request 


CLASSIFIED ADS 











r line, all headings 
-$6.00 per inch in box, dieplayea 








Sales Representatives Wanted 


WANTED: Manufacturers’ agents and 
salesmen to handle our well-known line 
of electric ranges, gas ranges, etc. Ad- 
dress H. G. WEEKS MFG. CO., Hamil- 
ton, Ohio. 














Electrical Business Briefs 


HARLES T. BAISLEY, president of the Man- 

hattan Electrical Supply Co., in a letter to stock- 
holders announces that the company has acquired con- 
trol of the Trout Mining Co. and the Halliwell Electric 
Co. Commending upon general conditions, Mr. Bais- 
ley’s letter said: 

“The company has been seriously in need of addi- 
tional space, and a new plant was started early in 
1925 on our own property in Jersey City. This plant 
is nearly finished, and it is expected that its occupancy 
in the near future will add considerable to net income. 
Since many inquiries refer pointedly to the radio busi- 
ness, I would say that your company has fortunately 
avoided plant expansion for radio sets, etc., thereby 
avoiding the accumulation of large doubtful assets. In 
my opinion, the future of your company is brighter 
than it has been for years.” 





MITH HOME APPLIANCES, INC., of Syracuse, 
N. Y., is a new manufacturer. The first product 
to be placed on the market will be the Smith Ironer. 
The following are the officers of the newcomer in this 
field : 
President, Burns Lyman Smith 
Vice-president in charge of sales, Edward S. Ridge- 
way 
Vice-president in charge .of production, James C. 
Neville 
Engineer, Mead Hedglon 
Treasurer, John F. Kerrins, Jr. 
Secretary, Willard A. Blaich. 
The interests identified with this company are the 
same that have been identified with L. C. Smith guns, 
Smith Premier typewriters, L. C. Smith typewriters 


and Smith wheels. 





have purchased a site at 135th Street and 
Avenue, The Bronx, New York City, for the erec- 
tion of a building sufficient to house all activities of 
this company, which are now located in four buildings 
in New York. The acre of ground for the site cost 
about $250,000, and the building will make the in- 
vestment reach a million dollars by the time it is ready 
for occupancy. 


\ A. D. ANDREA, INC., manufacturers of radio, 
tt 





Reynolds Spring Co., Jackson, Mich., announces the 
following sales appointments for the Reynolds Master- 
piece line of electrical devices and flush plates: R. R. 
Macy, manager of the New York territory with office 
at 420 Frelinghuysen Avenue, Newark; E. F. Meyers, 
Chicago district, with office at 140 South Dearborn 
Street; H. B. Parke, Pittsburgh district, at 305 Sev- 
enth Avenue; Charles N. Wiltbank and Charles Fry- 
burg in the Philadelphia district, with office at 353 
North Fourth Street; E. T. Gunther, Dallas district, 
office in Sante Fe Building; O. T. Jenkins, as mana- 
ger of the Kansas City district. 





National Electric Light Association will meet at At- 
lantic City May 17 for the annual convention. The 
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program will hold the association in session including 
May 23. 





A. J. Lindemann & Hoverson Co. are packing a neat 
recipe booklet with each of the L. & H. Electric Table 
Stoves. The booklet not only tells what to cook and 
how, but illustrates the best method of cooking. 





PAUL LEONARD of Statesville, N. C., secretary 

e of the North Carolina Merchants Association, 
has informed the merchants that they have won their 
fight as to taxes on electrical equipment kept in stock. 
When the last legislature placed electricians under the 
provisions of Section 80 of the Revenue Act, levying a 
license tax based on the number of employees, the 
phrase “for selling or installing electrical equipment” 
was written into the section. When the collectors of the 
revenue department began making their rounds, they 
not only called upon recognized electricians for pay- 
ment of this tax, but upon department stores and 
smaller merchants handling electrical equipment. 

Secretary Leonard of the merchants’ association 
registered a protest against this on the grounds that 
the legislature did not intend to levy a tax on mer- 
chants who simply handled electrical equipment, such 
as fans, irons, toasters, bulbs and lamps, ready for 
attachment without the service of an electrician. The 
first effort failed, and then Mr. Leonard filed a lengthy 
brief. Now he writes to the merchants’ associations 
in the various cities as follows: 

“We are pleased to report that the commissioner of 
revenue has now ruled in our favor and is instructing 
the deputy collectors not to collect this tax from mer- 
chants who simply handled bulbs, lamps, irons, etc., as 
ordinary merchandise.” 





N speaking of the “Prospects for the Electrical In- 

dustry in 1926,” E. M. Herr, president of the West- 

inghouse Electric and Manufacturing Co., referred to 
the radio and appliance lines as follows: 

“There has been a material increase in the use of 
electrical household appliances during the year 1925 
and a still further increase is anticipated in 1926. 

“In the radio field the most noticeable tendencies 
are toward improvement in the quality of broadcasting 
and a demand for receiving apparatus of better tone 
quality. Apparatus regarded as entirely satisfactory 
a short time ago is now considered very inferior from 
a quality standpoint. This will bring about an in- 
creased demand for radio apparatus. 

“Summing up, the electrical industry is still in its 
infancy, and its future looks very bright; only about 
one-third of our homes are today using electrical de- 
vices to any marked extent; the electrification of rural 
districts has hardly begun; railroads are just begin- 
ning to electrify. The present amount of undeveloped 
water power about equals the combined capacity of 
our existing electric power systems, and there are great 
possibilities in the rapidly progressing program of 
power system interconnection. As the per capita use 
of electricity has doubled every five years, the demand 
should continue for years to come. 


Electrical Goods Section 











™ Remoliter 


for all kinds of smokes 


Here is a lighter for smokes that anyone 
will be pleased with. It is made of cast 
metal finished in antique silver, gives a 
red hot light for pipe, cigar, or cigarette. 
It is small and convenient, makes an at- 
tractive ornament on desk or table. 


Retails 


for 
$ 57 


Operates on regular house current and 
has a_ renewable heating 
unit. Equipped with silk 
cord and two piece plug. 













Send for a sample and dts- 
counts. 








The 
REMO 
Corp. 


Meriden, 
Conn. 
























A New Fast Seller 


pen | eg new 
Lon? F radio lamp, de- 
signed to light the 
dials, has met with 
instant sales success 
wherever displayed. 
In this radio lamp, 
as in Faries line of 
bridge lamps, desk 
lights, and boudoir 
lamps, are combined 
highest quality with pleasing, cor- 
rect design. 


Patented Bridge Lamp 


Beauty and utility make this bridge lamp 
instantly attractive. An adjustable pat- 
ented arm permits a soft soothing light 
directly over the bridge table when it 





No. 3884 
Radio Lamp 

















is needed. Write for your catalog. 
FARIES MFG. CO. 
Dept. C-2 
pitas tenp Decatur Ill, U.S. A. 












Another Profitable Line 


Dealers will find Faries Bird Cage Stands original 
and artistic, profitable and in good demand. Send 
for a special catalog. 
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Next Month Over 2 Million People Will 
Read About The Electric Lawn Mower 





[* MARCH, leading class magazines 

throughout the country will carry 
advertising on the Coldwell Electric 
Mower. ‘That’s part of Coldwell’s in- 
tensive campaign to back up dealers 
and create a favorable impression on the 


minds of their customers. 





Know all about this new Electric 
Lawn Mower by Coldwell and be first 
in your section to display it. Write 
today for information. As easy to op- 
erate as a vacuum cleaner—all the oper- 
ator has to do is steer it. It propels it- 
self as it mows. Piugs in on any garage 
or house light sockec—either direct or 
alternating current and uses about same 
amount of current as that required for an 


electric iron. 


Be prepared for customers who will 
come in and ask about the Electric Lawn 
Mower. Write at once for detailed in- 
formation and attractive dealer propo- 
sition. 





COLDWELL 


Horse DEPENDABLE Gasoline 


= 


Hand LAWN MOWERS Electric 


COLDWELL LAWN MOWER COMPANY, NEWBURGH WN. Y., U. S. A. 
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Electric 


Washer 














~ 


Running in 
Vogue, Vanity 
Fair, House & 
Garden, Town & 
Country, Spur, 











Cosmopolitan, 
American Maga- 
zine, Literary Di- 

gest, Collier’s, | 
National Geo- 
graphic, Time. 


Total circulation 
8,000,000 
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\adiola Super-Heterodyr 
that use no antenna 
and no batteries 
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A-Radiola 


MADE BY THE MAKERS OF, RADIOTRONS 











